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NADA Presses Fight, Hears New Monroney Labelling Plan... 


Hopes Rising for Karly Dealer Relief 


* 
TEC 


> Paul E. Herzog, left, NADA researc 


that automobile buyers pay more than $200 million a year\for ‘ 
He urged elimination of the alleged overcharges. 


‘charges. 


HNO! ancy DEPT. 


fe Commerce subcommittee 
‘non-existent’ freight 
Also attending the hear- 


‘ing on auto trade Practices was M. A. Green, a Washington, freight expert. 


By William Ullman 
Washington Correspondent 


ASHINGTON. — NADA’s re- 
newed appeal for either “De- 
| troit” or “Washington” 
dealer abuses moved nearer the 
action point last week as the Mon- 
roney subcommitté¢ prepared for 
its second round of hearings. 

Frederick J. Bél, NADA execu- 
tive vice-presidegf, brought the 
dealer case to a/ public showdown 
EEE tren 
Monroney repoft on Pages 26, 130. 

Bell textjon Page 114. 
stage with a’ demand that auto 
manufacturers cease “the downhill 
plunge of industrial ethics and 
morality.” 

He urged Congress to enact 
NADA’s package program of bills 
outlawing phantom freight and 
bootlegging and permitting re- 
vival of territorial security. 
Subcommittee chairman A. S. 
Mike Monroney, Oklahoma Demo- 
crat, announced that executives of 
Studebaker-Packard, Chrysler, Gen- 
eral Motors and Ford, in that order, 
will be summoned for testimony 
soon after a recess for the NADA 
convention this: week. Individual 
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Indiana Quiz Airs Dealer Beefs 


roux APOLIS. 


out of business,” A. R. 


ture. 


selling agreements between re- 
tailers of durable goods and their 
manufacturers. 


McKesson, a dealer from 1920 
last | 
' September, said he was “put out 


- until he lost his franchise 


to pasture after 35 years.” 


* * * 


FOUGHT back and told them 


(the factory) I’d take what I) 
“When I} 
told them that they didn’t want me 


eould sell,” he declared. 


any more.” 


» However he credited the factory 
“with helping him find a buyer for) 


his dealership. 


McKesson claimed the factory 
“even told me what color paint 
“te use on my showroom walls.” 
. He suggested that manufacturers 
be required to give a year’s 
~ notice of contract cancellation. 


- The Indiana committee is seeking 
» to learn whether the provisions of 
— durable goods selling agreemerts 


' fesult in intimidation or coercion 
of the retailer. 


NCar Sales Rallying 
‘For January High 


By Robert M. Lienert 
Associate Editor 


¥. 
¥ 


ANUARY sales of new cars are | 
falling slightly short of expecta- 
Btions, although the eventual total 


il should set an alltime mark, 


liminary reports indicated last 


_ At an estimated daily sales rate 
* 20,300 currently, the month’s 
fall the neigh- 

of 496,000. 


_ New cars are moving out faster 
than they did earlier in the month, 
(Continued on Page 6, Col. 4) 


—I’m a living | 
example of the way they ease 
Mc- 

esson, Culver, a former Ford 
dealer, told the Contract Study 
Committee of the Indiana Legisla- | 


' It is to report its 
a endings and any recommendations 





to the Legislature in the 1957 ses- 
sion. 


None of the three dealers and 


two former dealers who testified | 


said they thought state legislation 
would correct the alleged unfair- 


| ness in franchises. 
The committee is investigating | 


* = + 


NOTHER former dealer, Vern} 


Byler (Dodge-Plymouth), of 
Goshen, said he was forced out 
of business because the factory 
would not send him enough cars 


| and trucks. 


He said he opened his dealer- 


| ship in 1946 with the promise of 


about 275 cars a year. He said 
he received 11 in 1946, about 72 
in 1947 and about 100 in 1949. 
He went out of business in 1955. 


Byler cited one instance in which | 
ihe ordered 13 panel trucks for a 


bakery on 60-day delivery. When 


|the units did not arrive on sched- 
| ule, he canceled the order, he said, 


Top Cars 


New-car registrations for 11 
months, plus eight states for De- 
cember: 

1955 Pos. 
1—1,487,797 
2—1,437,236 

681,854 
599,676 
540,300 
483,890 
343,328 
264,726 
144,109 
126,302 
108,344 
89,147 
87,854 
48,382 
40,734 
31,126 
6,100 
927 


Make 
Chev. 
Ford 
Buick 
Plym. 
Olds. 
Pontiac 
Mercury 
Dodge 
Chrysler 
Cadillac 
DeSoto 
Stude. 
Nash 
Packard 
Hudson 
Lincoln 
Willys 


1954 Pos. 
1,237,279— 2 
1,245,677— 1 
466,797— 3 
339,265— 5 
370,210— 4 
319,961— 6 
252,733— 7 
136,488— 8 

89,294—10 
97,468— 9 
68,424—13 
$7,275—11 
77,548—12 
36,933—14 | 
32,825—16 
33,884—15 
16,794—17 

Kaiser 


8,778—18 
339 Continental 
47,068 Misc. 26,239 
Total All Makes 
6,574,239 4,943,872 
Further details on Page 108. 


eee during 


| but the factory shipped them any- 
way. By then, he said, the bakery 
yhad canceled its order because of 
nondelivery. 

7 > 
Co GOODALL, Goodall 
Buick Sales, Knox, charged 
that the factory tried to force un- 
wanted cars on him. 

He said that in 1953, shortly be- 
fore the new models came out, 
he had 25 cars on hand and that 

(See INDIANA, Page 6, Col. 3) 


Car Output Ebbs 


Again as GM Cuts; | 


Chrysler Slowed 


By Martin L. Whitmyer 
Staff Writer 


13.3 PERCENT cutback in car 

output by General Motors, cou- 
| pled with production difficulties at 
| Chrysler Corp.’s West Coast plants, 
| dropped car assemblies to an esti- 
|mated 138,323 units last week. 


| As a result, American Motors 
| and Studebaker-Packard chalked 
| up their best monthly percent-of- 
| total-output mark since March, 
| 1955. 


The 138,323 cars turned out by 
|the industry last week was 110.2 
| percent of Automotive News’ three- 
| year index, as compared with the 
| 115.2 percent compiled the previous 
| week on 144,714 units. Last Week's 
| output also was 16.1 percent under 
the same week a year ago, when 
|the manufacturers turned out 
160,664. 
| - = ” 

ONTINUOUS production cut- 

backs and layoffs have cut 
January's car oytput from an esti- 
mated 650,000 units at the beginning 
of the month to a current estimate 
of 613,000. The same month a year 
ago saw~ wn eepane cate assembled, or 
than willbe 


Automotive News’ estimates for 
the month, ending Tuesday, 
GM 317,235 cars; Ford Moter Co., 
(Continued on Page 132, Col. 3) 





to correct | 


| chairman 





dealers will be summoned ahead of 
the factory men, he said. 
American Motors President 
George Romney already has ap- 
peared before the subcommittee. 
* J of 
ONRONEY last week added a 
fourth legislative possibility to 
the NADA program—a novel plan 
for a new-car “truth in labelling” 
law to deal with bootlegged mer- 
chandise. It would call for a wind- 
shield sticker on each new car tell- 
ing purchasers through whose 


| hands the cars had passed. 


Washington observers greeted 
the Monroney proposal as one 
more likely of passage than the 
NADA bills, since no amendment 
of antitrust laws would be re- 
quired. Stickers would disclose 
means of transportation, as well 
as age and mileage experience of 
each car. 

In a discussion with Bell while 
the NADA official was on the wit- 
ness stand, Monroney also strongly 
supported anti-phantom freight 
legislation. The Oklahoman took 
the position that barring freight 
surcharges might remove the neces- 
sity for a bootlegging ban. He also 
said the bootlegging bills offered to 
date would give factories more, 
not less, control over dealers. 

* * * 


greats, Monroney said he 
would oppose territory-security 
legislation at this time, comment- 
ing that such a law also might be 
unnecessary if a way can be found 
to kill off bootlegging. 

The close dealer vote on territory 
security in the Monroney question- 
naire survey shows that dealers are 
“badly split” on this question, the 


| senator said. 


The new recommendation for 
“truth in labelling” on new cars 
will be brought before the NADA 
convention by Monroney himself, 
in an address tomorrow (Jan. 31). 
Bell promised the subcommittee 


and members would give the pro- 
posal thorough consideration. 
Another NADA speaker and sena- 
torial investigator of the auto in- 
dustry, Wyoming Democrat Joseph 


|C. O‘Mahoney, told a House anti- 


trust subcommittee that General 
Motors should allow its dealers to 
elect their councils and let such 
councils hear and act on dealer 
eomplaints. O’Mahoney, whose anti- 
trust subcommittee investigated GM 
last month, will address NADA to- 
day (Jan. 30). 
* ” * 

eas followed up his 

promise to foeus the spotlight 
on phantom freight by giving a full 





that NADA directors | 





This issue includes the monthly 


ENGINEERING SECTION 


$8 Per Year, 25c Per Copy 


session last Monday to a NADA 
freight research team headed by 
Paul E. Herzog, former price stabi- 
lization officer. 

Herzog charged that factory 
freight billings are “misleading 
and deceptive” and together with 
M. A. Greene, head of a leading 
firm of freight experts, used giant 
charts to give the subcommittee 

(Continued on Page 8, Col. 1) 
+ * * 


Senate Probers 


To Give Talks 
At NADA Parley 


12,000 in Attendance 
For Crucial Sessions, 
Equipment Exhibition 


ASHINGTON.—In the midst of 
the most searching public 
investigation of auto trade problems 
in nearly 20 years, more than 12,000 
new-car dealers convened here 
today for what promises to be a 
momentous NADA convention. 
Echoes of the famed FTC 
inquiry and report of the late 
1930’s_ will be heard in the 
Sheraton-Park Hotel as the fran- 
chised dealers hear addresses by 
the industry’s two leading 1955-56 
investigators — Senators A. 8S. 
Mike Monroney and Joseph C. 
O”’Mahoney. 


Following this morning’s opening 
talk by outgoing NADA President 
Frank H. Yarnall, Senator 
O’Mahoney will report on the study 
his antitrust subcommittee con- 
ducted last month into General 
Motors. It was during this inquiry 
that GM extended dealer selling 
agreements to five-year periods. 

” * nd 


N AN unprecedented “one-two 
punch,” NADA has booked a talk 
Tuesday morning by Senator A. S. 
Mike Monroney, who is leading a 
(Continued on Page 6, Col. 1) 


Record Edition 


This issue of Automotive News 
sets another all-time record in 
the 30-year history of this pub- 
lication—most pages for a regu- 
lar issue (136) and greatest 
amount of advertising in any reg- 
ular issue. Distribution of this 
issue also will set a new mark— 
more than 46,000 copies. 


Your Convention Issue ... 


NADA clinics offer a wellspring of ideas for improv- 
ing dealership operations. They’re rounded up here— 
along with the usual complement of AUTOMOTIVE NEWs 
exclusives—for perusal at leisure by you and your staff. 

NADA service clinics tell how to keep your cus- 
tomers and your bookkeeper happy. Page 22. 
Truck clinics disclose trade secrets that spell 


extra: profit. Page 48. 


Tramsistor radios are only the first of new elec- 
tronie#sdevices for autos. Page 63. 


A deatership operations analyst tells how dealers 
can make more money. Page 100. 


give Engineering highlights, Page 63. New-car, truck registrations and new-car prices, 


Page 108. Used-ear auctions, Pages 6, 104. Production by makes, Page 132. 
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As Consumer Lending Rises... 


Ike Calls for Power 
To Control Credit 


WASHINGTON. — President 
Eisenhower last week asked Con- 
gress to give him standby authority 
to regulate installment buying of 
cars and other consumer goods. 

Making his annual Economic 

Report, Eisenhower said, “The 
development of consumer install- 
ment financing has been, on the 
whole, beneficial to our economy. 
By its means the homes of many 
millions of Americans have been 
enriched on a scale that would 
otherwise have proved impossi- 
ble. The soundness of this type 
of credit has been repeatedly 
tested and found excellent. 

“Nevertheless, installment credit 
sometimes accentuates swings in 
the buying of automobiles, furni- 


Invasion Dropped 


By Volkswagen 


German Maker Shelves 
Plan for U. S. Output 


NEW BRUNSWICK, N. J.— The 
threat of a German invasion of the 
U.S. vanished last week when 
Volkswagen announced it had 
abandoned plans to produce its 
droopy-nosed auto at the old Stude- 
baker assembly plant here. 

In a statement released here, Dr. 
Heinz Nordhoff, director general of 
Volkswagen, said his firm had 
decided it would be economically 
unsound to produce cars in the U.S. 

“Rather than increase prices or 
sacrifice to the slightest degree the 
high quality that has been largely 
responsible for the success of our 
product, we will be compelled to 
continue our present system of 
operations,” Nordhoff said. 

Nordhoff said Volkswagen’s Ger- 
man plants would be able to meet 
the U.S. demand for the car, and 
that arrangements have been made 
to step up exports. Efforts will be 
made, he said, to add more retail 
outlets in the U.S. 

Volkswagen sold 8,000 units in the 
U.S. in 1954 and more than 30,000 
last year. Nordhoff said 1956 sales 
in the U.S. may approach 75,000. 

Volkswagen purchased the Stude- 
baker plant here last August for 
a reported $4 million. No plans 
have been announced for disposing 
of the property. 

Volkswagen’s total 1955 produc- 
tion was 330,120 cars and trucks, 
of which 177,591 were exported. 


Chrysler Elevates 


Misch in Finance 


DETROIT.—F.. W. Misch, Chrys- 
ler Corp. vice-president and former 
comptroller, has been appointed 
corporation finance officer, succeed- 
ing George W. Troost, who died 
last week at the age of 53. 

Misch has been 
in charge of the 


partment respon- 
sible for the com- 
pany’s divisionali- 
zation program. 
Misch joined 
Chrysler in 1926, 
and has engaged 
in nearly every 
phase of account- 





F. W. Misch over divisionaliza- 


tion in 1953, after serving as com- 


pany comptroller. 


AMC Gets Contract 


DETROIT.—American Motors 
Corp., special products division, 
has been awarded a subcontract 
by Glenn L. Martin Co., Balti- 
more, for engineering services on 
a portion of the Martin Sea- 
Master seaplane, according to 
Stuart G. Baits, division general 
manager. 








organization de-| 


ing. He took 





ture, television sets and other con- 
sumer durables, thereby exposing 
the rest of the economy to the 
hazard of widened fluctuation.” 

(Almost simultaneously, the Com- 
merce Department issued a report 
that installment auto sales played 
a@ major role in the record 1955 up- 
surge in consumer credit. 

(The report showed that con- 
sumer credit increased $6.1 mil- 
lion in 1955 compared with a $600 
million increase in 1954 and an 
average increase of $3 billion a 
year in the earlier postwar years. 
Of this 1955 total $5.3 billion was 
credited to installment buying 
and $3.9 billion of this sum went 
to purchase cars.) 

Eisenhower said that present 
conditions do not call for the use 
of the authority to regulate the 
terms of installment credit, adding 
that this is a good time for the 
Congress and the Executive branch 
to study the problem. He noted 
that the President’s power to curb 
installment buying ended in June, 
1952. 

The President commented that 
experience in the recent past sug- 
gests that authority to set mini- 
mum downpayments, and maxi- 
mum maturities on installment 
credit would be a useful adjunct 
to other stabilizing measures. 

He said the availability of stand- 
by controls “would increase the 
Government’s ability to fulfill its 
responsibilities under the employ- 
ment act.” 

In a discussion of the general 
economy, he said, “Apart from 
the automobile industry, which is 
now bringing its production into 

better adjustment with market 
demand, there is little evidence 
in the business world of excess or 
speculative inventory holdings.” 

Eisenhower also made these eco- 
nomic recommendations: 


1. That the Government be given | 


advance notice of all major mergers 
and that bank mergers be strictly 
controlled. 

2. That more money be appropri- 
ated for tougher enforcement of 
the Clayton Antitrust Act. 

3. That Federal home mortgage 
guarantee and home improvement 
finance programs be liberalized. 

4. That unemployment insurance 
programs be strengthened and So- 
cial Security be extended to Gov- 
ernment workers and other ex- 
cluded groups. 

5. That the Government regu- 
late private pension funds. 

6. That the Government take a 
bigger part in the rehabilitation of 
areas of local depression and un- 


| employment. 
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CLEVELAND. The develop- 
ment of a lower, shorter, glass- 
roofed car of the future — deter- 
mined entirely by customer 
preference —is being retarded by 
the shortage of engineers, accord- 
ing to Harley F. Copp, director of 
Lincoln engineering. 

Copp emphasized that all de- 
velopments will be determined by 
the preference of customers, but 
the rate at which they evolve 
will be determined by the extent 
to which “we cultivate the crea- 
tive individual.” 

He said that earlier, Ernest R. 
Breech, Ford chairman, said that 
if 900 qualified engineers “were to 
approach us next week looking for 
jobs, we would hire every one.” 

“We must reexamine the defini- 
tion, the role and the development 
of men with ideas,” said Copp. 

Turning to the future, Copp en- 
visioned “improved ride, an auto- 
matic no-skid device, a wider 
range of colors, more power and 
more models.” 

Copp referred to people in other 
‘parts of the country who often 


| 





End Traffic ‘Blood Bath,’ 
Auto-Medical Parley Pleads 


By W. C. Lockwood 
Staff Writer 

DETROIT. — “Is the auto to be 
our Frankenstein?” Seven earnest 
men last week grappled with the 
implications this question poses as 
100 doctors listened intently. 

so = The seven com- 
posed a panel 
discussing “Medi- 
cine’s Responsi- 
bility in the Auto- 
mobile Age.” It 
was held during 
the American 
Medical Assn.’s 
two-day 16th an- 
nual Congress on 
Industrial Health. 

Later, Benson 
Ford, vice- presi- 
dent, Ford Motor Co., principal 
speaker at the annual dinner, called 
upon the medical profession to step 
up its contribution to driver safety. 

He said Ford and other manufac- 
turers already have done much to 
make motor vehicles safer and to 
lessen the severity of highway acci- 
dents. 

Franklin M. Kreml, director, 
Transportation Center of North- 
western University, was moderator. 
Panel members included Dr. Elmer 
Hess, president of the AMA; Ross 
A. McFarland, associate professor 


Benson Ford 


of Industrial Hygiene, Harvard 
School of Public Health; John O. 
Moore, director Automotive Crash 
Injury Research, Cornell Univer- 
sity Medical College; Paul H. 
Blaisdell, director, Traffic Safety 
Division, Assn. of Casualty and 
Surety Companies; Dr. Jacob Ku- 
lowski, committee on Medical As- 
pects of Automobile Injuries and 
Deaths, AMA, and Dr. Seward E. 
Miller, chief of the division of spe- 
cial health services, U. S. Public 
Health Service. 

Hess reviewed the “blood bath” 
that ended 700,000 lives on U. S. 
highways in the past 20 years. 

“T plead that something be done 
to end this slaughter,” he said. 
“One out of 10 of us has a good 
chance to be killed or maimed in 
an auto accident. Is the automobile 
to be our Frankenstein?” 


Proposed was a 50-cent, one- 
(Continued on Page 131, Col. 1) 





Wagner Speaks in Capital 
WASHINGTON. — Robert M. 


Wagner, Buick general production | 


manager, will speak today (Jan. 
30) at the Industrial College of the 
Armed Forces here in a special 
seminar on economic mobilization 
of the automotive industry. 


GM Presents Motorama for 1956— 


The possible pattern of highway travel of the future is dramatized in the General 


ro mee 





Engineer Shortage Delays It .. . 


Is This the Car of Future? 


asked: “What are you people think- 
ing about in Detroit?” 

The following were his views on 
what he called the most popular 
topics in automotive discussion: 


1. More widespread use of the 
rear-engine mount depends upon 
the discovery of stronger, lighter 
materials with which to build an 
engine and transmission light 
enough to maintain present car- 
weight distribution. 

2. Development of the gas tur- 
bine engine depends upon dis- 
covery of stronger metals that 
will withstand operating temper- 
atures of up to 1,600 degrees 
Fahrenheit. 


3. Fuel injection—direct delivery | 


of fuel into the cylinder, eliminat- 
ing the carburetor—appears immi- 
nent. 





Ford Foundation Gets 


$642 Million Check 


DETROIT.—H. Rowan Gaither 
jr., president of the Ford Foun- 
dation, was presented a check 
last Thursday for $642,600,000 by 
Charles R. Blyth, representing the 
722 brokerage houses which sold 
the 10.2° million shares of Ford 
Motor Co. common stock. Ernest 
R. Breech, Ford chairman, at- 
tended the ceremony. 

Gaither said arrangement for 
the reinvestment of the proceeds 
of the sale have been completed, 
with substantially all the funds 
being invested in Government 
securities and high grade corpor- 
ate bonds. The check was the 
largest industrial check in 
history. 

















Motors Motorama for 1956, shown above, 
as audience watches Motorama stage entertainment at New York's Waldorf Astoria. The giant admission-free GM display of 
dream cars and other attractions will appear in Miami, Feb. 4-12, and later in Los Angeles, San Francisco and Boston. 





Automotive News 
At NADA Parley 


Automotive News will occupy 
Booths 77 and 88 at the NADA 
Equipment Exhibition, opening 
Saturday in Sheraton Hall, Sher- 
aton-Park Hotel, Washington. 
Exhibition and convention visi- 
tors are invited to stop by for a 
copy of Automotive News’ Jan. 
30 issue. 

The Sheraton-Park Hotel (Suite 
704-6E) also will house Automo- 
tive News’ hotel headquarters 
during the exhibition and con- 
vention. 


56 Production 
Could Rival 55, 


Nance Declares 


CHICAGO.—_Some auto leaders 
have forecast that 1956 production 
will decline as much as 15 percent 
from last year’s 
record total of 
about eight mil- 
lion cars, but 
James J. Nance, 
Studebaker- 
Packard presi- 
dent, does not 
share their views. 

Explaining that 
he looks for a 
high level of eco- 
nomic activity, 
Nance told the 
Newspaper Advertising Executives 
Assn., “If, as I expect, the year’s 
overall economic activity measures 
up to or slightly exceeds that of 
1955, I will not be surprised to 
see auto production come closer 
to last year’s than currently esti- 
mated.” 





James J, Nance 


Business Barometer 


Auto Production — 164,466 cars, 
trucks in week vs. 183,165 year ago. 

Business Failures — 269 in week 
vs. 265 year ago. 

Department Store Sales—Up 5 
percent from year before. 

Freight Loadings — 710,338 cars 
in week, an increase of 70,505 cars 
from year before. 

Jobless Claims—318,900 vs. 356,- 
300 year before. 

New-Car Registrations—<é,574,- 
239 (partial 1955 period) vs. 4,943,872 
for same period year earlier. 

New-Truck Registrations—875,- 
936 (partial 1955 period) vs. 772,375 
for same period year earlier. 





Oil Stocks—259,188,000 barrels, a 
decrease of 910,000 barrels in week. 
Soft Coal Output — 10,610,000 


tons estimated in week vs. 8,680,000 
tons year before. 

Steel Output—98 percent of ca- 
pacity estimated vs. 99 percent week 
before. 

Used-Car Prices—$869 in Janv- 
ary vs. $915 in December. 

Wholesale Prices—111.5 percent 
of 1947-49 index vs. 111.7 percent 
week earlier. 

‘- £-'s 


Common Stocks 
Jan. Jan. 
25 i8 High Low 
BY, 8% 13% 8% 
77 81% 101% 66% 
65%, 68 70% 64% 
43% 44% 54 43 
9%, 9% 15% 9 


40.70 42.35 


1955-1956 


Am. Motors 
Chrysler 


Average 
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T IS estimated that car owners 

spent more than $1 billion on 
oil changes and lubrications in 
1954. 

This potential is worthy of any 
dealer’s attention. Divided equally 
among 40,000 dealers, it would re- 
sult in a $25,000 annual income, 
and the total will grow. 

Automobile dealers don’t get all 
of this business—in fact, only 18 
percent of it. Filling stations get 
most of the business in spite of the 
fact that most owners concede that 


automobile dealers are the best} 


source of such service. 


Owners recognize the impor- 
tance of lubrication. They feel 
that a dealer is interested in the 
line reputation of the car he 
sells, that he deals only in oils 
and lubricants best fitted for the 
needs of the particular car, and 
that his mechanics have the 
equipment and know better all 
the points that are to be serv- 
iced. 

Before one can aggressively pro- 
mote lubrication, 
sure that he has the facilities for 
doing it, 
and exit so that a minimum 
amount of time is consumed in 
writing the order. 

He must have the attitude that 


the business is well worthwhile and | 


that he will consistently invite all 
owners, whether they patronize 
him or not, to come to him for this 
service. Let’s review why lubrica- 
tion is so important to him. 

1. Lubrication is the only serv- 
ice that the automobile owner re- 
quires at regular, frequent and 
definite periods in his driving. 

2. It is the largest single source 
of service revenue, as it represents 
20 percent of all the money the 
car owner spends for service. 

* * * 


How It Pays Off 


LUBRICATION is the princi- 
* pal service in which the inde- 
pendents specialize, and you must 
do some promotion on it if you 
are going to get your rightful and 
increasing share of the business. 
4. Lubrication is a feeder serv- 
ice, and if you can get a lubrica- 
tion customer regularly, he will 
spend $100 to $300 a year for other 
service with you. But if you don’t 
get his lubrication service, this 
volume is apt to go elsewhere. 

5. Lubrication service is the 
best possible contact with owners 
of both new and used-cars. If you 
keep in regular contact with your 
owners, you will be the first to 
know when they are in the 
market for a new or used car. 
You can get in on more deals 
and can make them more satis- 
factorily. 

6. Last, but not least, you are in- 
terested in the lubrication depart- 
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he must make} 


including easy entrance | 








ment for the profit it will bring 
|in itself. The lubrication depart- | 
|}ment can be made to pay a larger 
share of your fixed expense. It 
jis not subject to seasonal fluctu- 
|ations as are the new and used- 
car departments. Its volume is 
constant every month in the year. | 


| A great many dealers use ordi- 
jnary U. S. postcards for the pro- 
|motion of lubrication. They are 
| effective, personal and, by mimeo- 
|graphing, can be prepared and 
|addressed in your shop or handled 
for you on the outside at mini- 
mum expense. If your list is large 
and sending out cards all at once 
would cram your shop, you can 
send smaller quantities on a weekly 
basis. 


But it is important, when you 
|make up your mind to go after lub- 
|rication, to stay at your promo- 
|tion religiously. Send these cards, 
|not on the basis of an estimate of 
how many miles your owner may 
|}have driven or how many months 
|since he had his last lubrication, 
| but regularly either monthly, each 
|60 days or quarterly. Send cards| 
to all owners of your line, whether 
|they bought their car from you or 
from another dealer and regard- 
|less of whether they purchased it 
new or used. 











* * 


* 
Suggested Copy 
T° HELP you as you are con-| 
sidering plans for 1956, we are 
suggesting copy for three cards of 
a type that will help keep your 
|owners sold by giving reasons why 
they should pass up a more con-| 
| venient station and patronize you. 
The copy below contains ideas 
| that you can adopt as you see fit, 
|but keep in mind that you want 
|to sell your own brand of lubrica- 
tion. 
Don’t tire of such activity. | 
Your owners will be sitting up | 
and taking notice even when | 
the program becomes old to you. | 
Consistency will bring you re- 
|wards and profit not only from| 
|increasing your share of the| 
| billion-dollar lubrication potential 
| but from selling additional service 
land accessories, as well as profit 
that comes from constant contact 
with your line owners by being 
close to them when they are ready 
for new or used cars. 


Here is suggested copy for three 
cards: 








* * * 


| LUBRICATION AS YOU WANT IT 
| We use only the highest-quality 
|lubricants, chosen because our ex- 
perience and knowledge have con- | 
vinced us that they are the purest | 
and safetst available. In urging 
you to come here regularly, our 
first concern is to protect your 
automobile investment, to get and 
to assure you smoother perform- 
ance, greater satisfaction and 
fewer repairs. 
Come in. Lubricate regularly. 
NAME OF DEALER 
Make of Car 


Address Telephone 


* o * 


| IT LENGTHENS THE LIFE 
OF YOUR CAR 

Nothing contributes more to the 
good performance, dependability 
and economical operation of your 
ear than properly done selective 
lubrication with the grades and 
kinds of oil approved for your 








Drive in. See for yourself what 
a scientific lubrication means to 
your car. 


NAME OF DEALER 
Make of Car 
Address Telephone 
* * On 


SELECTIVE LUBRICATION 
SAVES DOLLARS FOR YOU 
Use of the approved grades and 


and the particular lubricant re- 
quired at each point—selective 
lubrication—is absolutely necessary 
if your car is to deliver maximum 
performance at minimum operating 


cost. 
NAME OF DEALER 
Make of Car 


AUTOMOTIVE NEWS, JANUARY 30, 1956 


Dealers tell me 


. By John O. Munn 


| GM submitted $1,000-per-car bids 








| $1,000-Per-Car Bids 
Probed by California 


SACRAMENTO, Calif. — The 
California Legislature last week 
opened an _ investigation of 
“below-cost” bids on .new fleet 
cars by Ford and General Motors. 


Legislators said they were puz- | 
zled by the fact that Ford and WASHINGTON.—The NADA, in 
cooperation with the Assn. of 
Better Business Bureaus, last week 
announced a recommended “Stand- 
ard of Practice for Advertising and 
Selling Automobiles” which was 
proposed by a committee repre- 
senting both organizations. 

The standards embrace a 24- 
point program contained in a 


on new units for the state fleet, 
compared to $1,500 bids by dealers 
in the state. 

“The factory bids are lower 
than the wholesale prices which 
dealers pay for the same cars,” 
one lawmaker said. 











Indianapolis Dealers Elect Officers— 


Newly elected officers of the Indianapolis Automobile Trade Assn. are, from left, 
Ray McKay (Ford), secretary; Tom O'Brien (DeSoto-Plymouth), president; Joe B. Wiles 
(Chrysler-Plymouth), vice-president; Fred Williams jr. (Lincoln-Mercury), treasurer, and 
Thomas E. Hanika, executive manager. O'Brien succeeds Charlie Stuart (Oldsmobile) 
as president. 





New Yorker Outlines Program .. . 


Pension Plan for Dealers 


CROGHAN, N. Y. — Thomas Du- 
flo sr., a Chevrolet dealer 29 years 
in this village of 800, has drawn up | 
a pension pro- 
posal for auto 
dealers. He hopes 
to interest NADA 
and the manufac- 
turers in the plan. 

Duflo feels his 
program would 
be especially ben- 
eficial to the men 
who operate the 
thousands of 
small dealerships 
across the nation. 
His idea has been approved unani- 
mously by the Lewis County (N.Y.) | 
Automobile Dealers Assn. 

“My plan is simple and easy to 
operate,” Duflo explained, “and all 
it would cost the manufacturer is a 
three-cent stamp once a month.” 

Duflo proposes that the manu- 
facturer charge $1 on each in- 
voice for each car and truck 
billed to the dealer. At the end of 
the month, the manufacturer 
would send a check to a pension 
headquarters, administered by 
NADA, covering the units shipped 
that month. 

Dealers who had held their fran- 
chises for 20 years or more would 
be eligible for pensions. Duflo sug- 
gested a figure of $200 a month, 
with the payments continuing to 


|the dealer’s wife after he dies un- 
less she remarries. 


wives share the hardships and 
headaches with their husbands in 
this business.” 

Payments would start as soon as 
the fund had built up to a prede- 
termined point and the fund would 
continue to receive upwards of $5 
million a year, Duflo estimated. 

In time, he said, the fund would 
reach the point where most pay- 
ments could be paid from inter- 
est. NADA then could declare 
dividends from the principal, he 
said. 

“Industrial workers and office 
employes are covered by pension 
plans,” Duflo concluded, “why not 
auto dealers?” 








Lowell Picks Lowrey 


LOWELL, Mass.—James A. Low- 
rey has been elected president of 
the Lowell Automobile Dealers 
Assn. Other officers are Alfred T. 
Rodgers, vice-president; Fred 
Emerson II, treasurer, and Henry 
Bissonnette jr., secretary. 

















Louisville Eases 


Sunday Sales Ban 


LOUISVILLE.—Mayor Andrew 
Broaddus has notified used-car 
dealers that the City will adopt a 
“wait-and-see” policy toward their 
doing business on Sunday if they 
will not open before 1 p. m. 

It is reported, however, that 
several used-car lots are open Sun- 
day mornings and close at noon 
or 1 p.m. 


lation, (b) how 
by the current 








” is brought out 
Wemhoff 


Plymouth dealerships .. . 





“After all,” he said, “most of the 


On the House ry 


NADA’s annual parley, opening today (Jan.30) 
in Washington, will probably be the most moment- 
ous in many years. 
decisions on (a) how far to push for remedial legis- 





attacks on misleading advertising .. . Recent floods 
in Northern California bring warnings to dealers 
to be on look out for damaged cars... 

Don’t be surprised if Ford offers a panel truck 
in its Thunderbird Line (to compete with GMC’s 
L’Universeille), when a separate Thunderbird line 


addition to the present one-seater, are a two-seat 
family Thunderbird and a station wagon. . 
there'll be extensive changes in the Continental and Lincoln lines 
for ’57 .. . Look for a tougher factory policy on setting up separate 


Southern California dealers and oldtimers have raised $4,391 for 


— and Denver Join In... 


NADA-BBB Program 
Battles Bogus Ads 





printed folder bearing the im- 
print of the NADA and BBB. 
NADA also released an imple- 
mentation bulletin advising 
dealers how to put the code to 
work. 

Frederick J. Bell, NADA execu- 
tive vice-president, and Victor H. 
Nyborg, BBB president, said the 
nation’s automobile dealers and the 
local BB Bureaus will combine to 
“combat false and deceptive adver- 
tising” in the sale of automobiles. 

Meanwhile, a “Crusade for Truth 
in Auto Advertising” was launched 
by the Columbus (O.) Automobile 
Dealers Assn. with unanimous ap- 
proval by its 44 members of a code 
of ethics in sales and advertising. 


The Columbus code is based 
on NADA’s with extensions in 
certain categories and addition of 
items designed to meet local con- 
ditions. 

Also, in Denver, the Denver Au- 
tomobile Dealers Assn. and. the in- 
dependent Automobile Dealers 
Assn.—in conjunction with the 
Denver Better Business Bureau— 
have developed a three-point pro- 
gram to wage war on unethical 
practices. 

This contains a plan of adver- 
tising standards, a plan to advise 
the public of the names of 
dealers who subscribe to the code 
and a committee of dealer and pub- 
lic representatives to review buyer 
complaints and to work to correct 
them. 

A committee of Denver media 
men has endorsed the program in 
| principle and will meet to consider 
|means to assist in making it more 
effective. 

“In Columbus, we are fearful 
that the credibility of auto ad- 
vertising fast is disappearing,” 
said John B. Barton, executive 
secretary of the dealers associa- 
tion. 

Barton said the code was a direct 
outgrowth of a meeting with media 
representatives to discuss the grow- 
ing problem of “crazy ads.” 


“They asked us to come ‘up with 
something.’ So we did,” said Bar- 
(Continued on Page 129, Col. 2) 








Dealer’s Fees Impounded 
In Ark. Law Fight 


LITTLE ROCK.—The Arkansas 
Supreme Court has ordered the 
Arkansas Motor Vehicle Commis- 
sion to impound license fees paid 
by Rebsamen Motor Co. (Ford), 
Little Rock, pending a final deci- 
sion on the company’s appeal 
from a chancery court ruling 
upholding validity of the act 
which created the commission. 

Rebsamen sought unsuccess- 
fully to prevent the commission 
from organizing and functioning 
after the 1955 Legislature estab- 
lished it as the State agency 
authorized to regulate trade prac- 
tices and license Arkansas auto 
dealers. 








Out of it will probably come 


much auto sales are being “hurt” 
“bad publicity,” and (c) further 


next year; also contemplated, in 








. Grapevine also says 


Last month 24 firms, many of 
them used-car lots, were notified 
they were violating the law and 
were warned that the City would 
try to enforce it. But, Broaddus 
said last week, “Enforcement is 
difficult because of the exceptions 
the law provides.” 





Ralph DePalma, veteran race driver who’s seriously ill . . . George 
Benjamin, Arkansas association secretary, has been named to head 
a statewide committee which will seek establishment of a national 
park at site of historic Pea Ridge battlefield . . . Michigan dealers will 
host state’s Congressional leaders Jan. 31 in Washington’s Statler. 

—Pere Wemuorr, Epiror, 
Automotive News 
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United Motors, AC Fete Distributors— 


More than 450 automotive parts distributors and their wives attended a United Motors 
Service-AC breakfast in New York during Motorama. Greeting guests as they arrive 


are, from left, 


Sherrod E. Skinner, GM accessory group vice-president; 


Roland S. 


Withers, United Motors general manager; Joseph A. Anderson, AC general manager, 
and J. H. Bolles, Delco-Remy general sales manager. 





‘Model’ Franchise Pact 


Wisconsin Assn. Hails Signed Agreement Yielding 
Powers to State Licensing Law 


MADISON, Wis.—The Wisconsin 
Automotive Trades Assn. last week 
acclaimed the liberal provisions of 


a “model” selling agreement just} 
signed by an auto factory and a) 


Wisconsin dealer. 

Without identifying either the 
factory or the dealer, WATA 
singled out the compact as unusual 
in that it omitted many of the 
usual cancellation provisions and 
frequently subordinated its powers 
to the Wisconsin Factory-Dealer 
Licensing Law. 

Decrying “vicious 
and broken promises” by area 
factory representatives, WATA 
called for compliance with state 
laws to be an inferred or actual 
part of every franchise agree- 
ment. 

Text of the 
follows: 

MEMORANDUM OF AGREE- 
MENT by and between 
LeBel caecehcn sted , a Michigan corporation, 
having its principal place of busi- 
ness at 
(hereinafter called the “Seller”) and 
Sa peGa ccs cis taiceateaceTabetcinetciess a Wisconsin 
corporation, having its principal 
Mme OL WUMINEES AL ...............ccsssercceesess 
(Hereinafter called the 


badgering 


“model” agreement 


“Dealer”). 
WHEREAS, the Dealer is desir- 


Mercury, DeSoto, 


Dodge List Prices 
For New Models 


DETROIT.—Some new price tags 
have cropped up to round out the 
industry’s growing repertory. 

Mercury’s two new  four-docr 
hardtops, not yet on public view, 
will carry advertised-delivered 
prices of $2,515 fot the model in 
the Custom series and $2,660 for 
the one in the Monterey group. 

These new Mercurys will be com- 
panions to the Montclair four-door 
hardtop, previously introduced and 
priced at $2,794.50. 

The Adventurer two-door hard- 
top now being shown by DeSoto 
is priced at $3,682.50 and the Pace 
Car convertible at $3,569.50. 

Additions to the Dodge line bear- 
ing a “500” nameplate include a 
Coronet V-8 two-door sedan at $2,- 
494.90, a Custom Royal two-door 
hardtop at $2,841.90 ahd a Custom 
Royal convertible at $3,061.40. 


Chrysler’s Keller 


To Retire in April 
DETROIT.—Chrysler Chairman 
K. T. Keller announced plans 
Friday to retire from active par- 
ticipation in the corporation at 
the next stockholders’ meeting in 
April. He will resign both as 
board chairman and director, re- 
maining available as a consultant 


Keller, 70, moved from _ the 
Chrysler presidency to the chair- 
manship in 1950 and is completing 
his 30th year with the corpora- 
tion. He said he was leaving the 
Chrysler management “in most 
capable hands.” 











ous of acting as a wholesaler as 
well as dealer for the 
line, is a duly licensed motor! 
vehicle dealer in the State of Wis- 
consin and is in a position to obtain 
a license permitting him to sell new 


vehicles for any certifying manu-| 


facturer, and 
WHEREAS, the Seller is duly 
authorized to contract with and! 


appoint the Dealer as a wholesale} 


dealer and to permit and provide 


for the appointment of sub-dealers, | test, each Ford buyer was given a| The Autos Have It— 


NOW, THEREFORE, in consid- | 
eration of the mutual promises 
contained herein and other good 
and valuable considerations, receipt 
of which is acknowledged by each)! 
from the other, 

IT IS AGREED: 


1. Appointment. The Seller hereby | 
appoints the Dealer a wholesale 
dealer for 


automobiles and products and certi- | 
fies that it is duly authorized so — 


to do. The Dealer is also appointed 
a retail dealer for such products. 


2. Term. This Agreement shall 


become effective on the Ist day | 


of January, 1956, and shall con- 
tinue thereafter for successive 
years conditioned upon the Dealer 


obtaining a license from the State | 


of Wisconsin. This appointment 
shall be effective until such time 
as properly cancelled by giving a 
notice of at least a period re- 
quired by the Wisconsin statutes 
and upon such terms as are 
within the contemplation of the 
Wisconsin statutes relating to 
termination and cancellation of 
franchises and pursuant to the 
law of the State of Wisconsin. 
All of the terms and provisions 
(Continued on Page 134, Col. 1) 


By Joseph M. Callahan 
Staff Writer 


General Motors of Canada) 
workers that now is in its fifth 
month, most Canadian GM dealers 
ended in the black for 1955 and} 
many of them made a profit every | 
month. 

This opinion was expressed by | 
several GM dealers in Toronto, | 
Windsor and a number of smaller 
towns. 

However, this isn’t to deny that 
the strike that began Sept. 19 
has had a most severe impact on 
all GM dealers, almost ruining | 





what for most was their most | 


successful year in the past five 


years. 
in all the other} 


While dealers 
lines closed out 1955 in a much 
more profitable manner, they also 
would like to see the end of the 
strike, for it has depressed the 
|whole Canadian economy, with 
| thousands of buyers deferring their 
auto purchases until they at least 
|have a chance to buy a GM car. 
| * ” * 

But THIS hasn’t stopped the 

other factories, especially Ford, 
| from attempting to leap into the 
| breach and gain greater penetra- 
tions in Canada, possibly feeling 
| that this is a chance in a lifetime) 
to wean buyers away from General | 


| a maximum of $80 per unit. This 
ESPITE the strike by 17,000; contest involves purchases made 


—above water: 


| limited demand for higher-priced 


importation fees on these cars than 





Motors. 

Ford Motor Co. of Canada has 
capitalized on the situation by | 
conducting two lucrative and | 
realistic contests whereby dealers | 





can earn bonuses up to $100 a 
unit. | 
In the November-December con-| 


quota. When the dealer surpassed | 
50 percent of this target, he re-| 
ceived $50 for every unit sold. For 
every sale over 75 percent of the| 
quota, he received $75. And for! 
| each unit sold over 100 percent 
of the quota, be received $100. 


Ae ais. for January | 
and February is a “stock prop- 
osition,” which is much less profit- | 





Ford Stock Giveaway 


Stirs Maryland Storm 


BETHESDA, Md.—When Grady 
| Motors Corp. advertised that it 
| would give three shares of Ford 

Motor Co. stock to every buyer of 
| a new Mercury, here’s what hap- 
| pened: 

The Securities and Exchange 
Commission announced that it 
was investigating the offer. The 
Ford company notified Grady that 
it considered such merchandising 
“unworthy.” And fellow dealers 
protested that Grady was using 
unfair tactics. 

Dejected, Percy P. Grady, head 
of Grady Motors, called off his 
advertising campaign. 








Canadian Victims of 4-Month GM Strike Explain. . . 


How Car-less Dealers Survive 





able for the dealers and which pays | 


from the factory, as well as retail 
sales. 

Several factors have enabled 
GM dealers in Canada to keep 
their noses—if not their heads 


1. One line of cars and certain | 
models of GM cars sold in Canada 
| have always been imported. The 


|cars has made it cheaper to pay 





Along Auto 
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to set up separate production lines 
for them. 

Included in this category are all 
Cadillacs, the Super and Roadmas- 
ter Buicks, the 98 Oldsmobiles, the 
88 Oldsmobile convertibles, the Star 
Chief Pontiacs and certain other 
models in limited demand. 

All Chevrolets, all other models 
and three additional Pontiac 
models — Pathfinder, Pathfinder 
Deluxe and Laurentian — are 
manufactured at five GM plants 
in Oshawa, Windsor, St. Cath- 

(Continued on 1 Page 132, Col. 3) 


Show Trail 


Part of the record-breaking crowd which jammed the Minneapolis Auditorium for 


the Upper Midwest Automobile Show is shown: above. 
tors watch the stage show on the closing night. 


day event. 


Mercury's Traveling Showcase— 
“first glass-sided, full-length trailer ever built,” 


In what was termed the 
will transport its new XM-Turnpike Cruiser 


Lights are dimmed as specta- 
More than 138,000 attended the nine- 


Mercury 
on a coast-to-coast tour. As may be seen 


above, picture windows on either side make the Van-O-Rama a showcase. The sides 


drop down to provide a viewing platform. 
“maximum visibility and ease for motorists” 
It first will be shown at the Omaha auto show, Feb. 3, then will go 


designed to provide 
turnpike system. 
to shows in Milwaukee, Detroit and Kansas 





Columbus, St. Louis Shows Spur Sidi 


By W. C. Lockwood 
Staff Writer 


eNAL reports from Columbus, 
O,. set the total attendance of 
the auto show at 58,000 persons and 
the Columbus Automobile Dealers 
Assn. already has commenced plans 
for its 1957 event. 


“As reports come in,” said K. C. 
Browne (Dodge-Plymouth), chair- 
man of the ’56 show committee, 
“we are more and more certain 
that our efforts have been suc- 
cessful.” 

Columbus dealers report a gen- 
eral increase in showroom traffic 
during and since the show, which 
is taken as evidence that it created 
a rising interest in the buying 
public. 

Browne said that many of the 
factory men have hailed the Colum- 
bus event as “one of the nation’s 


most outstanding.” It was the first’ 


held there in 18 years. 

* * * 
N ST. LOUIS, zero weather and 
a heavy snow storm reduced at- 
tendance from the 101,000 mark 
set in 1955 to 77,000. However, it 
was reported that sales on the show 
| floor were greater than in any year 
| Since the show was revived in 1953 


| and that a greater number of pros- 
pects also was obtained. 

Rus B. Hammond, executive 
director of the St. Louis Automo- 
bile Dealers Assn., said showroom 
activity—which several weeks be- 
fore the show had slowed to a 
“walk”—had been stimulated. 

For the first time since the event 
was revived, top-flight entertain- 
ment was provided with Julius La- 





Chicago Likes January 


CHICAGO.—The 1957 Chicago 
Automobile Show will be held 
Jan. 5-13 at the International 
Amphitheatre, according to C. J. 
McCorkle, president of the spon- 
soring Chicago Automobile Trade 
Assn. 








Rosa and the DeCastro Sisters per- 
forming three times daily during 
the show. 

The Grand Rapids (Mich.) show 
chalked up a 52,000 attendance fig- 


ure for five days. The closing night | 


crowd of 11,000 was said to have 
been the largest single night total 
ever drawn by such an event there. 

A 1956 car was awarded each 
night as a door prize and two stage 


| was a drop from the 49,000 persons | 





shows were presented each eve- 


ning. The show held last January 
was the first to be held in Grand| 
Rapids since 1913. However, this | 
year’s attraction was staged by two | 
theater men and not by the Pas- 
senger Car Dealers Assn., as in the} 
past. 
* ” * 
N SEATTLE, a total attendance | 
of 32,700 was reported with an| 
adult admission price of $1. This 


who attended last year’s show. 

However, dealers said that the} 
“quality” was good and a number 
of sales from the show floor were 
reported. 

The Akron Automobile Dealers 
Assn. held an open house week in 
lieu of a show and new models of 
every make were on display. 

Shows which closed yesterday 
(Jan. 29) or Saturday (Jan. 28) 
included those at Baltimore, Pitts- 
burgh, Cleveland and San Diego. 
Shows now are in progress at 
Rochester, N. Y., and Rock Island, 
ti. 

The St. Petersburg Automobile 
Dealers Assn.’s four-day event 
opened today (Jan. 30) and is the 
first staged there since 1938. 

Shows will open this week in 
Omaha (Feb. 3) and in Dallas 





Feb. 5). 


Mercury said its Cruiser is the first auto 
traveling the new 


City before continuing to California. 


rn Sis Dip | 
Is Laid to Drop 
In 56 Car Prices 


WASHINGTON.—Consumer 
prices dropped three-tenths of 1 
percent in December and the year 
ended with a consumer price index 
of 114.7, the Bureau of Labor Sta- 
tistics reported last week. 

The main reason for the drop, 
the BLS said, was a decrease in 
the price of 1956 automobiles. 

The price of new cars in No- 
vember was 12 percent above the 
price for late 1955 and early 1956 
models in September, the bureau 
said. But between November and 
December, new-car prices fell off 
2.4 percent. 

Used-Car prices continued to de- 
cline, the report said, and at the 
end of the year were 30 percent 
below the January, 1953, level and 
7 percent below the December, 1954, 
level. 

The average price index for 1955 
was 114.5 and the year was notable 














chiefly for the relative stability of # 


consumer prices, the BLS noted. 
The price index takes the 1947-49 
period as normal, or 100. 









» DIG this year 
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: big new style! 


go Bold new beauty, distinctive new lines give Studebaker 


the touch of tomorrow that spells sales today! 


big new power! 


| New Take-off Torque, new Sweepstakes performance — 

a plus the industry’s highest power per pound in the Golden Hawk! 

ta- 
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" big new markets for the franchise 
the 
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=| with the top dealer benefits 
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de- 
the Why not check the unique features of Studebaker’ s 
ent “Sars : ; ‘ 
ial franchise by seeing Studebaker’s representatives 
54, at the convention? Or call Bill Keller at South 
955 Bend on your return. You'll find a Big New Future— 
a and all the good things N.A.D.A. stands for—with 
the Big New Studebaker right now! £-5 | LJ [) tb f-3 A K | 2 


Studebaker Headquarters: Burgundy Room, Sheraton-Park Hotel STUDEBAKER DIVISION OF STUDEBAKER-PACKARD CORPORATION—WHERE PRIDE OF WORKMANSHIP STILL COMES FIRST! 
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12,000 at Crucial Session 
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Senate Investigators 


To Address NADA 


(Continued from Page 1) 


continuing investigation of industry- 
wide marketing practices. 

Monroney has promised to pre- 
sent to the convention a detailed 
explanation of his proposal for a 
“truth in labelling” requirement for 
new cars — designed to strike 
against bootlegging without chang- 
ing antitrust statutes. 

The impact of the Monroney 
and O’Mahoney investigations 
carried over into make committee 
meetings Sunday and was 
expected to influence convention 
resolutions and reports from key 
NADA policy officials. 

The resolutions and reports — 
plus a statement by the new NADA 
president—will highlight the Wed- 
nesday afternoon session. Wednes- 
day morning will be devoted to 
meetings between congressmen and 
dealers. 

+ + ok 

ADA Executive Vice-President 

Frederick J. Bell, who has 
testified before both Senate inquir- 
ies, will speak on Wednesday. 
Committee reports will be pre- 
sented by Frederick M. Sutter, 
Industry Relations group chairman, 
and Walter B. Cooper, National 
Affairs chairman. 

Sutter’s address will be watched 
clesely for a possible clarification 
of the “secret” plan to solve dealer 
franchise inequities. 

Bell, Sutter, Cooper and the 
NADA president will give the 
convention the “action program 
for 1956” upon its approval by the 
association directors. The 1955 
program included proposals for 
phantom-freight and bootlegging 
bans and territorial security. 

The Republican Administration 
will be heard from, too, along with 
the views of Democrats Monroney 
and O’Mahoney. Secretary of Com- 
merce Sinclair Weeks will speak 
before the convention Tuesday 
morning. 
+ * * 


_ the Monroney investigation 
in full swing here, better plac- 
ing and timing could not have 
been chosen for an NADA conven- 
tion—the association’s 39th. 

All business sessions will take 
place in Sheraton Hall of the main 
convention hotel, where the ninth 
annual service equipment exhibition 
also is under way. 

Other NADA program features 
will include the following: Address 


|by Dr. Charles F. Phillips, presi- 


|dent of Bates College and a 
| dealership official in New York 
State; address on selling by 


Fred Smith, Cleveland marketing 
;}analyst; a panel by members of 
the NADA Young Executives on 
ithe future of auto retailing, and 
addresses on sales techniques by 
Charlotte Montgomery, of Good 
Housekeeping Magazine; Birkett L. 
Williams, Cleveland Ford dealer; 
Vince Baker, noted sales consultant, 
and David C. Corbin, Akron Chev- 
rolet dealer. : 


The conventioners will be wel- 


by A. Leftwich Sinclair, NADA 
director for the District of Colum- 
bia. A greeting to dealers will be 


| of the International Office of Motor 
Trades and Repairs. 
* + + 


PECIAL events on the conven- 
tion program will include 


Young Executives Group and Inter- 
Industry Highway Safety Commit- 
tee, a Tuesday breakfast of the 
NADA 30-Year Club, a Tuesday 
luncheon of NADA area chairmen, 
the convention ball Tuesday night 
and an NADA revue, “It’s All in 
Fun,” Wednesday night. 

The Automotive Trade Assn. 
Managers also is holding business 
sessions here. 

Ladies will be treated to tours of 
Mt. Vernon, a visit to the White 
House and a fashion show. 

Two management consultants 
will be on hand during the con- 
vention to advise dealers on 

service and personnel problems. 
They are Guy B. Arthur jr., of 
Toccoa, Ga., and Jack Williams, 
of Inglewood, Calif. 





In addition to addressing the} 


convention, Birkett Williams also 
will preside at the 30-Year Club 
breakfast. Both Birkett Williams 
and Corbin will discuss “How to 
Clean Up False and Misleading 
Advertising at the Local Level.” 

Featured speaker at the area 
chairman luncheon Tuesday will be 
Guy W. Rawls jr. (DeSoto- 
Plymouth), 
Membership Chairman H. L. Galles 
jr. will preside. 

The exhibition in Sheraton Hall 
will open at 9 am. today and 
tomorrow, closing at 9 p.m. today 
and 6 p.m. tomorrow. 


NADA Headquarters Guide 


DAILY RECEPTIONS 


Factories: Buick, Sheraton-Park 


Hotel; Chevrolet, Main Ballroom, 


Mayflower; Chrysler division, Park Room, Shoreham; Continental- 
Lineoln-Mercury, West Ballroom, Shoreham. 

Dodge (car and truck), Louis Seize Room, Shoreham; DeSoto, Madi- 
son Suite, Sheraton-Park; Firestone, Suite 300-B, Sheraton-Park; 
Ford division, Federal Room, Statler; Ford Motor Co., Suite 500-E, 


Sheraton-Park. 


GMC, Shoreham; B. F. Goodrich, Franklin Room, Sheraton-Park; 


Goodyear, 


Suite 511-E, Sheraton-Park; Hudson, Sheraton-Park; 


International Harvester, Sheraton-Park; Nash, Terrace Ballroom, 


Shoreham. 


Oldsmobile, Mayflower; Packard-Clipper, Caribar Room, Sheraton- 
Park; Plymouth, Suite 100-C, Shoreham; Pontiac, Ohio Room, Stat- 
ler; Reo, Sheraton-Park; Studebaker, Burgundy Room, Sheraton- 
Park; U. S. Rubber, Mural Room, Sheraton-Park; White, Sheraton- 


Park; Willys, Shoreham. 


Finance and Insurance: Associates Discount and Associates Invest- 


ment, Suite 800-G, Sheraton-Park Annex; Commercial Credit, Carl- 


ton Room, Sheraton-Carlton; 
Room, Statler. 


General Finance, Pan American 


SPECIAL FUNCTIONS 


Monday, Jan. 30 
Luncheons: NADA Young Executives Group, luncheon and annual 
meeting, 12:30 p.m., Shoreham. Inter-Industry Highway Safety Com- 
mittee, 12:30 p.m., Sheraton-Park (by invitation). 


Evening: DeSoto—cocktail party, 
and their wives, 


dinner dance and show for dealers 


Sheraton-Park. Universal Underwriters — open 


house, Congressional and Presidential ballrooms, 6 p.m., Statler. 


Tuesday, Jan. 31 
Breakfasts: NADA 30-Year Club, 7:45 am., Sheraton-Park; Dodge 
dealers (car and truck), 8 a.m., Blue Room, Shoreham; Nash dealers 
and wives, 8 a.m., Terrace Ballroom, Shoreham. 
Luncheons: NADA area chairmen, 12:30 p.m., Sheraton-Park. 
Evening: Convention Ball, 9:30 p.m., Sheraton-Park. 


Wednesday, Feb. 1 


Evening: “It’s All in Fun,” musical revue written and produced espe- 
cially for the NADA convention, Sheraton Hall, Sheraton-Park. 





comed to the capital this morning} 


given by Raoul Permeke, president | 


‘Tape Recorders 


Monday luncheons of the NADA} 





Sound Move— 


Shown above is 


the Cousino Riviera 
tape recorder mechanism adapted for 
automobile dashboards. The self-thread- 
ing cartridges are stored and the com- 
pany said may be released by fingertip 
from the compartment labeled Riviera. 

a 


A Step Nearer 


Auto Installation 


TOLEDO.—Cousino, Inc., here 
has announced that it has de- 
veloped new engineering principles 
which will enable tape recorders 
to be built into automobiles as part 
of the radio assembly. 

According to Cousino, several 
auto manufacturers have started 
development work and car units 





See related story in Engineer- 
ing Section, Page 63. 





are expected to be on the market 
sometime this year. 

Cousino said this is made pos- 
sible by the mechanism for use 
with the Cousino automatic con- 
tinuous tape cartridge. The car- 
tridge is said to eliminate play 
spindle, feed spindle, drive belts 
and pulleys, rewind mechanisms 
and many other parts. 

The new automobile unit will 
either record or play back while 
| driving or while parked. Business- 
|men may dictate letters, reports 
lor other communications while 
driving and airmail the entire car- 
|tridge to the office for transcrib- 
| ing, Cousino said. 

At the end of the recording, the 





Raleigh, N.C. NADA) 


|tape stops itself and the cartridge 
|is ejected. This, Cousino said, is 
|achieved by means of an electrical 
|signal, which automatically trips 
the stop mechanism. 


Dodge Realigns 
Regional Staff 


| DETROIT. — The following ap- 
|pointments were announced last 
| week by Dodge: 

John C. Van Brunt, Dodge truck 
| manager for the New York region; 
| John T. Wreford, city manager in 
|\the New York region; Stanley F. 
| Davin, district manager for Scran- 
|ton, Pa., and Stanley J. Sharp, as- 
| sistant car and truck manager in 
| the New York region. 
| Also, John F. Griffith, service 
|representative in the Washington 
|sales office; Irwin Grange, city 
|}manager in Lynn (Mass.) district; 
| William J. Phelan jr., district man- 
ager for Bangor, Me., and Robert 
J. Howlett, manager of the Lowell 

(Mass.) district. 


Indiana 


(Continued from Page 1) 


Buick tried to force him to take 
32 more as his “percentage of prod- 
| uction.” 

| He finally agreed to take six 
and lost $7,000 on the deal, he 
| said. 


| He also accused the company of | 


|forcing him to buy tools and ad- 
vertising material he did not want. 
* * «* 

THER dealers who said they 
were forced to accept “many” 
|}ears shortly before model change- 
overs were Amzey Miller, 
Miller, Inc. (Chevrolet-Pontiac), 
Goshen, and Clifford Hart, Hatfield 
Motors, Inc. (Ford), Indianapolis. 
The committee has scheduled 


ee Ne 





| 








| further hearings for Feb. 16. Man- | 


|ufacturers have been invited to 


|testify at that time. 


| 
| 


Slightly Short of Ex 


Peak January Sales Seen 


Of 496,000 Cars Is Indicated 


pectations, but Total 


(Continued from Page 1) 


but the gain has not been as strong 
as dealers had anticipated. 
* * * 

EVERTHELESS, when final 

reports are tabulated they 
should. give the 1956 month a good | 
edge over last year’s 440,024 Janu-| 
ary registrations and 1951’s record 
472,766. 

Thus far in the 1956-model sea- 
son there are strong indications | 
that dealers who can _ deliver 
four-door hardtops are in the 
best position saleswise. 

Many dealers have complained 
that while their factories offer the 
hot hardtop model, they are unable 
to get deliveries. 

x * * | 

EVERAL factories reportedly | 

have been plagued with produc- | 
tion bugs on the four-door hard-| 
tops. Some observers blame the| 
difficulties on speeded-up efforts to) 
get into production on the tricky} 
body job. 

Chevrolet, which got to the 
market “fustest with the 
mostest” with a low-priced four- 
door hardtop, has seen its sales | 
hold up particularly well during 
January, according to partial re- | 
ports thus far available. 
Chevrolet, of course, benefited | 
by Fisher Body’s experience build- | 
ing four-door hardtops for Buick 
and Oldsmobile during the 1955-| 
model run. 


* * * 
NE FACTOR giving a sales} 
advantage to the four-door 


hardtop is the round of price in- 
creases cn ’56 models. Dealers 
report that boosts on this model 
are less resented by buyers be- 
cause they have little or no ground 
for comparison with last year’s 
price tags. 
A new body style, dealers say, | 
seems to generate more con- 
sumer desire than do stepped-up 
horsepower, added power fea- 
tures or new color combinations. 
Used-car operators, enjoying the | 
beginning of a market resurgence, 
are anxiously awaiting new-car| 
sales advances, too. 
One Midwesterner said _ there 
still is a critical shortage of clean 
used units—and that the situation 
won't improve until the number 
of tradeins swells as new-car move- 
ment quickens. 
* % * 


AST WEEK again was en- 


|since the week of Dec. 19. 

| One sign of wholesale strength 
lay in the fact that all individual 

| models—except ’5is_ which 

| dropped $2 to $331—showed price 
increases. 

They were recorded as follows: 
‘56s, up $29 to $2,313; ’54s, up $16 
to $1,082; ’52s, up $7 to $468; ’53s, 
up $5 to $721; '55s, up $2 to $1,623; 
50s, up $1 to $239, and ’49s, up $1 
to $175. 


* * * 


Buick Record Claimed 


For January Period 
FLINT.—Buick dealers delivered 
18,601 new cars in the seccnd 10- 
day period of January, a record 
for that period, according to Ivan 
L. Wiles, Buick general manager. 
This made a total of 33,253 de- 
liveries in the first 20 days of the 
month, Wiles said, compared with 
33,983 in the first 20 days of last 


| year. 


The previous record for the sec- 
ond 10-day period of January was 
18,576 units, set last year, Wiles 


said. 
* * 


Hudson Sales Up 18% 


Above Year Ago 
DETROIT.—Sales of Hudson au- 

tomobiles during the first 10 days of 

January, 1956, show an increase of 


/18 percent above the corresponding 
| period last year, according to N. K. 


VanDerzee, sales vice-president. 
VanDerzee attributed the in- 
crease to public acceptance of the 


|}new Hudson Hornet and Wasp 


models, and the new Rambler. 

“Our dealers report unprece- 
dented public interest in the 1956 
Hudson product and this enthusi- 
asm has been reflected at automo- 
bile shows across the country,” 
VanDerzee said. 


Auto Old Timers 
Meet Tuesday 


WASHINGTON.—The midwinter 
j/luncheon of the Automobile Old 
| Timers will be held here tomorrow 
| (Jan. 31) in the grand ballroom of 
the Mayflower Hotel. 

Willard F. Rockwell, president, 
|said 26 states and the District of 
| Columbia will be represented. The 
meeting is in honcr of the ten 
regional vice-presidents. 





couraging at the _ wholesale| 
level. According to AUTOMOTIVE | 
News’ index, the average price of 
used units sold at wholesale auc- 
tion rose $7 to $869. It was the) 
first increase noted on the index} 





January 25 

(Sold 123 cars out of 190 offerings.) | 
BUICK — ’55 Super Riviera, $2,150*; 
Century Riviera, $2,050*; Special 


$945; conv., $940*; 4-dr., $950* (ps), 
$910*, $855*; Special Riviera, $880*. 
’52 Super Riviera, $670*; conv., $500; 
4-dr., $480*; Special 4-dr., $600*. '50 
RM 4-dr., $225*. 
CADILLAC—’55 


(62) coupe deVille, 


conv., $1,435; Bel Air coupe, $1,100*; 
4-dr., $950*, $865*; 2-dr., $885*. °53 
Bel Air conv., $770; 4-dr., $735; 
One-fifty 4-dr., $460; Delivery sedan, 
$430. °52 SL Deluxe Bel Air, $560*; 
2-dr., $500*, $460, $430*, $400*. 

DeSOTO—'55 Fire Dome (8) 4-dr., $1,- 
700*. '54 Fire Dome (8) 4-dr., $1,020* 
(ps). ’52 Fire Dome (8) 4-dr., $400* 
(ps); club coupe, $360. 


(ps). 55 Fairlane (8) Country sedan, 





Victoria, $905*, $880*; 4-dr., $740*; 
Main (8) Ranch Wagon, $840; Main 








Used-Car Bulletin from Detroit .. . 


Latest Auction Prices 
(Copyright, 1956, by Automotive News) 


(Aptco Auction. Sales every Wednesday and Friday.) 


4-dr., $1,875*. '54 RM 4-dr., $1,460* 
(ps). Ln RM Riviera, $1,050* (ps), $220. 50 Deluxe (6) 2-dr., $150. 
$870* (ps); Super Riviera, $1,050*, HUDSON - '53 Hornet Sport coupe, 


$3,620* (ps). ‘53 (62) 4-dr., $1,650* Valley, $1,360* (ps), $1,360*, $1,050; 
(ps). 4-dr., $810*. '53 Sport coupe, $845*; 
CHEVROLET—’55 Bel Air (8) conv., 2-dr., $670. °52 club coupe, $665, 
$1,670; Bel Air (6) 2-dr., $1,320", $565; 4-dr., $600*, $525*, $470; 2-dr., 
$1,230*; Two-ten (6) 2-dr., $1,205, | $490. '51 4-dr., $285. °49 4-dr., $180. 
$1,195, $1,140, $1,120. '54 Corvette | NASH-—’53 Statesman 2-dr., $625. 


DODGE—'55 Royal (8) conv., $1,870*. | 4-dr., $505, $500, $425, $405; Cran- 
’54 Royal (8) 4-dr., $1,055*. '53 | brook 4-dr., $570; 2-dr., $525. ‘52 
Coronet (8) Sport coupe, $690*; 4-dr., | Cranbrook Belvedere, $480; 4-dr., 
$565. | $370. '51 Cranbrook Belvedere, $330; 

FORD—’56 Fairlane (8) conv., $2,325* | Cambridge Suburban, $390; 4-dr., 


$1,570; Victoria, $1,650*; 4-dr., $1,- PONTIAC —’'55 Chieftain (8) conv., 

400* (ps); Custom (8) 4-dr., $1,265; $1,800*. °54 Chieftain (8) 4-dr., $1,- 

station wagon, $1,395. ‘54 Crest (8) 225*. °53 Chieftain (8) 4-dr., $780*. 

4-dr., $960* (ps); 2-dr., $825; Cus- | ’52 Silver Streak (8) 2-dr., $565*; 

tom (6) 2-dr., $815* (ps), $750*; | Silver Streak (6) 2-dr.. $450*. ‘51 

Main (6) 2-dr., $485. °53 Crest (8) | Silver Streak (8) 4-dr., $450*, $385*. 
} 


*Indicates automatic transmission or overdrive and (ps), power steering. 


Other Auctions are on Pages 104, 106, 107, 109, 122 


Guests will include Postmaster 
General, Arthur E. Summerfield, 
'Secretary of the Interior, Douglas 
McKay, and Russell E. Singer, 
executive vice-president of the 
American Automobile Assn. 










(6) Ranch Wagon, $810; Custom (6) 
2-dr., $690*; club coupe, $610; 4-dr., 
$535. °52 Crest (8) Victoria, $600*. 
*51 Custom (8) Victoria, $415*; %- 
ton pickup, $450; Deluxe (6) 2-dr., 













$780*. 

KAISER—'53 Manhattan 2-dr., $515*. 

LINCOLN—'53 Capri 4-dr., $1,135", 
$1,025*. 

MERCURY—’55 Monterey Sport coupe, 
$1,935*, $1,765*. °54 Monterey Sun 















OLDSMOBILE—’56 (98) conv., $3,250* 
(ps). '55 (88) Holiday, $2,125*, $2,- 
090*. '54 (98) Holiday, $1,600*. ‘53 
(98) Holiday, $1,150*, $1,130*; 4-dr., 
$1,125*; (88) 2-dr., $1,075*. °52 (88) 
2-dr., $710*, $610*. ‘50 (88) 4-dr., 
$250*; club coupe, $240*. 

PACKARD—’53 4-dr., $605. 

PLYMOUTH — '54 Savoy 4-dr., 
$745. ’53 Cambridge Suburban, $735; 











$850, 












$250; 2-dr., $225. 









STUDEBAKER—'54 Commander Sport 
coupe, $1,030*. 
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Winning the Decision Against Cars at All Prices / 


Pontiac takes them all on ... and comes 
through with flying colors every time! 


And no wonder! Pontiac’s mighty 
227-horsepower Strato-Streak V-8 is 
the industry’s most modern high- 
compression, high-torque engine . . . 
more than a match for cars costing 
hundreds of dollars more. 


And all this blazing power is 
smoothed to perfection by Pontiac’s 
exclusive new Strato-Flight Hydra- 
Matic Drive* ...a revolutionary new 
kind of automatic transmission that 
combines the positive action of gears 
with a revolutionary new liquid-link 
coupling for silken smoothness. 

In busy city traffic and out on the 
road, Pontiac outperforms them all! 


And in every other respect this car 
overtakes the finest in features al- 
though it overlaps the lowest in 
price! 

Certainly no car is more distinc- 
tively beautiful . . . with styling so 
new and fresh the experts are calling 
it a tip-off on a trend. 


Few cars put more road-leveling 
length between front and rear wheels 
.. . where it counts. . . or deliver the 
safety of so much sure-footed solidness. 


They’re calling Pontiac the greatest 
go on wheels! But it’s more than that. 
The facts prove . . . and enthusiastic 
owners from coast to coast will testify 
. . . Pontiac’s by far America’s finest 
motoring value. 


*An extra-cost option. 


PONTIAC MOTOR DIVISION OF GENERAL MOTORS CORPORATION 





GOING FULL BLAST 100 HOURS 
WITHOUT A REST! 


Pontiac engineers really put the Strato-Streak 
through its paces . . . to prove its dependability! 
They gave it full throttle for 100 hours straight . . . 
ran it wide open for the equivalent of 10,000 miles 
without a stop. And the Strato-Streak came through 
purring like a kitten . . . with virtually no wear. 
This kind of creative testing and engineering 
keeps Pontiac America’s finest motoring value! 


PONTIAC? 


the greatest glamour and go on wheels! 


The car says @O and the price won’t stop you! 
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NADA Presses Fight at Convention... 





Hopes Rise for Dealer Relief 


(Continued from Page 1) 


a point-by-point comparison of 
actual new-car shipping costs 
against retail freight charges. 


Herzog estimated that phantom 
freight charges in 1955 exceeded 
$214 million dollars and called that 
figure “conservative.” Bell, in his 
testimony, had mentioned a round- 
number figure of $200 million. 

+ aad * 


WN HIS pleas for a halt to the 

“downhill plunge of industrial 
ethics and morality,” Bell told the 
committee, “The brakes can be ap- 
plied by you and your fellow legis- 
lators or they can be applied by five 
men in Detroit, Dearborn and 
South Bend.” 

Referring to previous testimony 
by Romney, Bell continued, “One 
of those five has spoken and what 
he says makes a lot of sense to | 
me. 

“I hope we may hear from the 
others without delay so we will 
know whether the job will be done 


O’Mahoney Urges 
Elected Councils 


WASHINGTON.—Senator Joseph 
C. O‘Mahoney, Wyoming Democrat, 
told a House Judiciary subcommit- 
tee last week that auto manufac- 
turers should allow their dealers to 
elect councils to hear franchise 
complaints without interference 
from corporation executives. 

He said courts of arbitration 
should be established within the 
companies to hear such complaints, 
adding, “If this is not done volun- 
tarily, I predict Congress will pass 
a law which will require these 
matters to be settled by some body 
of the Federal Government. 

When subcommittee chairman 
Emanuel Celler, New York Demo- 
crat, recalled that General Motors 
had extended its dealer franchises 
to five years, O'Mahoney said it was 
a move to “pull the rug out from 
the hearings (by O’Mahoney’s sub- 
committee)—but it didn’t work that 
way.” 

On the subject of shareholder 
control, O’Mahoney pointed out that 
more than 60 percent of GM’s 504,- 
000 shareholders own less than 50 
shares. 

He made similar comments about 
shareholder control of Ford Motor 
Co. and declared that in the motor | 
industry there is a collective system 
as far as ownership and manage- 
ment are concerned. 








| 


in Detroit, where it should be done, 
or in Washington.” 

Bell had high praise for Ameri- 
can Motors’ “Cooperative Quality 
Dealer Program” which Romney 
outlined for the committee. The 
NADA executive gave the plan his 
full endorsement. 

* * * 
Lf pate gprs he disagreed sharply 
with Romney on one point. The 
American, Motors chief contended 
that the industry could cure its ills 
without legislation. Bell insisted 
that legislation is necessary in such 
areas as freight, bootlegging, terri- 
torial security and what he termed 

“franchise inequities.” 

On bootlegging, he urged passage 
of pending legislation to permit 
manufacturers to reinsert in their 


| selling agreements clauses prohibit- 
| ing this practice. 


But Bell admitted, under ques- 
tioning, that even laws are not 100 
percent effective. 

“You cannot pass a law that 
transforms a dictator into an in- 
dustrial statesman ... or confer the 
quality of leadership on a man de- 
termined to rule by drivership.” 

7 * * 

ETURNING to the American 

Motors program, Bell said: For 
years we have urged and begged 
and pleaded with the automobile 
manufacturers to sit down with an 
elected group of their own dealers 
and work out terms of selling agree- 
ments that would not only be re- 
garded as sensible by any reason- 
able man but, of equal importance, 
would assure the dealer of a posi- 
tion of equity in any court of law. 

“Until recently, and with very 
rare exceptions, these pleas have 
been disregarded. 

Continuing on the subject of sell- 
ing agreements, Bell termed them 
“wholly unacceptable to members 
of retail distribution.” 

He read excerpts from some sell- 





New Mercury Engine 


Rated at 260 H.P. 


DETROIT. — An optional en- 
gine with a horsepower rating of 
260 has been announced by Mer- 
cury. It has been designated the 
“M-260.” 

Modifications to Mercury’s 
standard overhead valve V-8 en- 
gine include two four-barrel car- 
buretors, high compression cylin- 
der heads and high-lift cam- 
shafts. The engine has a com- 
pression ratio of 9.75 to 1. 





ing agreements now in effect, refer- 
ring to one paragraph which reads: 
“Dealer shall properly develop to 
seller’s satisfaction the sale of mo- 


tor vehicles and chassis in his area.”| 
| 


a Te. | 


HIS, Bell said, means that deal-| 
ers must exceed what is known 


| 
as the “national average.” 


“I ask any man in business if he ~ 


would like to operate under such a 
contract,” he continued. | 
“I ask any school teacher how 
she would feel about facing dis- 
missal if all her pupils did not 
exceed the ‘national average’ in | 
attainment during the course of 

a school year.” 

Bell declared that there is a lot| 
of merit to the idea of having a) 
vice-president for dealer relations| 
in top factory management. He) 
said dealers would like to have such | 


a man—removed from the sales/} 
setup—as their voice at the factory. | ; 


* * x 


RESENT dealer councils, he 

said, are more a social function | 
than a sincere effort to discuss 
dealer problems. “They could be a 
very effective management device 
if properly handled,” he added. 

He charged that while factories 
require. substantial investments 
from their dealers, they don’t allow 
them to be competitive. 

Monroney said that instead of 
eliminating dealers who sell to 
bootleggers, factories sometimes 
have held them up as “bright and 
shining examples” because of 
their high volume. 

Monroney said he had received 
some 50 telegrams from dealers} 
complimenting his subcommittee 
for inquiring into automotive mar- 
keting practices. 

He said wires would be sent to) 
each asking specific authorization | 
to use their names in the commit-)| 
tee’s records. | 

“If they object to publicity, we 
will publish the wires but delete} 
the names,” he added. 
. 7” * 


OMMENTING on phantom 


| 


| = 
} 








freight, Monroney said it is 
“the fountainhead for auto boot-| 
legging everywhere.” | 
“I cannot forget,” he said, “that 
Michigan auto dealers take de- 
livery on just as many cars as do} 
California dealers, although twice | 
as many cars are sold in Cali-| 
fornia.” 
He declared that the consumer 
“is getting socked by a freeload- 
(Continued = va _ Col. 1) 








Dealers Talk Shop with Oldsmobile Executive— 


G. R. Jones, center, Oldsmobile general sales manager, discusses business with 
C. A. Blake, left, Blake Oldsmobile-Cadillac Co., Harrisburg, Pa., and Dave Reese, 
Dave Reese Oldsmobile, Drexel Hill, Pa. Blake and Reese claim to be look-alikes in 


appearance. 
6. Mine 


j 
| 
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First— 


Chevrolet's 


Dick Richards, right, Mid-Hudson Chev- 
rolet, Poughkeepsie, N. Y., presents T. H. 
Keating, Chevrolet general manager, with 
an original photograph of the first Chev- 
rolet built in 1912. The presentation was 
made at a preview showing of the General 
Motors Motorama in New York. 





Record 275,000 See 
Motorama in New York 


NEW YORK.—General Motors’ 
Motorama set a six-day attend- 
ance record of more than 275,000 
during its run at the Waldorf- 
Astoria Hotel. The previous 
six-day record was last year’s 
total of more than 215,000. 

Next stop for the admission- 
free exhibit is a nine-day appear- 
ance at Miami’s Dinner Key 
Auditorium, opening Saturday 


@—— - 


Rowell Declares 
Independents Best 


New-Car Dealers 


MIAMI.—Independent dealers are 
doing a better job of selling cars 
than the franchised dealers, ac- 
cording to Stacy Rowell, president, 
of the National Independent Auto 
Dealers Assn. 

Rowell said that records show a 
drop of 7,500 franchised dealers 
last year as compared with a 5,500 
gain in independent dealers. 

“I think that proves we are do- 
ing the better job,” said Rowell, 
“as I wired the Senate subcommit- 
te (O’Mahoney probe), let the fac- 
tories make all the cars they can 
turn out and we'll sell them.” 

Rowell declared his crganization 
was “in this fight for free enter- 
prise. We want to buy where we 
please and sell where we please.” 

According to Rowell, the “fran- 
chised dealer today has a monopoly 
on the factory output and now he 
(the franchised dealer) wants to 
monopolize the monopoly. He 
wants to control the buying and 
selling of automobiles.” 


Pa. House OK’s 
Fee Boost Bill 


| HARRISBURG, Pa.— (UTPS) — 
| Gov. George M. Leader’s highway 
| program calling for a 50 percent 
increase in passenger car tags; 
hikes in light truck fees and 
| weights; setting up a new classifica- 
| tion for station wagons, and giving 





(Feb. 4). 





Comparative Statement of Freight Charges on Passenger Automobiles 
Assessed Dealers by Manufacturers vs. Estimate of Freight Charges Via an Assembly 
Plant City Paid by Manufacturers to Transportation Lines 


Freight Charges from Assembly Plant 
Cities to Destination 


Amt. From: 
$239.91 Kansas City 

164.80 Kansas City 
72.51 Kansas City 
12.10 San Jose, Calif. 
43.67 Doraville, Ga. 
87.45 Atlanta 
55.47 Norfolk, Va. 
37.21 Atlanta 
80.65 Evansville, Ind. 
73.52 Evansville, Ind. 
26.01 Evansville, Ind. 
61.96 Evansville, Ind. 

162.49 Tarrytown, N. Y. 


To: Via 
Dallas Rail 
Enid, Okla. Truckaway 
Denver Truckaway 
San Francisco Truckaway 
Miami Truckaway 
Miami Truckaway 
Columbia, S. C. Truckaway 
Columbia, S. C. Truckaway 
Dallas Brg.-Truck. 
Enid, Okla. Brg.-Truck. 
St. Louis Truckaway 
Kansas City Truckaway 
Lewiston, Me. Rail 


|more state aid to local roads was 
‘approved in the House last week. 





NADA Comparisons of Freight Charges on Automobiles 


Estimate of Frt. Chgs. Estimate of 
Frt. Chgs. Pd. Assessed Frt. Chgs. 
by Mfrs. to Dirs. by Overched. 
Transp. Lines Mfrs. by Mfrs. 
$403.48 $544.50 $141.02 
328.13 512.75 184.62 
113.85 140.50 26.65 
128.55 145.50 16.95 
93.29 141.00 47.71 
134.32 142.25 7.93 
105.09 114.50 9.41 
86.83 114.50 27.67 
106.62 120.90 14.28 
101.47 121.64 20.17 
53.55 64.11 10.56 
90.48 91.60 1.12 
271.86 327.50 55.64 


—Chart prepared for NADA for presentation to Senate subcommittee, 1956 


Comparative Statements of Freight on Through Movements of Passenger Automobiles 
Assessed Dealers by Manufacturers vs. Estimate of Freight Charges Paid by Manufacturers 


No. Units Weight Estimated Rail Freight Charges 

and Date (in to Assembly Plant Cities 

Make Shipped ibs.) Amt, From: To: 
4—Chevs. 12-30-55 16,776 $163.57 Detroit Kansas City 
4—Chevs. 12-30-55 13,214 163.33 Detroit Kansas City 
1—Ford 12-30-55 3,345 41.34 Detroit Kansas City 
1—Ford 12-30-55 3,345 116.45 Detroit San dose, Calif. 
1—Ford 12-30-55 3,345 49.62 Detroit Doraville, Ga. 
1—Chev. 12-30-55 3,160  . 46.87 Detroit Atlanta 
1—Ford 12-30-55 3,345 49.62 Detroit Norfolk, Va. 
1—Ford 12-30-55 3,345 49.62 Detroit Atlanta 
1—Plym. 11-29-55 3,132 25.97 Detroit Evansville, Ind. 
1—Plym. 12- 3-55 3,351 27.95 Detroit Evansville, Ind. 
1—Plym. 11-19-55 3,322 27.54 Detroit Evansville, Ind. 
1—Plym. 12- 9-55 3,418 28.52 Detroit Evansville, Ind. 
4—Chevs. 1l11- 4-55 13,190 109.37 Detroit Tarrytown, N. Y. 
No. Make Date Weight 

Units Car Shipped (in Ibs. From: 

1 Ford 12-30-55 3,345 Detroit 

1 Studebaker 11-28-55 3,450 South Bend 

1 Chrysler 12- 6-55 4,005 Detroit 

1 Pontiac 11-18-55 3,105 Pontiac, Mich. 

1 Nash 12-26-55 3,034 Kenosha, Wis. 

1 Ford 12-30-55 3,345 Detroit 

1 Ford 12-30-55 3,345 Detroit 

1 Dodge 12-30-55 3,566 Detroit 

1 Chevrolet 12-30-55 3,250 Detroit 

1 Ford 12-30-55 3,345 Detroit 

1 Plymouth 12-30-55 3,325 Detroit 

1 Ford 12-30-55 3,345 Detroit 

1 Chevrolet 12-30-55 3,345 Detroit 


Freight Charges 
Assessed Dealers 


Estimate of 
Freight Charges 
Paid by 
Manufacturers to 


Estimate of 
Freight Charges 
Overcharged by 


To: by Manufacturers Transportation Lines Manufacturers 
Amount Moving Via 
Dallas $134.00 $ 66.84 Rail $67.16 
Enid, Okla. 154.00 124.02 Truckaway 29.98 
St. Louis 77.30 77.14 Truckaway 16 
Fargo, N. D. 128.24 105.21 Truckaway 23.03 
Columbia, S. C. 118.00 114.06 ‘Truckaway 3.94 
San Jose, Calif. 143.00 116.45 Rail 26.55 
Kansas City 90.50 41.34 Rail 49.16 
Los Angeles 159.55 124.15 Rail 35.40 
Atlanta 108.50 48.20 Rail 60.30 
Norfolk, Va. 83.50 49.62 Rail 33.88 
Evansville, Ind. 59.80 27.74 Rail 32.06 
Buffalo 47.50 20.33 Rail 27.17 
Tarrytown, N. Y. 74.15 27.71 Rail 47.04 


—Chart prepared for NADA for presentation to Senate subcommittee, 1956 














oe 


BE iP PP CRN RAISES 








th 
e, 
in 


ay 
nt 


nd 
mS 
ng 
as 
k. 











‘Getting the most out of your investment ? 
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Increase your 1956 net by adding a ‘Jeep’ franchise to your present line 


Was your 1955 net disappointingly small ? 


Did your 1955 year-end statement show a discouragingly low net 
profit, in spite of the highest volume you’ve ever reached? Did many of 
your trades result in just exchanging dollars after you figured the 
wash-out sale? Was the return on your investment far lower than that 
of independent businessmen in many other industries? 


What you can do about it. 


You can make your present facilities produce a much healthier net 
profit for you in 1956, by adding the franchise for the ‘Jeep’ family of 
4-Wheel-Drive vehicles. In 1955, more than 600 new dealers enjoyed 
the potential profits of a ‘Jeep’ franchise — and many of them added 
the ‘Jeep’ franchise to their present line. 


You don’t give up anything. 


You can retain your present line, and thus spread your overhead over 
two lines. A small addition to your present investment will enable 


“ you to do a profitable sales-producing job on ‘Jeep’ family vehicles. 


The* Ps : : 
ee family of 4-Wheel-Drive vehicles 
® 





Universal ‘Jeep’ ‘Jeep’ Truck 





‘Jeep’ Station Wagon ‘Jeep’ Sedan Delivery 


What this can mean to you. 


The ‘Jeep’ franchise, plus your present line, can mean greater profits 
because your investment in facilities, and your Service and Sales 
Department overhead, will be spread over a much wider base. There are 
prospects for ‘Jeep’ 4-Wheel-Drive vehicles everywhere — among 

your customers and throughout the area you now service. 


Why is such an arrangement available ? 


It is the philosophy of Willys Motors that its long-range success, and 
the success of its dealers, can result only from sales which produce 
satisfactory dealer profits. Many of the more than 600 new dealers 
who have signed for the ‘Jeep’ family franchise in 1955 have been so 
successful in building their profits through dual operation, that 
Willys Motors will consider a similar arrangement for additional 
areas. The number of open points is limited, but each of them offers a 
substantial future to the right man. 


Here is all you do to get started. 


Learn the detailed facts and what they can mean to you. Fill out and 
mail the coupon below —there’s no obligation. If you are serious 
about increasing your 1956 net, do it now! 


CORR meee ERE EEE EEE EEE HEHEHE ES 


Dealer Development Department 
Willys Motors, Inc., Toledo 1, Ohio 





eee eee wene 


Without obligation, please have a representative call and 


Name ati et Ue aoa 
Address _ ee et re 


Business ____ Position __ 








| EES coc niga ati 


COCO eee eee eee SHEERS EHH HEHEHE ESOHESEEEESEEES 


give me information about the ‘Jeep’ family franchise. 
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Sales Conditions in Various Areas... 





Auto Market Reports 


Detroit 

Chevrolet counted 4,219 new-car| 
registrations in‘ Wayne County (De- 
troit) during December to shove} 
Ford, with 3,710, into second place. | 

For the full year, however, Ford 
kept a sizeable edge of 55,972 to 
48,591. 

December registrations for all 
makes amounted to 16,353, com- 
pared with 16,095 in November. | 
For the full year, registrations 
were 223,628, compared with 160,- | 
7156 for 1954. 

Following Ford and Chevrolet, 
other registrations were (12-month 
totals in parentheses): Buick, 1,- 
469 (22,612); Oldsmobile, 1,296 (16,-| 
179); Plymouth, 1,292 (19,623); Mer- 
cury, 865 (14,520); Cadillac, 822 
(5,995) ; Pontiac, 783 (13,300) ; Dodge, 
582 (10,867); Chrysler, 352 (4,531); 
DeSoto, 272 (3,627); Lincoln, 155 
(1,415); Studebaker, 116 (1,130); 
Clipper, 112 (1,172); Nash, 99 (1,- 
818); Packard, 79 (649); Imperial, 
48 (403); Hudson, 36 (749); Willys, 
10 (83); Kaiser, 0 (16), and miscel- 
laneous, 36 (376). 

Truck registrations in Decem- 
ber amounted to an even 1,000, 
compared with 1,206 in Novem- 
ber. For the full year, 12,542 new 
trucks were registered, compared 
with 10,293 in 1954. 

December truck registrations 
were (with 12-month totals in pa- 
rentheses): Ford, 454 (5,476); Chev- 
rolet, 282 (3,635); Dodge, 100 (1,516); 
GMC, 60 (736); International, 44 
(483); Divco, 18 (141); Studebaker, 
12 (73); Willys, 9 (82); White, 8 
(99); Autocar, 4 (32); Reo, 3 (76); | 
Diamond T, 1 (67); Mack, 1 (102); 
Federal 0 (1), and miscellaneous, 4 
(23).—(Robert M. Lienert.) 


* * * 


Columbus, O. 

New-car registrations in Frank- 
lin County (Columbus), O., sagged 
26 percent in the first 15 days of 
January, as compared with the 
same period of the previous month. 
Registrations for the first half of 
1956’s opening month totaled 890, 
compared with 1,208 in the same 
period of December. 

By make, they were: Ford, 254; 
Chevrolet, 224; Pontiac, 76; Plym- | 
outh, 68; Buick, 64; Oldsmobile, 
54; Cadillac, 27; Dodge, 26; De- 
Soto, 23; Mercury, 21; Chrysler, 
11; Nash, 10; Studebaker, 10; 
Packard, 5; Volkswagen, 5; Clip- 
per, 3; Imperial, 3; Lincoln, 3; | 
Willys, 2, and Hudson, 1. 
Truck registrations were down) 
nearly 28 percent, from 105 to 76.| 
December registrations were: Chev- | 
rolet, 32; Ford, 28; International, 8; | 
GMC, 5; Dodge, 1; Studebaker, 1,| 
and White, 1—(Bert Strang.) 

” * * 


Cleveland | 


A slight upbeat in new-car regis-| 
trations, following a slow opening 
for 1956, marked the week ended | 
Jan. 14 in Cleveland. 

New-car sales amounted to 1,131, 
just over the corresponding week 
of last year. Used-car sales of 1,393 
were about 300 under the previous 
year’s week. 

Commercial sales of 68 new units 
and 59 used were considered par.— 
(Sanford Markey.) 

* on 





* 


Providence 
Registrations of new cars in 
Providence during December 
totaled 1,037, while new-truck trans- 
actions amounted to 117. 
By make, new-car registrations | 
were: Chevrolet, 213; Ford, 210; 
Plymouth, 124; Oldsmobile, 107; 
Buick, 96; Pontiac, 59; Cadillac, 
54; Mercury, 45; Dodge, 24; 
Chrysler, 23; DeSoto, 21; Nash, 
15; Studebaker, 13; Hudson, 9; 
Lincoln, 7; Packard, 4; Imperial, 
3; Willys, 2, and miscellaneous, 8. 
Truck registrations were: Ford, 
47; Chevrolet. 33; Dodge, 9; Inter- 
national, 9; White, 8; GMC, 4; Dia- 
mond T, 1; Mack, 1, and miscellane- 
ous, 5.—(Ruth M. Eddy.) 
*” * ok 





Tacoma, Wash. 

Year-end registrations in Pierce 
County (Tacoma), Wash., ended on 
a high note with the gain over No- 
vember amounting to about 11 per- 
cent. 

December registrations totaled 
462 new cars and 122 new trucks. | 

December new-car registra- | 


tions were: Ford, 128; Chevrolet, | 
124; Plymouth, 37; Oldsmobile, | 
34; Pontiac, 24; Buick, 23; Dodge, 
16; Mercury, 15; Chrysler, 12; 
Hudson, 11; Nash, 10; DeSoto, 7; | 
Studebaker, 7; Cadillac, 4; Pack- | 
ard, 4; Lincoln, 3; Volkswagen, | 
2; Willys, 2; Mercedes, 1, and | 
Porsche, 1. | 
Truck registrations in December | 
were: Dodge, 69; Chevrolet, 23; | 
Ford, 15; GMC, 10; International, | 
2, and Studebaker, 1.—(Robert E.| 


Sconce.) | 
* + * 


Pittsburgh 


New-car registrations in the Pitts- 
burgh area for the week ended Jan. | 
14 were moderately higher than the 
preceding week, according to the} 
Bureau of Business Research of | 
the University of Pittsburgh. 

After seasonal allowances, the} 
Bureau’s index of general business | 
activity rose to 198.1 of the 1935-39 


average. It had been 195.2 in the 
previous week and 201.7 in the mid- 
dle of December. 

Steel-mill operations increased to 
102 percent of practical capacity.— 
(Leon M. Leffingwell.) 

x x > 


New Orleans 

New Orleans in 1955 enjoyed its 
greatest new-car sales in history 
with 27,967 registrations, compared 
with the previous high of 22,406 in 
1954—-an increase of 5,521 units. 

The peak month in 1955 was Au- 
gust, with 2,969 units, while Novem- 
ber, with 1,728 registrations, was 
the lowest month. 

Total registrations for 1955 by in- 
dividual makes were: Ford, 8,509; 
Chevrolet, 7,253; Pontiac, 2,412; 
Oldsmobile, 2,032; Buick, 1,960; 
Plymouth, 1,789; Mercury, 1,244; 
Studebaker, 633; Dodge, 572; Chrys- 
ler, 428; Cadillac, 385; DeSoto, 319; 
Packard, 144; Lincoln, 96; Volks- 





wagen, 53; Hudson, 51; Nash, 16; 
Willys, 16; Jaguar, 12; Austin, 9; 
English Ford, 9; Renault, 8; MG,! 
5; Porsche, 5; Triumph, 3; Hillman-| 
Minx, 3 and Mercedes-Benz, 1.— 
Gordon Hebert.) 


* * * 


Akron 


New-car activity in Summit! 
County (Akron), O., in 1955 kept up 
fairly well with the national trend 
as registrations soared to a record 
high of 25,810—up 41 percent over 
the previous year. 


The booming volume surpassed 
the former high of 21,349, set in 
1950, by 21 percent. 


Once again, Ford carried off 
individual honors by ringing up 
5,697 registrations, compared with 
5,174 for second-place Chevrolet. 
Buick again was third, with 
3,329, while Plymouth, although 
gaining ground, remained fourth 
with 2,594. 

Pontiac, with 1,862, was fifth and 
Oldsmobile was sixth, with 1,735. 
Mercury finished seventh with 
1,438. Then came three Chrysler 
Corp. divisions — Dodge, eighth, 
1,062; DeSoto, ninth, 786, and Chrys- 
ler, tenth, 609. 


Used-car registrations by dealers 





also rose to record levels, with sales 
of 41,445, an increase of 25 -percent 
over the 33,265 sales of 1954.—(Joe 
Kuebler.) 

* * + 


Louisville 


New-car registrations in Louis- 
ville jumped 26 percent in December 
to total 2,308, compared with 1,829 
in November. 

The December addition pushed 
the 1955 total to a record 25,668 
units. 

Registrations of new trucks in 
December amounted to 227, down 
20 percent from the previous 
month’s 284. 


Registrations of new cars in 
the closing month of 1955 were: 
Chevrolet, 806; Ford, 597; Buick, 
233; Oldsmobile, 153; Pontiac, 
138; Plymouth, 117; Mercury, 74; 
Dodge, 38; Cadillac, 30; Chrysler, 
24; Studebaker, 23; Packard, 18; 
Hudson, 16; DeSoto, 15; Nash, 11; 
Lincoln, 7; Willys, 6; Jaguar, 1, 
and Mercedes, 1. 

Truck registrations were: Ford, 
113; Chevrolet, 77; International, 
14; White, 9; GMC, 6; Mack, 2; 
Willys, 2; Diamond T, 1; Dodge, 
1; Reo, 1, and Studebaker, 1.—(A. 
W. WiuiaMs.) 
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By J. B. Van Tassel 
Dealer Business Counsel 
pce say that everything that 
happens in a new-car dealer- 
ship usually happens in relation to 
the number of new cars a dealer 
sells. I take exception to this state- 
ment on the basis that a dealer 
cannot expect every new-car owner 
he sells to come back to his garage 
for service and parts. 

Therefore, you cannot base your 
future sales of service and parts 
entirely on new-car sales. 

The most practical way to ap- 
proach this forecast, from the 
standpoint of good sound busi- 
ness management procedure, is 
first to determine the number of 
your make of cars that are regis- 
tered in your immediate sales 
area. Then project so much serv- 
ice and parts sales per car regis- 
tered, based on your service and 
parts sales per car in your shop 


Dealer Business Counsel 


New-Car Sales Aren’ 
In Setting Up a Budget 
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t the Only Yardstick 


over a period of a year or two. 


Of course, even on this basis 
you will have to make allowances 
for some owners of your make of 
car taking service business to other 
garages in your own area. 

* * * 


Many Sales Yardsticks 

OW let’s examine the practice 

of basing the entire expense 
of the business on new-cars sales. 
This, to my way of thinking, is 
|just as unsound 4s it can be 
jin terms of sound business- 
| management practice. 
| For example, let us assume you 
farm out your service, in which 
|case you certainly would not have 
| the same relative expense setup on 
|the basis of your new-car sales 
that other dealers would have who 
|had their own service setup. 
| Take the case of a dealer who 
wholesales all his used cars. His 
expense setup would be entirely 


different, on the basis of new- 
| car sales, than that of the dealer 
who retails all his own used cars. 


Then, too, in many cases the 
| factories recommend that expenses 
be budgeted and checked on a basis 
|of new-car sales volume without 
any consideration being given to 
| whether the new-car sales produce 
|a selling profit. 


Also, a large parts-wholesaling 
| operation would have an entirely 
| different expense and gross profit 
| setup on the basis of new-car sales 
| than would the dealer who did not 
| handle parts wholesaling. 

ae 


* * 


| Controlling Expenses 

HEN, some factories recom- 
mend that expenses of the en- 
|tire business be budgeted and 
checked on a basis of the gross 


ments. 

What the office manager’s salary 
has to do with the parts and serv- 
ice gross profit is beyond me. 

It would seem to me that, if 

I were a dealer and I were hiring 
an employe whose job it was to 
work for all departments of the 

business, I would project the 
amount I could afford to pay him 
from the total income of all de- 








| profits produced by certain depart- | 





Firestone Jr. Honored— 


Harvey S. Firestone jr., left, chairman, 
Firestone Tire & Rubber Co., receives a 
service pin from L. R. Jackson, president, 
for completing 35 years of service with the 
company. 





partments and then continue to 
check this compensation on this 
basis. 

Certainly it would be funda- 
mentally unsound, as I see it, to 





Enjoy the Voice of Firestone on radio or television every Monday evening over ABC 


recision-Bladed Mold Comes 


--- Pipestone 


De Luxe Champion Tubeless 
STANDARD EQUIPMENT ON 1956 CARS 


OU get tomorrow’s advanced style, tomorrow’s 

greater safety, tomorrow’s improved silence and 
tomorrow’s longer mileage when you put new Firestone 
De Luxe Champion Tubeless Tires on your car, because 
this tire of tomorrow is completely new in concept 
as well as in design and construction. It is the only 
non-premium tire on the market today that was created 
and built from tread to bead as a tubeless tire, not 
merely as an adaptation of a conventional tire with 
tube. And America’s greatest automobile manufacturers 
have adopted it to match the other safety features of 
their 1956 models. 


A completely new concept in tread design was 
necessary to meet the needs of increasingly higher- 
powered cars. Squealing on turns and hum and whine 
on the road had to be designed out of this tread. At the 
same time, it had to give superior traction, the ultimate 
in non-skid safety, and mileage better than tires former- 
ly used on lawer-powered cars. Firestone created the 
exclusive new Silent-Ride Safety-Grip Tread, and ex- 
perimental models proved it to be the answer to the 
tire-manufacturer’s dreams. 


Precision-Bladed Tire Mold Is 
Exclusive Firestone Development 


Some of America’s greatest and most experienced 
makers of tire molds told us this tread pattern was so 
intricate that it would be impossible to build a mold 
which would reproduce this tread design. However, the 
performance of this tread was so superior that Firestone 





production technicians refused to take “no” for an 
answer. They tackled the problem themselves, and 
improved the art of precision casting which made pos- 
sible a mold that reproduces the Silent-Ride Safety-Grip 
Tread with pin-point accuracy. 


New Factory Built to Make 
Safety-Tensioned Gum-Dipped Cord Body 


A new and different kind of cord body had to be 
made through which no air could escape. A whole new 
factory had to be built, which is occupied by just one 
huge machine, to make the exclusive Safety-Tensioned 
Gum-Dipped Tire Cord for Firestone Tubeless Tires. 
This process has proved so successful that Firestone also 
has adopted it for use in its premium-priced tires. 


A wholly new type of bead had to be invented to 
form an air-tight seal with the wheel. Firestone research 
men solved that problem by designing a bead so strong 
and fitted to the rim with such safety precision that 
it cannot be distorted even under the most severe 
driving conditions. 


Backed by Firestone’s 55 years of leadership in 
experience and know-how, the new Firestone De Luxe 
Champion Tubeless Tire is the world’s most modern 
tire. You can put a set of them on your present car with- 
out changing wheels or rims and at the same price as a 
conventional tire and tube. Or, when you buy a new car, 
you can specify that you want it delivered equipped 
with Firestone De Luxe Champion Tubeless Tires. 


VISIT THE FIRESTONE HOSPITALITY SUITE AT THE 
SHERATON-PARK HOTEL DURING THE N.A.D.A. CONVENTION 


Copyright 1956, The Firestone Tire & Rubber Co. 
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budget, spend and check the rental 
expense of the entire business on 
a basis of gross profits produced 
by one or two departments. 
Yet many factory business- 
management systems recommend 
this procedure. 

In connection with the budgeting, 
spending and checking of expenses 
of the entire business, I would 
recommend that they be controlled 
in line with total sales and gross 


profits of all departments. 
* * * 


Separate Unrelated Items 


OESN’T this make sense? Cer- 

tainly, I recommend that you 
control such items as new-car prep- 
aration expense, new-car warran- 
ty and policy expense and new-car 
commissions and bonus expense in 
line with new-car volume and new- 
car gross profit. 

But I certainly cannot see 
what relation there is between 
the service manager’s salary and 
the stockroom manager’s salary 
and the new-car volume and 
gross profits, especially in view 
of the fact that there are so 
many different types of dealer 
operations. 

Sure, if all dealers sold only new 
cars at retail and made a fixed 
gross profit per car and sold all 
used cars at retail and obtained 
all of the available service and 
parts volume on new cars sold, 
then you could control all of the 
expenses of the business on the 
basis of new-car sales and gross 
profit at retail. 

But it just doesn’t hapen this 
way. So let us be realistic and face 
facts as they actually exist in the 
business. * + * 


Overallowance Allocation 


a I cannot agree with 
the plan many factory business- 
management programs recommend 
of charging overallowances on new- 
car tradeins to the used-car depart- 
ment. 

Such overallowances, when 
made to get the new-car sale on 
a competitive bid basis, should be 
charged against the new-car 
gross profit, the same as the 
commission paid to sell the new 
car is charged to the new-car 
department. 

Of course, where an overallow- 
ance is made on a used car in 
order to get a used-car sale, then 
the overallowance should be 
charged against the used-car de- 
partment. 

Also, I think any writedowns on 
used cars that have been held too 
long in the used-car department 
should be charged to the used-car 
department. But overallowances on 
used-cars in order to sell new cars 
should be deducted from the new- 
car profits. 

J. B. Van Tassel will be glad to 
answer any questions you may 
have concerning dealer business 
management. You may write him 
in care of Automotive News. 


Human Calendar 
Pellegrino Rattles Off Day 


For Any Date 


LYNBROOK, N. Y.—Nicholas 
Pellegrino, DeSoto-Plymouth dealer 
here, is a man with a rare talent. 

Publicized as 
“The Human Cal- 
endar” in Robert 
Ripley’s “Believe 
It or Not,” Pel- 
legrino can sup- 
ply the day of the 
week for any 
date as far back 
as 1752, or as far 
ahead as you 
want to go, with 
the aid of a for- 
mula he worked 
out on his own. 

“I hope that I'll be able to put 
the formula in book form one of 
these days so high school and col- 
lege students can learn it,” he 
said. It’s great mental exercise 
and would undoubtedly help them.” 

Owner of Nicholas Pellegrino 
Motors, Pellegrino also is president 
of the DeSoto Dealers Assn. of 
Nassau and Suffolk (N. Y.) Coun- 
ties and a director of the Brooklyn- 
Long Island Automobile Dealers 
Assn. 


Hilligoss Safety Chairman 

MINNEAPOLIS—Appointment of 
O. E. Hilligoss (Chevrolet), Hib- 
bing, Minn., as chairman of the 
safety committee of the Minnesota 
Automobile Dealers Assn. has been 
announced. 





N. T. Pellegrino 
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ARE YOURS 
Ford Family of Fine Cars 


7 BIG EXTRAS IN TV SUPPORT 


MARY MARTIN as Peter Pan again! A repeat smash hit performance on 
“Producers’ Showcase,” NBC-TV. Here is Mary Martin with Kathy Nolan as Wendy. 
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AUTOMOTIVE AUTOMOTIVE NEWS PLATFORM 

D M ¥ |. Fair and equitable contracts between manufacturers and dealers in 

e A motor vehicles, parts and accessories; 

4 { 2. Every dollar of gasoline and oil taxes, collected by states and federal 

o £ governments, applied to the building and maintenance of highways; 

. R { 3. Guard the precepts of individual freedom, which made the U. S. A. 
great and gave its citizens more of the better things of life than anywhere 

News else in the world 


Speak Out Against the Wrong, 
But Don't Forget the Right 


oS. several aspects of factory-dealer relations 
are getting a public airing. Many in the industry regret 
this. They are fearful of a bad public reaction. 





Such fears, we believe, are groundless. One doesn’t have 
to have his ear too close to the public pulse to realize that 
the public does not look on the auto distribution business 
as lily white. 


Anyone with eyes capable of seeing block-buster type is 
aware of the fact that there are differences of opinion in 
the industry; that some dealers are using distress advertis- 
ing; that some are using deceitful advertising. 


A thorough airing of the differences of opinion may have 


a healthful effect in the long run. Both sides may give and | 


take a little and get on a better basis of understanding. 


But in airing the disagreements, let’s not lose sight of the 
agreements. While there is room for improvement, there is 
a lot that is good about the automotive distribution system. 


It has moved a tremendous number of new cars and trucks 
in the postwar years. It has proved to be a mainstay for the 
economy of the country. It has served the public and, during 
most if not all of the postwar years, it has proved to be 
profitable for those involved. 


As thousands of auto dealers meet in Washington for 
the annual convention of NADA, we salute them for the 
job they have done. 


And we would tell them that we think they are right in 
speaking out about their problems. That is the only way in 


which issues may be resolved. Differences arg not straight-| 


ened out if they are kept under cover. 


And we would urge once more an honest, open approach | 


to the problems of dealers and factories. 


Trust must be reestablished in the industry and between | 
the industry and the public. It can only be reestablished | 


through integrity .. . on the part of all. 


Portland, Ore.—E. W. Peterson: | 
Rochester, N. Y.—William Hackman; | 


Tacoma—Robert | 


Fletcher; | 





Coming 
Events 


Dealer Conventions 


Jan. 28-Feb. | — 39th Annual 
Automobile Dealers Assn. 
Sheraton Park 


National 
Convention, 
and Shoreham Hotels, 
Washington, D. C. 


Feb. 27 — Louisiana Automobile Dealers 
Assn., Hotel Roosevelt, New Orleans, 
La. 

May 14-15—Pennsylvania Automotive Assn., 
The Inn, Buck Hill Falls, Pa. 

May 26-28 — South Carolina Automobile 
Dealers Assn., Ocean Forest Hotel, Myr- 
tle Beach, S. C 


June 25-27 — Michigan Automobile 
Dealers Assn., Hotel Olds, Lansing 
Mich. 

June 28-July I—New York State Automo- 


Directors and County 
Meeting, Lake 


bile Dealers, Inc., 
Vice-Presidents Spring 


Placid Club, Lake Placid, N. Y. 
Sept. 17-18—Minnesota Automobile Dealers 
Assn., St. Paul Hotel, St. Paul, Minn. 


Sept. 30-Oct. 3—New York State Automo- 
bile Dealers, Inc. 33rd Annual Conven- 
tion, The Concord, Kiamesha Lake, N. Y. 


Oct. 21-23—Florida Automobile Dealers 
Assn., Fort Harrison Hotel, Clearwater, 
Fla. 


Dec. 2-4—Ohio Automotive Dealers 
Cleveland, O 


* * * 


Assn., 


Dealer Auto Shows 


Jan. 28- Feb. 4— Rochester Auto Show, 
Rochester War. Memorial Auditorium 
and Exhibit Hall, Rochester, N. Y. 

Jan. 28-Feb. 5— Quad-City Autorama, 
Rock Island, Ill. 

Feb. 3-12—Omaha Auto Show, New Mu- 
nicipal Auditorium, Omaha, Neb. 

Feb. 5-12—Dallas Auto Show, Fair Park, 
Dallas, Tex. 

Feb. 6-11—Denver Auto Show, Coliseum, 
Denver, Colo. 

Feb. 11-18 — Milwaukee Auto Show, Mil- 
waukee Arena and Auditorium, Milwau- 
kee, Wis. 

Feb. 12-19 — Lansing Auto Show, Civic 
Center, Lansing, Mich. 

Feb. 18-26—Detroit Auto Show, Michigan 
State Fair Grounds, Detroit, Mich. 

Feb. 19-25—Syracuse Auto Show, Onon- 
daga County War Memorial Building, 
Syracuse, N. Y 

Feb. 25-March 3—Kansas City Auto Show, 
Exhibition Hall, Municipal Auditorium, 
Kansas City, Mo. 

March 7-l|—Spokane Auto Show, 
seum, Spokane, Wash. 

March 9-1! — Kansas Motor Show, Sports 
Arena, Hutchinson, Kansas. 


March 16-18—Wichita Auto Show, Univer- 


Coli- 


sity of Wichita Field House, "Wichita, 
Kans, 
April — Lewiston Auto Show, Lewiston 


Armory, Lewiston, Me. 
* * * 


General 

Jan. 13-Feb. 5—Sports Cars in Review 
Show, Henry Ford Museum, Greenfield 
Village, Dearborn, Mich. 

Jan. 19-24— General Motors Motorama, 
Waldorf-Astoria, New York, N. Y, 

Jan. 23-25 — 5th Annual Meeting, Truck- 
Trailer Manufacturers Assn., Edgewater 
Gulf Hotel, Edgewater Park, Miss. 

Jan. 3I—Mid-Winter Luncheon, Automo- 
bile Old Timers, Mayflower Hotel, 
Washington, D, C 

Feb. 4-12— General Motors Motorama, 
Dinner Key Auditorium, Miami, Fla. 

Feb. 6-?— Automotive Accessories Manu- 


facturers of America Exposition, Navy 
Pier, Chicago, Ill. 
Feb. 12-22—NASCAR Speed Weeks, Day- 


tona Beach, Fla. 
Feb. 21-22—.MEMA, NSPA and MEWA 


National Conventions, San Francisco, 
Calif. 
March 3-li—General Motors Motorama, 


Pan 


Calif. 
March 6-8—Society of Automotive Engi- 


Pacific Auditorium, Los Angeles, 


neers, Passenger Car, Body and Mate- 
_ Meeting, Hotel Statler, Detroit, 
ic 


March 19-21—Society of Automotive Engi- 
neers, Production Meeting and Forum, 
Hotei Statler, Cleveland, O. 

March 24-April 1—General Motors Motor- 

, Civic Auditorium, San Francisco, 
Calif. 

March 27-297 — Canadian 
Wholesalers & Manufacturers Assn., 
King Edward Hotel, Toronto, Canada. 
(See CALENDAR, Page 17, Col. 1) 


Automotive 


30 Years Ago... 


The Big Stories | 


Total production of cars in the United States and Canada during 
1925 amounted to 3,817,638, as compared with 3,262,764 in 1924, accord- 
ing to final figures made public by the Department of Commerce. 


More than 50 percent of the farm women in the Midwestern and 
Southern states run their own cars, according to a survey of condi- 
tions in the farm home recently completed by Mary C. Puncket for 
the Sears-Roebuck Agricultural Foundation. 


Henry Ford sticks to his prediction that there will be eventually 
30 million automobiles in the U.S. before anything like a saturation 


point is reached. 


There are more automobiles in use by American families than bath- 
tubs, according to W. B. Brooks of the Credit Alliance Corp., New 
York. Brooks declared that the corporation made a survey of 445,987 
homes and attributed the increased sales of automobiles to high pres- 
sure salesmanship and the deferred payment plan. Seventy percent 
of the people owned cars and 59 percent owned bathtubs. 
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Automotive Cartoon 


Of the Week 


(During illness of Ogg Fitzgerald, other cartoonists are filling this corner). 






Atha / 
“I can remember when you had te sell only one 
car a week fo get by. Now if you sell only one car 
a week it's bye-bye!" 











Letterbox 


‘The Depressed Town . .” 


This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 
used, if you so request. Address Editor, Automotive News, Detroit 26, Mich. 







who are willing, able and anxious 
to work, cannot find any employ- 
men in this region. We are prac- 


Plea for Help 


| 

| Epiror’s Note: The following 
| appeal was addressed to manu- 
facturers and suppliers by the 
merchants of Mahanoy City, Pa., 


tically poverty-striken in the 
midst of plenty throughout the 


| a city of some 13,000 in the east- | Country: 
| central part of the state. After years of constant effort, 
+ * #* we were finally successful in hav- 


ing General Cigar Co. locate a fac- 
tory in our town. The building was 
erected by popular’ subscription 
from local businessmen and the 
plant started operating last spring. 

This factory employs 260 people; 
it is the first ray of sunshine we 
have seen in years. 

Now .. . General Cigar Co. is 
so satisfied with the type of em- 
ploye it has in Mahanoy City, it 
wants to expand its factory and 
erect a $300,000 building at its own 
expense. 

We must supply the ground 
and the necessary utilities for 
this building. The cost of condi- 
tioning this ground, supplying 
water lines, drainage, etc., and 
| buying the ground amounts to 
approximately $50,000 and BE- 
LIEVE IT OR NOT... we can- 
not raise this amount. 

Those who made pledges last 
| year for the erection of the original 
| building are still paying them off, 
|so we cannot expect much from 
that source. THEREFORE ... we 
;must come to you, a supplier to 
|merchants in our town. If our 
| town prospers once again, you will 
be more than repaid for your 
| contribution by the increased bus- 
| iness done by our stores and shops, 
|resulting in the need of more of 
| your products. 
| We will be grateful to you for 
|}any contribution you may make, 
|no matter how small, and anything 
| you care to give toward this 
worthy cause is tax deductible. 

Won’t you please help us? — 
JosepH P. Kovat, Koval Bros. 
(DeSoto-Plymouth). 


Mahanoy City is not one of the 
| depressed towns of the country; it 
lis THE DEPRESSED TOWN and 
|we hope to be able to survive with 
your assistance. Frankly, we are 
not too proud to beg; because we 
want to live again. 
| At one time Mahanoy City had 
14 mines working, employing 7,800 
men. Now, we have only one mine 
, and one breaker working, employing 
1,200 men. Mining was the princi- 
pal source of income for us; the 
loss of these mines and the loss of 
employment for this great number 
of men has put us in dire circum- 
| stances. 

Most of these unemployed men, 





—From the files of Automotive News. 
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HERE'S DESOTO’S 
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THHOUANAPOLIS S00 miLE RACE May 30.1956 << 


PACE CAR, 


OFFICIAL PACE CAR INDIANAPOLIS ‘‘500”’ 


ONE-TWO SALES PUNCH 





320 HP GOLDEN ADVENTURER 


FOR FEBRUARY 


DE SOTO IS REALLY MOVING IN 1956 


De Soto sales were up a whooping 70% in 1955. And 
brother if you thought that was something for us to 
crow about wait'll you watch the high-stepping, fast 
moving DeSoto go in ‘56. 

Look what's happening in February alone... DeSoto 


named official Pace Car for the Indianapolis 500”... 
followed by the announcement of the red hot DeSoto 


Golden Adventurer, 320 horsepower of tremendous 
sales punch. 


It sure doesn't take a forecaster’s eye to see that 
DeSoto’s making the push to rack up the records in 
‘56. Anyway you want to look at it . . . power, per- 
formance or promotion . . . DeSoto’s really moving 
in ‘56. 


IT PAYS TO BE A DESOTO DEALER 
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| regular chairman, Senator Harley 
| Kilgore, West Virginia Democrat, 
|took a trip to Europe, and he 
| proved to be as adept at verbal 
| boxing as Sugar Ray Robinson with 
|a pair of gloves. He also demon- 
| strated fast and fancy footwork as 
|he probed day after day to learn 
|how GM grew from an idea into 
|the world’s mightiest industrial 
| giant. 

| The gravelly voiced Westerner, 
| who was patient, kindly and often 
| amused during hearings, can strike 
HIS is the belated New Year’s week for America’s new-| fast and hard when he is ready. 


; ; ; | Just a week ago, in an appearance 
car and truck dealers. It is a time for looking back and| alesse Sy thas aula aabaeme 


taking stock, for making firm resolutions about the future.| mittee on the House side, he lashed 

As this great NADA conclave marks the end of the! out at GM as a “collectivist state,” 
biggest selling year the industry ever has known, let’s glance| offering his own definition of col- 
back at the Washington auto-© : —_.|lectivism as “the management of 
motive scene during the past| 7¢_frst_ is 
12 months. For an auto) 
reporter, the National Capital has | 
produced more action and drama 
than in many a year. 

Out of the scores of legislators, 
dealers, factory representatives and 
attorneys who stepped in and out 
of public hearings and private con- 
ferences last year, five men emerge 
as the chief protagonists. Three 
of them, interestingly enough, will 
address dealers at this convention. 


AUTOMOTIVE WASHINGTON 
Five ‘Giants ‘Tower 


Over U.S. Auto Scene 


By William Ullman 


Washington Correspondent 





O'Mahoney, Wy-| #Te in effect dictators.” 

oming Democrat, | GM and other mammoth corpora- 
who conducted|tions, O’Mahoney emphasized, are 
the five-week) going to have 'to “police themselves” 
“study” of Gen-|or else Congress will have to do it 
eral Motors Corp. | for them. The empire GM _ has 
policies and prac-| built, he said, has a greater popu- 
tices. O’Mahoney| lation than most U. S. cities— 
took over chair-| %00,000 employes, 504,000 stockhold- 
manship of the/ers, 21,000 suppliers and thousands 
Judiciary anti-|of dealers. Then he charged that 
merger subcom-|the management of this empire 
mittee when its|last year “pressured” its dealers 





William Ullman 
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into selling more cars than the) franchised dealers on bootlegging, 


Senator Joseph the affairs of many by leaders who} 


country “could economically 
absorb.” é 

During last fall’s hearings, the 
Wyoming senator’s most dramatic 
hour came when he faced the sec- 
ond important protagonist in the 
year’s Capitol action, GM president 
Harlow H. Curtice. Flanked by 
| umpteen vice-presidents, public re- 
lations experts and secretaries, 
Curtice came well-prepared for his 
encounter. Urbane and smiling, he 
|was justifiably proud of the cor- 
poration which has become a 
world legend of American indus- 
trial success, and he presented for 
| public scrutiny a novelette-length 
history of his company. It was the 
most complete revelation of GM 
| facts and policies ever made public. 
* * * 


Monroney Moves In 


| EN the GM hearings ended 
| at last, the spotlight moved to 
|another senator, A. S. Mike Mon- 

roney, Oklahoma Democrat and 
|chairman of a Senate Commerce 
| subcommittee on automobile mar- 
| keting practices. 


One of the friendliest and hard- 
| est-working legislators on Capitol 


| Hill, Monroney for months had 





| been receiving the opinions of 


The Plan that serves YOU 


wherever your customers travel 


The dependable values of the GMAC Thrift-Guard 
Plan build good will and repeat business. This Plan 
serves you well by serving your customers well: 


For instance, your customers can earn national 
GMAC credit standing to help them in travel 
emergencies. Over 280 GMAC offices in the 
United States and Canada are available to serve 
them and you. 


When you use the GMAC Plan, you gain: 
(1) Control of the whole transaction. 

(2) Gross from time contracts. 

(3) Extra business from satisfied customers. 
(4) Repeat sales from GMAC service. 







| GENERAL MOTORS ACCEPTANCE CORPORATION | 
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TIME PAYMENT 


PLAN 


The GMAC 
Thrift-Guard Plan 
available to General Motors Dealers in 
CHEVROLET « PONTIAC * OLDSMOBILE 
BUICK « CADILLAC 
new cars, and used cars 
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GENERAL MOTORS ACCEPTANCE CORPORATION 





phantom freight, and territory se- 
curity. He talked with hundreds 
more in Oklahoma, California and 
Florida. 


Finally convinced that auto 
dealers faced serious threats to 
their continued existence as local 
merchants, Monroney opened 
hearings two weeks ago to see if 
the problems couldn’t be solved. 
He did this while fighting one of 
the toughest legislative battles of 
his career—for the Fulbright- 
Harris natural gas bill—on the 
Senate floor. 


Typically, the junior senator from 
Oklahoma told reporters that he 
didn’t want headlines. He said he 
just wanted the facts about a busi- 
ness which he knew to be one of 
the most complicated in the world. 
Furthermore, he said he didn’t 
want any more legislation than 
necessary. 

During hearings, which were held 
in one corner of the Senate’s giant 
caucus room, Monroney expanded 
on this theme a little. 

He said he hoped manufactur- 
ers would try to make changes 
in their policies so that legisla- 
tion would prove unnecessary. 
That failing, he admitted, Con- 
gress might have to step into the 
picture. 

As for the three NADA-sponsored 
bills on “Phantom Freight,” boot- 
legging and territory security, the 
senator was explicit. Freight over- 
charges by manufacturers should 
be eliminated, he said, for phantom 
freight violates the spirit, if not 
the letter, of the Robinson-Patman 
Act. 


* * * 


A ‘Truth’ Label 


4 Iygemne maaan security was an- 
another matter, and Monroney 
doubted if his subcommittee would 
consider a bill about which dealer 
opinion was so split. 

Those bills which seek to stop 
bootlegging by amending anti-trust 
laws also found little favor with the 
senator, who thinks they would 
give the factory even more control 
over its dealers. 

Instead, he proposed a “truth 
in labeling” act for automobiles, 
similar to the one for -woolen 
goods. A label would be stuck on 
the windshield of every new car 
and show every fact in the car’s 
“chain of ownership,” method of 
transporting the car from fac- 
tory to dealer, and actual freight 
cost. Presumably, if a car tem- 
porarily had been registered in 
the name of a salesman during 
a race for first place, the sticker 
would reveal this, also. 


It was a novel idea—and one 
which the senator said he would 
describe more fully at the NADA 
convention. One feature which 
might make such a bill more at- 
tractive to Congressmen is that it 
avoids tampering with the anti- 
trust laws, a form of legislative 
meddling which makes many voters 
suspicious. 

First witness at the Monroney 
hearings was George Romney, 
American Motors president, -evan- 
gelist of free enterprise, “the small 
car” and better factory-dealer rela- 
tions. Romney, whether addressing 
the National Press Club, a cham- 
ber of commerce or a Senate sub- 
committee, appears to be more at 
home at a lectern than when relax- 
ing on the sidelines. 

Slicing the air with expressive 
hands, Romney told the senators 
in quite certain terms that his new 
eight-point program was a better 
answer to factory-dealer problems 
than any bill facing Congress for 
that purpose. He had his doubts 
about the efficacy of phantom 
freight legislation, and he though 
the bill of Senator Charles E. Pot- 
ter, Michigan Republican, to allow 
a manufacturer to cancel a “boot- 
legger’s” franchise contained too 
stiff a penalty for the offending 


dealer. 
* * of 


A Better Name? 


ONRONEY thought the Rom- 
ney plan was “the most pro- 
gressive step forward in the his- 
tory of the industry,” but he 
warned the industrialist to think 
up a new name for his “dealer 
council.” 

“A lot of dealers that I’ve 
talked with think of a ‘dealer 
council’ as a sort of open spy 
window for the factory,” the 
Senator said. 

The next day, Frederick J. Bell, 
NADA executive vice - president, 
(See ULLMAN, Page 124, Col. 4) 
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Meeting the Practical Problems .. . 


Case Histories of a Salesman 


Eprror’s Note: This is one of a 
series of letters on practical 
problems encountered in auto sell- 
ing. It is written by a veteran 
salesman, Bert Simons, who is 
active in today’s market. 

* * * 


Dear Ed: 


ODAY I had a real wise guy. | 


At least we both thought so at 
first. But as things progressed 
neither he nor en 


Ithought he 
o & 
il 


was a wise guy. 
Wehaveto 


refer to this 
if 


character as 
Mr. X because 
he wouldn’t tell 
me his name. 
Mr. X came in, 
looked around 
and I asked if 
I could help 
him. He re- Bert Simons 


sponded quite normally and asked 


and answered a few questions 


which was enough for me to get | 


to work with him. 


Then I said, “My name is Bert 


Simons. What’s yours?” 


“Never mind my name for | 


now,” he answered. “Let’s see 
what kind of a deal you can make 


me first. I’ve had lots of experi- | 
ence with you salesmen. All you | 
do is keep calling people and | 


UMS Conducting 
Refresher Course 


For Field Men 


DETROIT.—United Motors Serv- 
ice has begun a training program 
for its field personnel, according 
to Roland S. Withers, general man- 
ager of the General Motors divi- 
sion. 

UMS zone managers, assistant 
zone managers and sales, service 
and special representatives began 
attending refresher courses in mid- 
January. The classes will continue 
into April. 

There will also be a continuous 
training course to indoctrinate new 
people in the organization and per- 
sonnel newly assigned to sales 
work. The ‘program will be carried 
on under personnel from the GM 
institute and the UMS sales train- 
ing department. 


Among the 20 subjects to be 


covered is market analysis, train-| 
ing distributors’ personnel, product | 


knowledge, sales meetings for dis- 
tributors, distributor inventory 
control. J. S. Burrows will head 
the program which will be con- 
ducted in 10 GM training centers. 


New Arvin Plant 
Begins to Hum 


COLUMBUS, Ind.—Limited pro- 
duction of mufflers has begun at 
the new plant of Arvin Industries, 
Inc., here. 


Approximately 100 employes are 
now fabricating automotive parts 
in the new plant. Full operation, 
which will call for about 450 em- 
ployes and a two-shift operation, 
is scheduled for March. 


Thé@ new concrete, steel and glass 
building is designed that two ad- 
ditional units can be added later. 
The building adds 54,000 square feet 
of manufacturing space to Arvin’s 
productive capacity. 


Calendar 


(Continued from Page 14) 


General 


April 16-20 — New York's annual Satety 
Convention and Exposition, Hotel Stat- 
ler, New York, N. Y. 

Apr. 19-29—General Motors Motorama, 
National Guard Armory, Boston, Mass. 

April 21 - May 2—38th International Motor 
Show, Turin, Italy. 

April 28-May 6—International Automobile 
Show, Exhibition Hall, Coliseum, New 
York, N. Y. 

June 3-8— Society of Automotive Engi- 
neers Summer Meeting, Chalfonte-Had- 
don Hall, Atlantic City, N. J 

dune 11-15—National Plastics Exposition, 
New Coliseum, New York, N. Y. 

Sept. 20-22—Automotive Parts Rebuilders 
Association Convention and Trade Show, 
Edgewater Beach Hotel, Chicago, Ili. 











pestering them but you give 
nothing.” 

Remembering that the first 
few minutes with Mr. X quali- 
fied him as a likely buyer, I 
waived my natural feeling of 
wanting to throw the guy out. 
Instead, I decided to match 
wits with him. 

“OK,” I said, “Tll go along 
with you on your terms. You tell 
me what model you’re interested 
in and the way you want it 
equipped, and we'll see what kind 
of deal I can come up with. I 
hope you mean what you say 
about buying right now if I give 
you the best deal.” 

* aS * 


W* SAT down at my desk and 
discussed all the things Mr. 
xX wanted. When I showed him 
the total he said, “OK. Here’s the 
keys to my car. Look it over and 


tell me how much difference you | 


want.” 
Now, the usual procedure at 


FF 


MORE “CARGO CAPACITY” IN THE 
NEW DIVCO “DIVIDEND SERIES” TRUCKS! 


MULTI-STOP 


our place is to make out an 
appraisal sheet which lists the 
man’s. name, address and de- 
scription of the car. And the 
rule of the house is “No ap- 
praisal sheet, no appraisal.” 

Remember, Ed, I said I was 
dealing with a wise guy. Here’s 
how I dealt. 

“Bud,” I said, “at this point 
I’m supposed to make out this 
form for my appraiser. But be- 
cause I must have your name and 
address, etc., I’m not going to do 
it. ’'ll] keep my word. I won’t ask 
your name again until I’ve offered 
you a deal.” 

“Fine,” said Mr. X. 
you’re low man.” 

* * + 

LOOKED his car over, drove 

it a bit, jotted down the 
license number and came back. 

After some figuring, I offered 
Mr. X a fairly respectable deal. 


“Hope 


He said he’d let me know, and 
left. 

That was about 2 p.m. Of 
course, I checked on the license 
number immediately and half 
an hour later I had Mr. X’s 
name and address. At 6 p.m. I 
called his home. 

His wife answered and I asked, 
“Is Elmer home?” She said, “Yes, 
just a minute, please.” 

When Mr. X answered, I said: 
“Hello, Elmer Thiel. I hope I’m 
not disturbing you at supper time 
but I talked our deal over with 
the boss after you left this after- 
noon and he says I can go 
another $50 on your old car. That 
means the difference to you is 
$50 less.” 

* ok * 
7 HO is this?” he asked. When 
I told him, he said, “Boy 
oh boy, you sure handled me. I 
guess I was trying to be a wise 
guy, but I can see now it was 
silly of me not to give my name. 

“I liked your deal this after- 
noon and wanted to talk it over 
with Mrs. Thiel. I like it better 
now. How about us coming over 
after supper and you help me sell 
the wife?” 

They came. 





—Bert Simons 





Million Dollar Deal— 


Don Allen, left, Don Allen Chevrolet, 
New York, and Walter L. Jacobs, presi- 
dent, Hertz Corp., Chicago, seal a million 
dollar deal transferring Allen's leasing 
division, Drive-A-Car, Inc., to Hertz, Hertz 
acquires approximately 1,000 cars and a 
long-term lease, and Allen becomes one 
of Hertz’s major vehicle suppliers. 





HIS NEW DIVCO 130” wheelbase 

truck will pay dividends to you through 
its extra-cargo capacity. Picture this: A 
body load length of 12 feet with capacity 
of 470 cubic feet! 


Here are more dividends for you. The 
Divco Model 42 was designed especially 
for fast, efficient multi-stop delivery, for 
long-life and low maintenance. The super 
six engine and 4 speed synchromesh trans- 
mission, and other power components, are 
easily accessible from inside the cab. Divco 


DELIVERYMEN FIND 


provides comfort and safety through pas- 
senger car smoothness of ride, wide-deep 
driver vision and short-turn-radius 


maneuverability. 


You will cut maintenance costs, get 
greater protection for your cargo and reduce 
driver fatigue with the new Divco “Divi- 
dend Series” trucks. Phone your Divco 

dealer now for full information and a 
demonstration without obligation. 
DIVCO CORPORATION, 22000 HOOVER ROAD 
DETROIT 5, MICHIGAN 





But in TODAY’S compact 
beauties, wasted inches 
can mean lost sales 


—— 
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AIRFOAM makes interiors Premolded AIRFOAM replaces AIRFOAM gives custom looks Exci 
roomier, more luxurious expensive handwork— and custom rides becom 


looks even richer 





THE WORLOES FINEST, MOST MODERN CUSHIONING 















; How AIRFOAM creates 
Sales by creating 


R-0-0-M 


FOR COMFORT 





Exciting new seating ideas AIRFOAM can be your 
become practical with AIRFOAM greatest sales-aid in years 


Airfoam—T. M. The Goodyear 
Tire & Rubber Company, Akron, Ohio 
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who cared how high they piled 
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Cross Section Compares “Old” and “‘New”’ Seat Construction 


Solid area indicates space saved by switch- 
ing to full-volume AIRFOAM seating. 


Open area indicates lesser space needed 
Ricttheee Soran full-volume AIRFOAM seating. 








GREAT THINGS ARE HAPPENING to automotive interior design. They 
are unprecedented things, things that confound old-time upholsterers, 
things that give your prospects more room—and more reason—to reach 
for their checkbooks. 


WORKING WITH FOREMOST AUTOMOBILE MAKERS and designers, 
AIRFOAM Development Engineers are fast outdating old-way bulky assem- 
blies. The new way achieves more glamorous, more comfortable seating 
that, seemingly magically, makes MORE ROOM FOR PEOPLE! 


THESE NEW ArrroamM SEAT-UNITS are boosting sales in some of today’s 
smartest lines. If your lines aren’t included, they soon may be—for AIRFOAM 
is answering a crying need of the industry. Goodyear, Automotive Products 
Dept., Akron 16, Ohio. 


We think you'll like "THE GREATEST STORY EVER TOLD” — every Sunday— ABC Radio Network ~THE GOODYEAR TELEVISION PLAYHOUSE — every other Sunday—NBC TV Network 
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Roundup from State Capitals .. . 





Legislation Affecting Auto Industry 


By Bethune Jones 


Legislative Correspondent 


A LTHOUGH fewer state lawmaking bodies convene this 

year than in 1955, when regular or special sessions 
were held in all states except Kentucky and Virginia, there 
still will be plenty of developments affecting the automotive 
industry. 

Regular or budgetary state? _ ‘ot “aa 
legislative sessions, most Of ltaxes reached a peor 
them starting this month, | postwar peak, at 
- convene during 1956 in 17 states—j|least temporary 
Arizona, California, Colorado,| abatement of 
Georgia, Kansas, Kentucky, Louisi-| pressure for new 
ana, Maryland, Massachusetts,|general revenue 
Michigan, Mississippi, New Jersey, sources is ex- 
New York, Rhode Island, South| pected in most 
Carolina, Virginia and West Vir-| state capitals this 
ginia. | year. 

‘ : | One of the rea- 

Special or extended sessions also | 2 

; sons is that re 
will be held in a number of states. ceipts from cur- 

In contrast with 1955, when the! rent taxes in most 
enactment of new and increased'states are running far ahead of 








Be 
Bethune Jones 


| anticipations. Another reason is 
|that this is a major election year. 
* * * 


| 

|Tax ‘Lull’ May Be Brief 
H°w long the indicated respite 

| 


from new and higher state 
|taxes will last is another question, 
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trenchment or even a moratorium 
on further expansion. 

| In the highway financing field, 
|the trend of the past year toward 
|increased highway-user taxes and | 
jnew highway bonding authority 
|will slow down until Congress acts 
on proposals for sharply expanded 
Federal road building aid. 

Since most of the regular 1956 
| legislative sessions will be short, the 
time factor in Washington will be 
especially important. 

* * * 


Toll Projects on Books 


| WFEANWHILE, toll financing and 
| construction plans and further 








however. There is still a widespread | feasibility studies will be pushed 
/need for revenue for construction under existing state enabling laws. 
of highways, schools, and public} Various forms of state subsidization 


works projects. 

Also, pressure continues for 
liberalized welfare programs, in- 
|creased aid to localities, expanded 
|and higher teacher and other public 
payrolls, and general broadening of 
state governmental services. 

Since all of these things cost 
money which must come eventu- 
ally from taxes, it remains to be 
seen whether the public has 
reached the point where it wants 
lower taxes sufficiently to back 
accompanying governmental re- 





|of marginal toll projects will be 
| sought in some instances, with such 
|a proposal being pushed strongly in 
| West Virginia. 
Michigan is among the states in 
| which broadened toll road enabling 
legislation will be sought, while 
|California will consider further 
\legislation for a new toll crossing 
|of San Francisco Bay. 
| Other prospective toll legisla- 
tion includes Colorado’s plans for 
a tunnel under the Continental 
| Divide. 
' Voters of several states will be 











jasked to act on highway financing 
| measures, including a $54 million 


road bond issue slated to appear 
on the June primary ballot in 
North Dakota. 

Louisiana will vote Apr. 17 on 
two state constitutional amend- 
ments designed to implement a 
five-year highway program involv- 
ing bond issuance, and Minnesota 
will vote next fall on a constitu- 
tional amendment concerning dis- 
tribution of State gasoline and 
motor vehicle tax revenues. 

* * * 


Finance Curbs on Docket 


CONSTITUTIONAL amend- 

ment to be submitted to 
Montana voters in the fall would 
restrict highway-user tax receipts 
to highway purposes. Twenty-five 
states already have such constitu- 
tional provisions, with a similar 
proposal to be voted on in Tennes- 
see in 1958. 

Already filed for consideration 
by the 1956 Massachusetts Legis- 
lature, with the probability that 
similar proposals will come up in 
other states, is a bill proposing 
the creation of a new commis- 
sion to regulate the distribution 
and sale of motor vehicles in the 
state. 


Under the bill, which is backed 
by the Massachusetts Automobile 
Dealers Assn., the commission 
would license motor vehicle manu- 
facturers, distributors, wholesalers, 
factory representativevs and deal- 
ers. 

Other merchandising proposals 
likely to come up in various states 
include measures to impose new or 
more stringent curbs on installment 
sales financing and small loans, 
new restrictions on merchandise 
trading stamps and bills aimed at 
maintenance of minimum resale 
prices, both generally and in selec- 
tive fields such as gasoline. 

* * * 


Safety Bills Rate Highly 


heewas safety and related 
legislation will be widely con- 
sidered issues. 

Proposals in this field will men- 
tion driver education and examina- 
tion, the problem of the uninsured 
motorist, compulsory motor-vehicle 
inspection, the point system for 
suspension of driver’s licenses, 
speed law changes and new and 


|revised motor-vehicle equipment 


law provisions. 

Compulsory insurance and 
other means of dealing with the 
uninsured motorist problem will 
be revived as a major issue in 
New York, with the outcome cer- 
tain to attract widespread atten- 
tion as a possible model for action 
in other states. 

Truck size and weight issues 
again will be raised in some legisla- 


Start them off right, with the best all- 
weather oil on the market, and they'll 
never stop saying what a fine car you 
sold them. Quaker State Super Blend is 
the pure Pennsylvania SAE 10W-30 HD 
motor oil made especially for the newer 





Oe. 


wa 





“Lets make it a practice to put 


build goodwill, and profits for you! 


QUAKER STATE OIL REFINING CORPORATION, OIL CITY, PA. 
Member Pennsylvania Grade Crude Oil Association 


high compression motors. Super Blend 
is tops in quality, in protection, in per- 
formance, in customer satisfaction. Ad- 
vertised nationally to more millions this 
year than ever before. Let Super Blend 


| tures, with interest centering on 
| Kentucky, where an increase will 
| be sought in the State’s 42,000-pound 
| limit. 

Most legislatures probably will 
| steer clear of any action on con- 
| troversial labor relations issues. The 
|trend will be to keep things quiet 
in an election year. 

* * * 


|Many Labor Proposals Due 


Yotms of a few states may 
get a chance to express their 
| Views on restrictive labor laws in 
|the fall election. A campaign is 
underway in the State of Washing- 
ton to place on the November 
ballot an initiated measure for a 
so-called “right to work” law, pro- 
hibiting the union shop and other 
forms of compulsory unionism. 
Similar movements may start else- 
where. 

Nevada voters are expected to 
vote on two initiated measures 
aimed at the State’s right-to-work 
law. One proposal would repeal 
the law, while the other would 
amend the State Constitution to 
permit union shops. 


Regulation of union welfare funds 
will be a major legislative issue in 
New York and possibly some other 
states. 

Several legislatures also are ex- 
pected to consider revision of 
unemployment compensation laws 
to stipulate definitely that laid-off 
workers would not have company- 
paid benefits deducted from state 
jobless benefits. 

Proposals aimed at easing em- 
ployer tax contributions to unem- 

(Continued on Page 96, Col. 3) 
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new HIGH 


for The Milwaukee Journal 


54,456,955 


lines of advertising in 1955- 


a gain of 5,086,658 lines over 1954 


and second largest volume in the nation 


Here are some of the market growth factors 


contributing to the greatest year in Journal history 


1,022,000 POPULATION— gaining 115,000 since the 
1950 Census, Greater Milwaukee now has more consum- 
ers than any one of a dozen states, and all within 12 miles 
of the city center. Milwaukee county alone has 972,000 
—a gain of 100,000 since 1950. 


$ BILLION IN NEW BUILDING — In Milwaukee 
county alone construction contracts in the past six years 
totaled $1,091,000,000. This included over 48,000 new 
homes, according to the F. W. Dodge Corporation. 


EMPLOYED NOW 433,090—The number employed 
in Milwaukee county rose to a record of 433,090 in De- 
cember 1955 —an increase of more than 50,000 since 


1950, according to the Wisconsin Industrial Commission. 


DEPARTMENT STORES EXPAND—De partment 
store sales in Milwaukee were up 14% in December over 
a year ago. In four new regional type shopping centers 
(present and planned) Milwaukee will have six new de- 


partment stores and nearly 200 other new stores. 


The Milwaukee Journal 
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NADA Speakers Examine All Phases .. . 





Clinic Airs Service Problems 


Eprror’s Note: Following are 
the texts of addresses delivered 
Saturday and Sunday (Jan. 28- 
29) at the service clinics at the 
NADA convention in Washington: 

a * * 


Customer 


Relations 


By Robert D. Stewart 
Stewart Buick, Inc., 
Arlington, Va. 


When your chairman asked me 
to talk with you today on the sub- 
ject of customer relations I was 
very pleased, because there is no 
subject that is closer to my heart, 
and, it seems to me, there is no 
subject that needs our close atten- 
tion any more than our relations 
with the public. 


This is always true, but mixed 
up as we are in today’s highly 
competitive race, today is the 
time when we should be out look- 
ing for the favorable vote of 
everyone in our community. 


Right now is a very good time for 
us all to take stock of our cus- 
tomer relations, because right now, 
in the automobile business many 
of us are forgetting the very things 
that made us great, and made the 
automotile industry the great in- 
dustry that it is. Ours is a selling 
business from beginning to end, 
and in selling there is nothing of 
more importance than the respect 
and regard of our fellow men. 


But today, as all of us know, our 
industry has moved into strange 
paths. We are venturing into unex- 
plored territory, the like of which | 
even the oldest of old timers among 
us never has seen. It might be said 
that we are ali sailing uncharted 
waters, and that our destination is 
unknown. 

> * * 

Until very recently the automo- 
bile business was like a boat 
moored in calm waters, in a snug} 
harbor of a prosperous land. All 
automobile dealers were consid- 
ered successful businessmen, es- | 
teemed in their communities, looked | 
upon as business and civic leaders. | 

Our reputations were high in 
public regard. We had pretty well 
lived down the evils of the war- 
time shortage period and all of 


and products are available to them 
they are bidding higher than ever 
for the votes of the public. They 
are looking for ways to give their 
customers more and more service 
just at a time when we automobile 
dealers feel that we are forced to 
give our customers less and less in 
service. 
* + . 

So we find ourselves bucking a 
trend. And bucking a trend is not 
the best way to make friends. Our 
relations with our. customers have 
worsened. Our prestige is dropping 
|in our communities. And all of us 
will be hurt by these things. 

Now you will say, as I will say, 
that we are trying to do what is 
right. We are trying to do an hon- 
est job and trying to treat our cus- 
tomers as they should be treated. 
+We do not take short cuts. At 
| least not too many. 


But I believe you will agree 
with me when I say that there is 
probably not one dealer in this 
room who has not lost stature 








us looked forward to years of 
postwar prosperity. But late in | 
the summer of 1953, someone or 
something cut the rope, and we 
were set adrift in a stormy sea. 

Many dealers became panicky, | 
and suddenly one day sales, free} 
sides of beef, free mink coats, other | 
giveaways, discounts, overallow- 
ances, became our principal selling 
tools. 

Bait type, come-on advertising 
flourished. Some of us outdid the 
boys who sell appliances and re- 
built sewing machines. We stopped 
being leaders, most of us became 
followers, following defensively in 
the footsteps of the other fellow, 
down the path of poor business. 

* a * 
‘Our Timing Was Bad’ 

Of necessity, our new way of | 
doing business made us pare ex-| 
penses wherever possible. Many of | 
the good things we had learned to| 
do went by the board because we) 
felt we could no longer afford to| 
do them and still make the deals 
we had to make to move automo- 
biles. 

Because the service department 
is always one of our biggest ex- 
penses, many dealers made cuts in 
their service operations first. In 
some dealerships the wash rack 
became the dealer’s new car make 
ready department. 

Thus faced with an economic 
pinch, all of us have cut down 
wherever we could. Some of the 
things that made for happy cus- 
tomer relations were abandoned. 
And our timing could not have 
been worse. 

Because all around us are mer- 
chants who are competing for our 
customers’ goodwill and for their 
dollars. Look around you at the 
stores where you buy your family’s 
goods. The supermarket, the de- 
partment store, almost without ex- 
ception these people are busily 

engaged in wooing the public. They 
are offering more and better serv- 
ices, comforts, courtesies. 
In other words now that help 





because of the irresponsible acts 
of some dealer in his area. 

It is inevitable that each and 
every one of us will suffer when- 
ever we have one of these hit-and- 
run dealers operating nearby. We 
do not like the things they do; we 
don’t like the sharp practices that 
are the stock in trade of such deal- 
ers. But these sharp practices are 
going to be blamed on us all as 
automobile dealers, and when the 
Senate committees get through 
with the factories, I fully expect 
that they will start investigating 


the dealers. 
+ a * 


Dealer Must Be PR Man 


Now all of us need the high re- 
gard of our communities in order 
to survive. We cannot make good 
dealers out of the “castor-oil” deal- 
ers who have been put next door 
to us. But what can we do for our- 
selves to improve our relations 
with our customers and customers 
to be? Do we need .to do anything? 

Most of the large companies in 


RA 


America believe that good public 
relations is vital to their exist- 
ence. General Motors, Ford and 
Chrysler all have large depart- 
ments assigned to the job of pre- 
senting these corporations to the 
public in the best possib'e light. 
Hundreds of people out in De- 
troit spend all their time on this 
work. 

Every single policy and every 
single act of these companies is 
referred to the public relations de- 
partment, and there it is carefully 
weighed and sifted for possible 
public relations value. Thousands 
of publicity stories are written each 
year and sent to radio stations and 
newspapers all across the country. 

* ae * 


Now if the largest, strongest, 
richest corporations like General 
Motors, Ford, and Chrysler feel 
that public attitudes toward them 
cannot be left to chance, if they 
feel that highly paid men must be 
hired to mold public opinion in a 
way that is favorable to them, if 
our factories fecl that they must 
interpret for the public every bit 
of news that pertains to our indus- 
try, how can we as dealers sit by 
idly and do nothing to win public 
approval for our dealerships? 


We cannot if we are to sur- 





vive. Since we are small, and 
employ limited staffs, the first 
thing we must realize is to do 
the job right each dealer must 
be his own public relations direc- 
tor. 


He cannot delegate the respon- 
sibility for this work. The dealer 
himself must formulate a word pic- 
ture of what he wants the public 
to believe about him, and train 
every man in his organization to 
say and to do the necessary things 
that will make that picture come 


true. 
* * * 


Buyers Recognize Service 


As I said before, good public re- 
lations means winning the vote of 
the customer, getting him to buy 
his new car from you instead of 
from some other dealer. It means 
bringing him back regularly for 
his service so that when he next 
buys a new car he will buy it from 
you. But to do this you must sell 
him on your mental picture of 
what your dealership is and what it 
stands for. 

In conversation with many, 
many customers at time of deliv- 
ery, I usually try to find out why 
we sold them instead of losing 

(Continued on Page 23, Col. 1) 
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NADA Speakers Examine Problems .. . 





Sales-Service Link 
Emphasized at Clinic 


(Continued from Page 22) 


them to another dealer. Their 
reasons used to surprise me, but 
the pattern is so clear that I be- 
lieve the answers are sincere. 

Here is what nine out of 10 tell 
me. They say they bought because 
of our good reputation; they bought 
because they or their friends liked 
our service; they bought because 
they or their friends had been so 
courteously treated. They don’t say 
that they bought because we gave 
them the longest deal. 

I have come to think that they 
are sincere, and that the long deal 
has become so common that cus- 
tomers believe they are entitled to 
long deals and that all dealers will 
treat them about the same in this 
respect. And as soon as the deal is 
consummated, then things like 
service again become all important. 

* * * 


Research made by national or- 


ganizations supports my impres- 
sions. In answering questions about 
what new car they intend to buy, 


and why they intend to purchase | 


that particular brand, customers 
always mention the courtesy, reli- 
ability, reputation and service of 
their dealer. 


Now you know and I know that 


they buy where they think they get | 
but evidently the) 


the best deals, 
public thinks that all dealers give 
good deals and that other factors 
are still important, because even in 
1955, 40 percent of them talked only 
to the dealer from whom they 
bought their car. 

My job today was to discuss 
with you customer relations, par- 
ticularly as applied to service. 
But customer relations touches 
on all phases of our business, 
just as all phases of our business 
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bear on each other. And that is 
the key to the whole subject of | 
customer relations. Everything | 
we do influences people. 

The good things we do are good | 
public relations, the bad things we 
do are bad public relations. That is 
something we must always remem- | 
ber. Of course, most of ‘the things | 
we do are good things. The real| 
job is to be sure that the public| 
hears about and understands the 
good things we do. 

That is the real job of the public | 
relations director, the dealer him- 
self. In other words we must “ac- 
centuate the positive.” 
not assume that because we live 
right we will be liked and patron- 
ized. 


* * 


Winning the Public’s Vote 


let the public know about our good 
deeds and our good services. It 
isn’t necessary to spend money to 
|}accomplish this. The main job we 





|own public relations man and to 
| keep at it every day of the year, 
| looking always for opportunities to 
| be sure that the public does appre- 
ciate the good things we do. 

We can win the approval, or 
lyvotes of people who have never 


Let us at all times find ways to} 


| have is to remember to act as our} 


been in our place of business, who 
do not know just where we are 
located, but who may be our future 
customers. 

If you don’t think this is so, 
just ask your wife about those 
new folks who just bought the 
house down the street. Although 
she may never have seen them, 
she has them pretty well sized up 
by the kind of house they bought, 
by the repairs and alterations 
they are making. 

She even judges them by the 
|kind of moving van that brings 
their furniture. And many a woman 


We must|can give you a complete rundown 


on the neighbors by peeking 
| through the curtains as the moving 


|men carry in the furniture. 
| * * * 


In just this way people form 
|they deal with you, by your loca- 
|tion, the part of town you are in, 
by the kind of buildings you occupy 
and by their condition. 

Your mechanics who drop into 
ithe diner for lunch are judged by 
| their uniforms and general appear- 
|ance. Your truck drivers may be 
| burning up the roads and possibly 
| burning up some future customer. 

And your motorcycle delivery 
boys without your knowledge 


































































































be an oil filter . . 
valve lifters or a filler cap. 


What kind of replacement part does he want? The answer to that one 
is easy: the same kind that the manufacturer of his car chose as 
original equipment. 
AC has some original equipment on better than ninety per cent of all 
the cars produced today. \t has had original equipment on more than 
ninety per cent of all cars produced for many years. 


You'll find one or more of the-26 products manufactured or distributed 
by AC on virtually every American car. 


their cars! 
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At least ninety out of every 
hundred drivers are pre-sold on 


AC by the AC Quality Products 
that are factory equipment on 


Suppose, just for the moment, that a customer drives into your place 
of business for service on his car. He needs a replacement part. It may 
. spark plugs... or a fuel pump. It may be hydraulic 


Could any dealer ask for greater influence on customer acceptance or a 
potentially larger replacement market than that? 
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may act as if they are wearing a 
black leather jacket with the 
eagle on the back. The effect of 
all these things is customer rela- 
tions, good or bad. 

And there are some other aspects 
of winning the votes of the public 
that should be mentioned at this 
point. How about your advertising? 
Do you sound like a sincere and 


| reputable merchant when you 
| broadcast or run newspaper adver- 


tising ? Does your advertising sound 
as if you are proud of your busi- 
ness and proud of your product, or 
do you sound like dealers who are 
trying to unload damaged mer- 
chandise in a fire sale? 

You may well say that other 
dealers, your competitors, are doing 
this kind of advertising and seem 
to be getting along well. I know 


opinions about you even before|this is true, but I also know that 


many of them seem to be advertis- 
ing on a short-term basis, not like 
men who plan to make a life work 


of the automobile business. 
* * Ba 


Your Advertising Is YOU 


I believe that most of us who 
take the trouble to attend an 
NADA convention and go to meet- 
ings like this one are men who are 
planning to stay in this business 
for many years to come. And while 
we are on the subject of advertis- 
ing, I would like to remind you of 
an old advertising theory, a theory 
that has been proved many times. 

The public will think of you 
and say back to you the things 
you say in your advertising. In 
other words, the things you stress 
in advertising are the things the 
public gives you as reasons for 
patronizing you. This has been 
proved in many lines of business, 
and it will work as well for a 
local automobile dealer as for a 
national manufacturer. 

And this point brings up the real 
secret of good public relations. You, 
the dealer, the real leader of your 
organization, must decide what you 

want the public to believe about 
you. I recommend that you think 
about this at great length and when 
you believe you have thought it all 
out, take a sheet of paper and in 
not over 50 words write down the 
one thing you wish the public 
would believe about you. 

You'll probably do plenty of re- 
vising, and you may tear up many 
sheets of paper before you come 
up with that statement. But once 
you have decided that, during the 
next year, you would like to have 
the public think that one important 
thought about you, you have started 
on a program of public relations. 

* * * 

I would suggest that you have 
this statement typed with enough 
copies for every member of your 
organization, and that in every- 
thing you do you try to get this 
thought across to the public. 

It can be the key to your adver- 
tising, it can work its way into 
your direct mail, your publicity, the 
speeches you make, into your con- 
versations with customers or pros- 
pects. It should be a part of the 
life of your organization, so that 
every employe knows what you 
stand for. 

I suggest that you keep it sim- 
ple, because it is hard to sell the 
public on even one thought, and 
impossible to sell more than one 
thought at a time. Following this 
suggestion is harder than it 
sounds when I tell you about it, 
but it will work because it al- 
ways has worked, in many busi- 
nesses and in many industries. 
Suppose for example you decide 

that the one thing you want the 
public to believe about your organi- 
zation is that you do the work right 
the first time. Your first job is to 
get everyone in your own organi- 
zation to believe in this statement 
right from the car jockeys up to 
the service manager. 

You would probably send them 
all a bulletin on the subject, or you 
might put up cards on the wall of 
each stall. You would have the 
service salesmen alerted for better 
diagnosis, the service manager 
alerted for better road testing. In 
conversation, you would always 
mention your aim of doing the job 
right the first time. The idea would 
get into your advertising. Your 
new-car salesmen would use it as a 
sales point. 


* 7 * 
A Job for the Dealer 
If your work lived up to your 
slogan, it might surprise you to 
conduct a survey six months after 
you started the program and read 
(Continued on Page 36, Col. 1) 









Welcome to the 
N.A.D.A. Convention! | 


Visit us in the Mural Room...see how 


New U.S. Royal 


combining Steel and Nylon to produce 





the new safety age U. 4 ROYAL ESA 














Tou are cordially invited toa 


KOYAL OPEN HOUSE 


= Roos: of the Sheraton-P ark Hotel 
anuary 28th through r ebruary Ist 






you can step up your profit-per-car with a 


development 


| the most indestructible of tires! 


For you... for every car dealer, this new today’s competitive selling conditions. And 
U.S. Royal development holds tremendous new taking advantage of it requires no added 
profit possibilities. Presenting the facts about personnel, equipment or inventory on your 
it to new-car customers can make a tremen- part. Better get the full facts, from any U.S. 
dous difference in your profit margin under Royal man, before you leave the Convention. 





Exclusive Steel “Safety Crown”. Thousands of threads of flexible steel Exclusive De-Skidded Tread. A touch of Exclusive Coloramic Styling. Avail- 

float in soft rubber between the tread and nylon cord body, forming the brake opens the Master’s tread able in black, blue, bronze or green 

a barrier, that even razor-sharp axe heads cannot cut through orrupture. into thousands of working, gripping combined with conventional white- 
surfaces...stopping 1 to 10 car-lengths wall, or in narrow ‘Star Streak” 
quicker...giving matchless protection design above. All protected by pat- 
against skid and swerve. ented Curb Guard Rib.* 


*Trademark of United States Rubber 


United States Rubber 
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will be lost with any kind of a| and counties for less than they | 


Here’s What Dealers Whispered 


must for you to operate like they 
want you to or be punished. 

The quicker the manufacturer 
realizes that the dealer is his cus- 


Epitor’s Note: Following are 
comments taken from the ques- 
tionnaire submitted to dealers by 
the Senate’s Monroney subcom- 


mittee. The specific question |tomer instead of an employe, we 
was: “Have you any further | will be better off. The only way that 
comments regarding conditions | poth can make a continued success 
in the automotive industry to- |is by cooperation. 


day?” 
. 


TEXAS (Buick)—My only sug- | 
gestion would be to eliminate the) 


MISSOURI (Chevrolet) — Fac- 
| tories subordinate all other con- 
siderations to “great god” volume 
and childish mania for leadership 


* * 


at any cost. 


“yearly franchise” practice now in| 
effect. | 

GEORGIA (Buick) — (1) Install 
territorial security clause. (2) Man- 


WASHINGTON (Dodge- 
| Plymouth)—Another two years of 
|continued factory overproduction 
| will break 50 percent of the present 


ufacturer should pay dealer for 

AFA work the same as he charges 4°alers. i. ‘ 

his customers. They would naturally) INDIANA (Ford) — There is| 

say “No.” nothing wrong with the automobile | 
business today. In fact, I can’t | 


A franchised dealer is not given 
as near as much consideration as 
one of their employes. They have 
given him guaranteed working pay, 
whether he works or not. What do 
they tell a dealer? Just read one of 


think of a better business to be in.| 
| 

CALIFORNIA (Ford) The | 
things the factory and its represen- | 
tatives have done would make your 
hair stand on end. A dealer has no} 


he is canceled at once. They get 
away with murder. 
OKLAHOMA (Ford) — Mike, 
you will chéck what the boys pay 
for cars at Dallas, and then get the 
price at Tulsa or Oklahoma City, 
then add convoy charge to Tulsa or 
Oklahoma City from Dallas paid by 
company which adds to their cost, 
you will find the reason for so 
many cars at Dallas. 
WASHINGTON (Nash) — For 
some years, the Federal Govern- 
ment subsidized overproduction of 
farm produce. Now the dealers 
are forced to subsidize overpro- 
duction in the automobile field... 
Cut back production to sensible 
proportions ... “They are as sick 
that surfeit with too much as they 
that starve with nothing.” 
WASHINGTON (Lincoln- 
Mercury)—The dealer organization 
is being enlarged to a point that 
few will be strong enough to stand 


if | - 





will to a franchised dealer? 
TEXAS (Ford) — 


decline in business. 


NEBRASKA (Studebaker) — The 


due to so much over-allowance on 


. ; 4},| Part in contests that they have no 
taro The country is glutted with| oice in the rules for winning, and 
used cars. | 


| should not have to buy from one to 
NORTH CAROLINA (Chevrolet) | three hundred dollars’ worth of 
- Present merchandising methods} special tools every time a new 
|most deplorable in the 25 years I} model comes out, 50 percent or 
|have been in business. |more of which are never used. We 
FLORIDA (Chrysler-Plymouth)—|2'¢ told that this purchase is a 
|.We strongly favor legislation on must and we always have to buy. 

contract’ cancelling franchises of} OHIO (Chevrolet)—Dealer fran- 
dealers who sell new cars to|Chise should be changed to the 
unauthorized persons for resale.| extent that the dealer can at least 
| Also... a return to the territorial} Operate his business according to 
security clause would eliminate} his best judgment without pressure 


Dealers should 


margin of profit is very small today|"0t be compelled to buy excessive) 
advertising and be forced to take) 





|much of the present disgraceful | 


| tactics of merchandising automo-| 


| biles. Unless (there is) . .. decided 
|improvement . . 
|closing our doors. Legislation 
desperately needed to get the... 
| industry back on the sound business 


footing it should have. 

| COLORADO (Chevrolet) Na- 
tionwide freight equalization plus 
territory security would be great 
step toward stabilization of this 
industry. 


ARIZONA (Oldsmobile) — Why | 


their contracts. It is indirectly a security. If he fights the factory,slow times—50 percent of dealers should the factory sell to states 


‘ 
ea 
Lr 


Ohio Turnpike. 


Saving time in lube service—produc- 
ing top profits with ARO efficiency and 
dependability—explain why AROLUBE 
equipment gets the call in more and 


Yes, it’s ARO lube equipment in 
12 of the 16 modern service stations 
along the newly opened 241 mile 


it’s 





ice stations! 


more of the leading garages and serv- 


It will pay you also to look into the 


beautiful new AROLUBE Reels for 


See your automotive wholesaler. 


THE ARO EQUIPMENT CORPORATION, BRYAN AND CLEVELAND, OHIO 
Aro Equipment of California, Los Angeles, Calif. 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 


Offices in All Principal 


ARO 


LUBE EQUIPMENT 
Also ... Air Tools . . . Aircraft 


more profits in your operations. Choice 
of reels for chassis, gear, motor oil, air, 
water, automatic transmission . . . easily 
installed in any combination of units. 





Products . .. Grease Fittings 


. we certainly are} 
is| 


from the factory to make:sales that 
are not profitable just in order to 
maintain price or weight class posi- 
tion for them. 

MICHIGAN (Chevrolet)—A lot of 
the difficulty ... is due to fierce 
competition. While this competition 
might destroy a lot of the good 
automobile dealers and be in the 
| long run detrimental to the business 
|as a whole, I do not see how the 
| Government could legislate controls 
| that would help to any extent. 

GEORGIA (Chevrolet) The 
voracious manufacturers are pro- 
moting the ruin of dealers (small) 
and the public’s best interest, in the 
race to stay in first place or get in 
first place. 

OHIO (Studebaker) — Overpro- 
duction ... Who is making money? 
The manufacturer. 

PENNSYLVANIA (Oldsmobile) 

—Would hate to see the return 
of regulations to the automobile 
business — but with the “blitz” 
advertising ... it may be a good 
idea . . . to curtail long credit 
terms ... Sell the product you 
represent rather than terms. 

NORTH CAROLINA (Chevrolet) 
—All dealers should have a better 
guaranty with the manufacturer for 
the dealers’ investment. At present 
a dealer has a one-year franchise. 
Something should be done for the 
dealer’s future. 

WEST VIRGINIA (Dodge- 
Plymouth)—I would like to see a 
dealer have to pay at least $100 for 
selling in another dealer's territory. 

SOUTH DAKOTA (Cadillac) 
The factory is too profit-conscious 
| at the sacrifice of the dealer. 


| Plymouth)—Stop overproduction. 
NEW JERSEY (Dodge-Plymouth) 
—Need credit restriction. 
TEXAS (Chevrolet)—Large East- 
ern cities ship new cars into local 
areas at cheap prices. The cars are 






















































MASSACHUSETTS (Dodge- — 


derbi 


sold to nonfranchised dealers. They ~ 
are able to do this because of the ~ 


freight rates. 


TEXAS (Chevrolet)—I have been © 


in the wholesale and retail of the 


new-car business for the same car © 


line for 30 years, 
dealer for the past eight, and this 
is the way I see to correct this 
entire mess and let franchised deal- 
ers make a fair return on their 
investment: 

1. Control factory overproduction, 
due to greed for leadership and 
forcing the dealers to cast away 


a franchised © 


all ethics of salesmanship and enter — 


into eye-gouging tactics to deliver 
new cars which has created a 
ridiculous low gross for the dealer 
in comparison to the factories. 


2. Fair distribution of new units © 


to all franchised dealers. 
3. Equalization of freight. Why 


not? You have no complaints on 7 
dealers bootlegging parts. They are 
delivered from the factory’s depots | 
to dealers in New York for the 7 
same price they are sold to dealers | 
here in Texas. This one item alone, © 


it is believed, would go a long 


way toward eliminating selling cars © 


to nonfranchised dealers. 

NORTH CAROLINA (Ford)— 
Both financing and selling are 
too wild. One day this will all 
burst like a bubble and then 
what? 

IDAHO (Ford)—We want uni- 
form freight. So much freight at 
Detroit and same freight all over 
U.S.A. This will stop the flow of 
new and used cars from East to 
West. 

TEXAS (Dodge-Plymouth) — (1) 
There is too much pressure by fac- 
tory to sell cars or clean up models 
without the proper discount. Dealer 
takes the loss without the proper 
help from factory. (2) Arbitrary 
shipments of equipment such as 
power steering, power brakes and 
power motor equipment are placed 
on cars ordered without this equip- 

(Continued on Page 28, Col. 1) 
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3 steps to greater profit 
in your auto paint operation 


Se 


RINSHED-MASON Co. &@ NNR 
5935 Milford Ave., Detroit 10, Michigan ee . i 
1244 N. Lemon St., Anaheim, California - W: 


In Canada: 845 Wyandotte Street W., Windsor, Ontario 


Match any car color 
in a few minutes! 


Prepare only as much 
paint as you need and 
reduce waste! 


Maintain a low paint 
inventory at all times 
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franchised dealer will discontinue | one-year franchise. If it should 
operation for curbstone operation, be canceled, it would mean finan- 
eliminate service departments | cial ruin for the dealer. The 


. : : ; 
Here’s What Dealers Wh ispered and hinder the maintenance sys- | factories use thie stick over, the 
MARYLAND (DeSoto-Plymouth)| wish. 


—What’s good for the factories is} PENNSYLVANIA (Chrysler. 
not necessarily good for the dealers| Plymouth) — Worse than through 


Sizing Up the Auto Picture for Monroney Probers.. . 





(Continued from Page 26) shot” quick volume without market-| turers from forcing dealers into 


. i ts or supervisory expense,| buying more cars than they can : 
ment and are paid for before the ie ee ae : : and as lon fact -called d 
while old- 2 : g as every manufacturer| so-calle epression years ... 
dealer knows about such equipment me Cie-tine, NGR-CVernenS Iran-| SON AS & pret. wants to be No. 1 there is no solu-| Dealers are shipped models that are 


chised dealers a tandi y : Y : ; ‘ 
being placed thereon. protesting soodiiet. vequtation, aon MICHIGAN (Packard) Factories|tion . . . The dealers themselves| not salable in this area and either 








This business is long overdue. The i : must stop overproduction before| are not blameless. Their selling and| sell to bootleggers or sell with no 
contract is one-sided and should be ogg Bee od pg cey Lae gemgor the auto dealers all go broke or/ advertising policies are ridiculous| allowance to cover overhead. 
equalized. We have some recent/through “stimulator” outlets, while|°!! OUt #8 the case may be. This) and do not merit the patronage of} COLORADO (Nash)—I feel that 
evidence of the arbitrary shipments| themselves being forced through cannot go on. the average intelligent consumer. | aj] dealers are under too much 
mentioned above. It should not be) contract to maintain high capital} ULLENOIS (Dodge-Plymouth) —| COLORADO (Lincoln-Mercury)—| pressure and controlled by factory 
allowed. and building standards. Don’t be-| Thirty months’ maximum terms on| Return on sales alarming toward/| influence ... I really believe that 

WASHINGTON (Chevrolet) —) lieve factories would enforce terri-|™eW cars. Result: Bring back the| future existence. factory-dealer relationships should 
Urges a more equitable basis of car|tory security or any other type value of late-model used cars by ILLINOIS (Ford)—Need to have| be the main thing to investigate 
distribution. | bootleg clauses unless pressured| Pricing people that should be buying) price stabilization at once. Stop|@nd that would do much to stop 

OHIO (Pontiac)—The main cause| into doing so. used cars out of the new-car| high overallowance and inflated what you term “bootlegging.” 
for the trouble we all are having| CALIFORNIA (Chrysler- market ... this in turn should curb| finance charges and _ increase) NEW YORK (Studebaker)—As a 
is overproduction, causing too much; Plymouth)—Something should be overproduction. |monthly payment used by many at] Studebaker dealer I am not both- 
wild trading. | done toward stopping manufac- UTAH (Ford)—With the factories| present. Set new-car finance charge! ered by overproduction by Stude- 

LOUISIANA (Chevrolet) — There! - : ni netting up to $16 per $100 of sales|and stop kidding the public. baker, but overproduction by GM 
is a basic conflict at present be- as compared with the 1954 average) ARIZONA (Dodge-Plymouth) —|@nd Ford does hurt us and their 
tween the long-range objectives of Douglas at NADA among dealers of $1.80 which in-| The fight for first place in sales by| dealers. 
franchised dealers on the one hand) Douglas Co., Minneapolis, exhi-|Cludes their parts and service, there| the leading manufacturers in De-| COLORADO (Ford) — We are 
and factory short-term expediency bits Chrome-Craft die-cast li-|18 too much evidence of “sell| troit casts the burden and resultant|almost in the condition of 1933 
on the other. Factories want terrific cense frames and dealer name|es@rdiess” on the part of the) losses on the dealers. when the only thing that could help 
volume at full factory markup now|emblems, along with Aristocrat | factories, I cannot feel sure legis-|  JpAHO (Chevrolet)—With the |US is a return of NRA or similar 
while economy and market will rear deck plates, Scotthlite Day-| ation will correct this. | large investments dealers have to | Tregulation. Overproduction and fool- 
stand the pressure . . . Bootlegging Nite ads and Krome Kal ads. COLORADO (Lincoln-Mercury) | have to meet factory standards |ish desire for leadership on the 
furnishes factories additional “hot- (Booths 22-3 at NADA show.) —Unless something is done the ' they should have longer than a | Part of the factories is responsible 





seen ee . .. The large corporations, by the 
very nature of their operations, are 
forcing the smaller dealer into 


bankruptcy. 


ALABAMA (Pontiac)—Consider 
life of small-town dealer nearing 
end. Unable to meet metropolitan 
competition. Factories are con- 
centrating on volume sale only. 
Public will suffer if local dealers 
are forced out of market. 


INDIANA (Nash)—We feel prob- 
lems involved are more than boot- 
legging alone. Overproduction has 
put the car dealer in a position 
which has caused a wave of 
unethical practices—anything to get 
his cars sold. A normal supply of 
automobiles would put him in a 
position where he could do business 
in a normal manner. 


NEW YORK (Ford)—Bootlegging 
has not seriously affected us yet, 
but it is causing great sales resist- 
ance because of the metropolitan 
papers which show big discount ads. 

I believe every dealer should 
have a territorial security clause 
with a stiff penalty for infringe- 
ment. I believe Regulation W 
should be enacted again with a 
24-month limit. This would stop 

. crazy advertising. This would put 

Some facts avout life... people in good late-model used cars 

which they can afford to pay for 

instead of new ones which eventu- 
ally will be repossessed. 


INDIANA (Chevrolet) — A _ used- 
car dealer can undersell me as he 
does not have the overhead that 
I do. 

TEXAS (Chevrolet) — I think 
there are too many direct and 
indirect taxes placed on automo- 
biles. The manufacture or Federal 
tax (sic) should be reduced, at 
least, if not eliminated. 

OHIO (Chevrolet)—The auto- 
mobile business as a whole is a 
good business, and I have been 
in it all my life. I believe if there 
. e ~ was less factory pressure and 
in Pniladelphnhia more dealers were forced to stay 

in line with good business prac- 
tices, this so-called bootlegging 
would vanish overnight. 

My investment is $146,000 and 











From Point Breeze to Paoli, from Camden to Cyn- and feature stories, quoting from columns that run so far this year I have made 
wyd, citizens who would not have been caught dead _ the gamut from Earl Wilson to Max Lerner, Dorothy SS ae ee oe 
ae are now beginning to “see _ Kilgallen to Sylvia Porter. MICHIGAN (Lincoln-Mercury) — 
Of course, the new News audience is quick and respon- pl BR pg Bee rm ln ng 
; : ‘ anes : , dealer that db 
The all-new Philadelphia Daily News is giving the _ sive. Prosperous, too. That’s why alert advertisers, I’don't think competition is much 
town journalism of unaccustomed vigor. And the local and national, are giving us such gigantic linage* tougher than it is in any other field 
town loves it. For the first time in decades, a Phila- _ gains. They know the benefits of reader loyalty. Th of merchandising today. 
delphia newspaper is speaking its mind on issues more : . : your Sey KENTUCKY (Dodge - Plymouth) 
. 7 3 know, also, that ads in our sparkling tabloid pages —I believe if territory security is 
controversial than yesterday’s weather. Philadel- get seen: we couldn’t bury you if we tried. Read returned with enough penalty for 
phians of all parties are getting kicks from editorial Joygity plus su ssibilit iit = infringement of same, bootlegging 
pages that sing out with clarity, power and wit. loyalty plus supreme visibility . . . at’s why the will be stopped. It is the easiest way 
tas dee i ‘aie eh : pay off” is big .. . in more than 175,000 households. of policing bootlegging, stopping the 
ew oO - . ° sale of cars a e dealer source. 
usands are applauding sharply-written news Try a schedule soon. See the bright difference! NORTH CAROLINA (Chevrolet) 


—The trouble with the automobile 
business today is a “rat race” be- 
tween Chevrolet and Ford for the 
No. 1 place in registrations. They 
are creating a so-called false mar- 


putLaeeuPura Barty a the automobiles on 


kee N cE Ws Ss ae What we need is Government 
: regulations on downpayments and 
terms. This would force the manu- 


facturers to curtail production and 
give the dealer an opportunity to 


Dt 


Represented by: REYNOLDS-FITZGERALD 


New York + Chicago - Detroit - Syracuse - Atlanta *Gain 1,177,372 lines sell his merchandise at a reasonable 
Los ples - isco ° ° Phi : profit. If something along this line 
Angeles + San Francisco + Seattle - Philadelphia fover 1,777 pages) 12 months 1955 fo nat dene peetty seen, the mane- 





facturers will break more than half 
(Continued on Page 30, Col. 1) 
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BENDIX POWER BRAKES ARE A PERFORMANCE-PROVEN SALES FEATURE 





POWER BRAKES 


First in the field- 
now standard of the 
industry! 


The first practical power brake to be put on the market was 
developed and produced by Bendix. Today Bendix* Power 
Brakes are specified by practically every car manufacturer 
in the industry. 

This industry-wide acceptance of the most revolutionary 
development in braking since Bendix four-wheel brakes is 
convincing evidence of Bendix foresight in research and engi- 
neering. And the fact that today more Bendix Power Brakes 
are in use than all other makes combined demonstrates con- 


BRAKES « POWER STEERING « POWER BRAKING 
e CONSTANT VELOCITY UNIVERSAL JOINTS 
e HYDRAULIC REMOTE CONTROLS 


clusively the ability of Bendix to produce as well as to plan 
ahead for the industry’s requirements. 

Available in low pedal or high pedal designs to meet 
individual manufacturers’ requirements, Bendix Power 
Brakes are a potent source of customer good will from the 
first mile to trade-in time. 


BENDIX sivrsion SOUTH BEND ‘xo:ana 


Export Sales and Service: Bendix International Division, 205 East 42nd Street, New York 17, N. Y. 


*REG. U.S. PAT. OFF. 
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Sizing Up the Auto Picture for Monroney Probers .. . 


Here’s What Dealers Whispered 


serves to cancel contracts in 30 days| setting up dealers known as sales 


(Continued from Page 28) 


of their dealers in their mad 
scramble for the No. 1 place. 

LOUISIANA (Chrysler-Plymouth) 
—During 1954 we sold six million 
cars in a five-million car market. 
In 1955 eight million in a six-mil- 
lion market. We are now selling our 
1957 prospects and a lot of dealers 
are getting hurt in the process. 

MASSACHUSETTS (Chevrolet)— 
I believe that overproduction has 
caused 99 percent of the adverse 
conditions experienced at present. 

PENNSYLVANIA (Pontiac) — 
Factory pressure is the greatest 
cause for the ills of the automobile 
business today. 


DISTRICT OF COLUMBIA 
(Buick)—Business is good. I am 
making money. Thanks. 

PENNSYLVANIA (Chevrolet)— 
Availability of adequate parts and 
service by franchised dealers re- 
quires protection from sale of cars 
by unauthorized outlets. Buying 
public in jeopardy when buying car 
from unethical and irresponsible 
outlets. Wartime operation of deal- 
ers indicates need of protecting 
franchised dealer outlets for any 
future emergency. 

NORTH CAROLINA (DeSoto- 
Plymouth) — In our location the 
main trouble seems to be the race 
between Ford and Chevrolet for 
first place. These dealers are being 
loaded with too many cars for this 
territory, and I cannot see how 
they operate at a profit. The use of 
long-term credit to move the over- 
production of cars seems to me a 
big danger. A person can buy a new 
car with less money than it takes 
for him to buy a used car. I con- 
sider the overproduction of cars the 
No. 1 evil in the industry today. 

TENNESSEE (Lincoln-Mercury) 
—Freight rates are not our major 
problem. Actually, there was not 
but one month of the 1955 model 
year that we received enough cars. 
However, during this same period 
other make dealers were receiving 
great quantities — especially GM 
dealers. The volume of sales was 
great enough to break price struc- 
ture. Without price _ structure 
this business will never be substan- 
tial. Too much production such as 
the industry produced, as a whole, 
in 1955, is the greatest evil we con- 
tend with. 

MICHIGAN (Studebaker- 
Packard)—I think that the over- 
production of General Motors and 
Ford is causing the main trouble. 
When anyone can buy their product 
for $100 over invoice, it is time that 
something is done about it. 

MICHIGAN (Foreign Make)—If| 
factory coercion of dealers is not| 
_ currently subject to regulation, we} 
need a law. 

PENNSYLVANIA (DeSoto- | 
Plymouth)—Forcing cars on deal-| 
ers who are too timid to say no is| 
the biggest cause, in my belief, of 
bootleg sales because too many) 
dealers cannot afford to hold them) 
and this is the easy way out. 

NEBRASKA (Ford) — Overpro- 
duction and factory pressure are 
chief causes of our trouble. 

NEBRASKA (Chrysler-Plymouth) 
—I will be broke in about six 
months. 

KANSAS (Ford) — At this time 
Government legislation, we feel, is 
not needed. Dealers must learn to 
solve their own problems with the 
factory to keep our portion of the 
economy free and independent. 

MISSOURI (Nash)—Too liberal 
credit terms (small or no downpay- 
ment and long duration of pay- 
ments) is a serious threat to our 
economy—could lead to another dis- 
astrous decline from a negligible 
downward trend. 

I (Kaiser-Willys) — 

No dealer should be forced to 
purchase units, such as trucks 
or certain types of cars, just be- 
cause some factory projected 
wrong, in order to secure the 
units that will sell in his area... | 
Crazy, unethical finance terms | 
and advertising ... should be 
banned. 


NEW JERSEY (Chevrolet)— Auto 
dealers should have permanent con- 
tract. Factories should not be able 
to cancel contract unless grievous 
offense. Factories should have to 
renew contract. 

WEST VIRGINIA (Packard) — 
The opportunity the factory re- 











without reason. (This) should be 
changed to protect all—especially 
dealer and buying public. 

RHODE ISLAND (Chevrolet) — 
Would like to see strong control by 
Government or State over all auto- 
mobile dealers to eliminate boot- 
legging and other unethical prac- 
tices. 

PENNSYLVANIA (Pontiac )— 
Change the selling agreement be- 
tween the factory and the dealer 
. .. Make it impossible in some way 
that the factory cannot cancel out 
or refuse to renew the selling agree- 
ment for no other reason than that 
the dealer is not selling enough new 
cars to satisfy the factory. 


TENNESSEE (Oldsmobile)— 
Should have protection with regard 
to cancellation of contracts by man- 
ufacturer . . . The manufacturer 
holds both ends of the string. 

COLORADO (Ford)—The short- 
sighted expedient used by manufac- 
turers for temporary volume by 





ite - ae 


GM Proving 


stimulators in metropolitan markets 

... (who offer) cut-rate prices and 

razzle- dazzle seducements .. . 

serve the factories by making false 

claims of additional production be- 

= needed that soon gluts the mar- 
e 


ILLINOIS (Chevrolet)—Eliminate 
the new-car registrations which are 
used as the barometer of percent 
of sales that the manufacturer uses 
as the hammer over their dealers 
to produce more sales. When a 
dealer has to take unprofitable 
deals to get his share of the new- 
car registrations, he has to sacri- 
fice profit. We know of no other 
business which uses registrations 
as a method of putting pressure on 
the franchised dealers of the prod- 
uct to take more merchandise than 
they can sell at a profit. 


MISSOURI (Studebaker) — Over- 
production is the curse of today’s 
automobile business. Dealers are 
expected to keep selling regardless 


“The Torture Trail" — a block-studded stretch at the 


Ground. The first vehicle has standard 


springs and shock absorbers—and see it bounce! The 
second has added RS D Suspension. Note its smooth pas- 
sage at the same speed! These oscillographs tell the story. 


of profit and yet the independent 
dealer, a small-business man, is 
completely overlooked by both man- 
agement and labor in its recent 
GAW negotiation. The dealer is in 
due need of a “guaranteed annual 
margin.” 

ILLINOIS (Pontiac)—Small deal- 
ers should have protection against 
factory pressure. 

INDIANA (Chrysler-Plymouth)— 
Bootlegging, as I see it, has been 
brought about solely from the man- 
ufacturer. These manufacturers are 
aware of the conditions and care 
little about doing much for the 
dealer being affected. 

KENTUCKY (Buick) — Produc- 
tion is too high for a stable future. 

KENTUCKY (Cadillac) — (1) 
Overproduction; (2) too liberal 
credit terms. 

ILLINOIS (Lincoln-Mercury)— 
The automobile business is im- 
portant to the whole country, and 
if it requires laws to keep it in 
line, then let’s have them. 
MASSACHUSETTS (Nash) — No 
packs, no gimmicks, no comeon 
advertising. 

NEBRASKA (Willys)—Factories 
can or could correct any and all 
problems in automobile retailing if 


| they cared to—through contracts 
and a reasonable and honest super- 
vision of their dealers. 

| ELLINOIS (Pontiac)—Don’t feed 
inflation. Restrict credit terms to 
21 months on new, 15 months on 
used. 

ILLINOIS (Chrysler-Plymouth)— 
| Seems as though the auto dealers 
| should organize on the same basis 
| as labor—and strike at the slightest 
bit of difference. 

TEXAS (Dodge- Plymouth) — 
Curtail production to actual need. 

Lower cost. Factories are getting 
full retail prices to dealers. Too 
many high-salaried execu- 
tives from $75,000 to $1 million 
per year. 

MISSOURI (Chrysler-Plymouth) 
—For every car bootlegged, a cus- 
tomer for a profitable deal is off 
the list of prospective buyers. 

KANSAS (Lincoln - Mercury) — I 
believe some of the larger dealers 
| and factories should be investigated 
for auto trust relationship. 
KANSAS (International) — Some 
method to stop discount selling 
would help larger dealers with large 
overheads to stay in business and 
pay their taxes. 
NORTH CAROLINA (Chrysler- 
(Continued on Page 31, Col. 1) 








NOW-GMC'ss new RSD Suspension 
smooths the road ahead 


— for truck-users and truck dealers altke! 


VERY ONCE in a blue moon there comes an 
E engineering advance so sensational that it leaves 
the rest of the automotive industry far behind. 
Today, GMC brings you another—on our improved 


Blue Chip half-ton models. 


It is RSD Front-End Suspension, which means 
that the front wheels—in addition to regular springs 
and shock absorbers that lessen jolts—are equipped 
with an amazing new device known as a Road Shock 


roughest roads. 


with RSD Suspension 


never known before in 


Damper* that eliminates wheel bounce on the 


The result is a ride so incredibly comfortable you 
can hardly believe it. A Blue Chip GMC pickup 


rides — not merely equal to 


a passenger car — but with a miraculous smoothness 


any wheeled vehicle! 


No longer need you slow down for rough going. 
Vehicle slewing is eliminated. Steering is easier — 
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Sizing Up the Auto Picture ... 





Here’s What Dealers 


Whispered 


to Probers 


(Continued from Page 30) 


Plymouth)—Legislation is urgently 
needed. 

LOUISIANA (DeSoto-Plymouth) 

-Yes. I think the only solution is 
left to our Federal Government 
officials to make certain laws to 
protect the greatest small business 
in America. I for one am seriously 
thinking of giving up this automo- 


bile business. We cannot compete | 
with used-car lots selling new cars| 
because we have to uphold the car} 
manufacturer’s good name by serv-| 
icing their makes of cars, which| 


the customer is entitled to regard- 
less where he buys the car. 


P. S.: You can use my comments | 
or my name for any just purpose! 
whatsoever. It is no secret I am| 


personally few up with this car 


ee Thanks very much for 
the questionnaire. 


| ‘TEXAS (Chevrolet) — The auto} 


| business will be insecure so long as 
| factory only gives a one-year con- 
tract. It takes $50,000 to handle a 
— deal and it isn’t feasible to 
make that kind of investment and 


|only have a one-year contract. 
MICHIGAN (Packard) — Some 
form of concrete advisement to 
small ambitious person or per- 
sons who wish to set the world 
on fire with an investment of 
from $20,000 to $30,000—to stay 
out. This, of course, would neces- 
sarily involve probably 85 per- 
cent of the smaller manufactur- 
ers’ dealers—such as Studebaker, 
Packard, American Motors—with 
dire results to both small compa- 





driver fatigue greatly reduced. Fragile loads are pro- 
tected from breakage. Believe it or not, you won’t 
even feel tramp over the expansion joints in concrete 


pavements! 


RSD Suspension is only one of the big new crop 
of advances on the great new Blue Chip GMC’s for 
56. It’s one of the many reasons GMC franchise- 
holders are looking forward to a bigger-than-ever 
year ahead -—right on the heels of a 1955 that was 
the most successful in recent GMC history. 


If this sounds like opportunity knocking for you— 


and you’re in an open GMC territory — write or 


wire us today! 


*Standard on the Suburban; optional at slight extra cost on other 4-ton 


models 


| done to make it possible for a new- 


| retailing. 





How RSD Works! The Road Shock Damper 
applies in reverse an age-old physical law which 
explains how the rhythmic steps of marching men 
can set a large suspension bridge into dangerous 
motion. In the Road Shock’ Damper attached to 
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nies which again plays into the 
hands of the Goliaths. 


CALIFORNIA (Ford)—I think it 
is time our Government takes a 
hand in the personal feud between 
Mr. Breech of the Ford Motor Co. 
and Mr. Curtice of General Motors. 
Their determination to outdo each 
other in production is ruining an 
industry and small business which 
is so important to our national 
economy. This overproduction 
makes it practically impossible for 
individual dealers to operate at a 
fair profit and to stay in business. 
This forcing of cars down the deal- 
ers’ throats must be stopped if this 
industry is to survive. 


ALABAMA (Buick)—There needs 
to be a Federal law prohibiting 
dealers from false advertising. 


MASSACHUSETTS (DeSoto-| 
Plymouth) — Unless something is 


car dealer to realize a fair profit, 
there'll be a collapse of automobile} 
dealers, and eventually a monopoly 
by the factories to do their own} 





NEW YORK (Buick) Dealer 
lack of security due to yearly con-| 
tract with factory makes the dealer! 





each front wheel the weight ‘““W’’ floating on 
springs ‘‘S’’ is harmonically tuned to the natural 
frequency of the vehicle’s unsprung weight. Its 
harmonic oscillation acts as a dynamic brake and 
reduces wheel-hop to a mere flutter. 


wholly dependent on factory policy 
and whims. 


NEW JERSEY (Ford)—Competi- 
tion is very rough. Percent of profits 
is almost nil. But under a free- 
enterprise system— which I fully 
believe in—there isn’t much that 
can be done about it. 


Dealers must operate their busi- 
nesses better to survive. Factories 
must cooperate more for the deal- 


ers’ welfare and be allowed under} 


the law to do so. 


OREGON (Chevrolet) —W ould 
like to see return of penalty clause 
in franchise, by which a dealer who 


sold to any automotive sales outlet, | 


other than an approved subdealer, 
a unit which he knew was being 
purchased for resale must pay to 
the dealer in whose zone of influ- 


| ence the car was sold the difference 


between cost and recommended list 
price. 


IDAHO (Dodge- Plymouth) — 
Manufacturers that award bo- 
nuses to their dealers for great 
numbers of new-car deliveries 
(with those cars being sold to 
questionable credit risks and at 
terrific discounts) force competi- 
tion to a point where a great 
many dealers cannot compete. 


# Tike 





IN MOTOR TRANSPORT 





GMC TRUCK & COACH 
A General Motors Division 


THE BETTER YOU KNOW GMC...THE BETTER THE TRUCK BUSINESS LOOKS 


| 
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The average profit per new car 
is dropping to such a point that 
it is a question of whether it is 
worthwhile to stay in business 
and compete. 

GEORGIA (Studebaker) — The 
main cause for conditions existing 
in the automotive industry today is 
overproduction by General Motors 
and Ford—forcing sales for regis- 
trations. 

The connection between General 
Motors dealers and GMAC and 
MIC allows financing on low down- 
payments and long terms that 
Chrysler and independents cannot 
get, which is strictly in violation of 
antitrust law, but it seems that 


|General Motors can get by with 


anything. If the monopoly cannot 
be broken up, give us regulation W, 
so that every manufacturer and 
dealer will be on the same basis. 


The franchised dealer is required 
to have a building, a parts inven- 
| tory and other facilities necessary 
|for the servicing of his factory’s 
| new cars, employ trained personnel, 
and meet other requirements that 
necessitate a heavy overhead, while 
the used-car dealer can operate 
from just a lot with a very small 
percentage of the number of em- 
ployes. 

Unless the present situation is 
changed, the franchised dealer . 
would be foolish to continue in busi- 
ness, and you can well see what 
that will do to the economy of the 
country. 


COLORADO (Dodge - Plymouth) 
—There should be some legislation 
to protect the dealer from undue 
pressure from the factories. In my 
opinion, a dealer should have the 
| right to decide how many cars he 
can sell in his market at a profit 
and order accordingly without be- 
ing threatened with the cancella- 
tion of his franchise. 


OHIO (Ford)—So far this year, 
Ford Motor Co. has enfranchised 
an additional seven new dealers 
| within a 15-mile radius of us. These 
|dealers do not have proper facili- 
ties to service the cars they sell; 
neither do they have capital to 
stock sufficient parts. They cut 
prices more than established deal- 
ers have been doing and try to hire 
away personnel who have been 
trained at the established dealers’ 
expense. 

UTAH (Ford)—Freight differen- 
tials and unethical franchised deal- 
ers along with pressure to take 
more cars than needed has, along 
with overproduction, caused much 
| of the bootlegging. 


CALIFORNIA (Pontiac)—Ter- 
ritorial security clauses are no 
cure for any of the ills of the in- 
dustry. Large areas, such as the 
40 or so Pontiac dealers in metro- 
politan Los Angeles, are able to 
maintain a paid employe to check 
up on territorial-security viola- 
tions and thus impose penalties 
on dealers outside their terri- 
tories whereas small dealers are 
not able to maintain such a 
checking system and cannot spot 
such violations by the dealers in 
the metropolitan areas. 


COLORADO (Chevrolet)—My an- 
swer to 12 is “No” for I would 
rather have Congress give the auto- 
mobile manufacturers permission— 
not a mandate—to reinstate what 
was known in our Chevrolet con- 
tract as territory security and the 
bootleg penalty ... which caused 
the selling dealer to pay $35 if paid 
voluntarily, or $50 if he. delayed 
paying over a certain time, to the 
dealer in whose territory the sale 
was made to a legitimate, retail cus- 
tomer, except fleet users. If the sale 
was made to, or found its way into, 
the stock of a competing franchised 
or used-car dealer, the penalty was 
$200. This clause made bootlegging 
unprofitable for all but did not 
affect the public interest. This small 
fee paid a neighboring Chevrolet 
dealer did not deter dealers from 
selling in another dealer’s territory 
and thus protected the public inter- 
est by permitting full competition. 

I believe in the franchise system 
for dealers but think it will be dis- 
continued within five or 10 years if 
bootlegging is not stopped. This will 
greatly injure the public interest 
for the manufacturers will have to 
solicit and sell to all dealers. They 
will not be able to estimate and 
build as they do now. Therefore, 





| their production will be unpredicta- 


ble and undoubtedly lower, and the 





public will have to pay more for 
this limited production . . . Facto- 


ries are dependent on dealers as 
(Continued on Page 34, Col. 1) 








the MODERN test method 
used in most large planes— 
in flight and on the ground. 


NOW AVAILABLE FOR AUTOMOTIVE USE! 








OF 


Checl 
back 
Here is the first new approach to Motor Tune-Up in the last 25 years. because of the difficulty in getting at the parts — which is why it is now so utor 
You can now make a complete ignition and engine analysis in 3 minutes necessary in Automotive Maintenance. It also saves hours of wasted effort beari 
or less. Only 3 connections to make! No wires to remove except the coil hunting down troubles, another reason why every service department will 
lead in the Distributor Cap. Spark advance is read directly while the | want Dyna-Vision. ie 


engine is operating. 

Dyna-Vision not only tells you far more about the engine than can be 
determined by any conventional method, but it does it faster and is easier 
to understand. For the first time you can actually see what occurs in the 
ignition system and valve mechanism while it is operating. 

This method is now standard on all large civil and military aircraft 
using piston engines. Diagnosis and pinpointing of ignition and valve 
troubles is done instantly — in flight. This system has become universal 


17” tube 





Model 1000 


Designed for those who want the finest! 










What a 3 Minute Dyna-Vision Test Will do for You 
It means more parts and service sales, more satisfied new and used car 
owners. It can be a magnet to attract additional customers. Now your 
service manager can know what to write up in a Repair Order because he 
can check the engine while the customer waits. At last you can instantly 
locate those hard-to-find troubles for none can escape the electronic eye 
of Dyna-Vision. Fleet operators can afford periodic Preventive Mainte- 
nance Checks and save money as well as improve performance. 






7” tube 7” tube 


PCy. CT) 


The 17” Television Tube used in this model gives 


In this combination our 7” Dyna-Vision Projector 


This unit is for those who want Dyna-Vision only 


o8 an exceptionally brilliant picture. Larger size of is mounted on our Deluxe Floor Stand which also and will continue to use their present Tune-Up. 
cov pattern makes diagnosis faster and more accurate. includes our Battery, Starter, Regulator Tester, Additional units such as a Combustion Analyzer, 
wast opat Included in the console are a Combustion Ana- Combustion Analyzer, Coil and Condenser Tester, Sensitive Vacuum Gauge, Distributor Vacuum Con- 
got 2 ggio™ lyzer, Timing Light, Tachometer, Sensitive Vacuum Timing Light, Tachometer, Sensitive Vacuum trol and Advance Tester, Timing Light, Tachometer 
geo"® po? Gauge, Distributor Vacuum Control and Advance Gauge, Distributor Vacuum Control and Advance plus Valve Analyzer may be added any time. 
" yo" Tester plus Valve Analyzer. Tester plus Valve Analyzer. 


cc 


Che 
a 
ta syste 
Dyna-Vision Dyna-Vision 
Super-Deluxe and ard 
Dyna-Vision Motor Tuner Motor X-Ray) = 1 
Console Combination Combination 


REQUEST FOR DEMONSTRATION 


To: Heyer Industries Incorporated, Dept. DV, Belleville 9, N. J. 


SEE US AT THE NADA SHOW 


We would like to 


Gcemonstration c 
Dyna-Vision in our 
Without obligation 


course 


have a Name 
+ een ths 
Arete 
oO 


Street. 


aa 
Requested by. 


BOOTHS B-3 AND B-4 IN THE LOBBY 


OF THE SHERATON PARK HOTEL 


SS 











BREAKERS 


SPARK PLUGS Checked for point condition and 


Checks plugs under actual engine resistance, mis-alignment, friction 
Operating condition — instantly lo- and bouncing at all engine speeds. 
cates fouled, shorted, open or 

worn-out plugs. 





CAM 
OPERATION 


Checked for symmetry, 
back lash, bent distrib- 
utor shaft and worn 
bearings. 





(b) Distributor cap 
(c) Clamp over the #1 plug wire. 







CONDENSER 


Checked for proper 
condition while operat- 
ing the car ignition 
system. 


COILS BATTERY AND 
Checked for rated K. V. output, CHARGING SYSTEM 


shorted primary or secondary 
turns, open secondary, intermittent 
grounds and insulation leakage. 


Battery and regulator voltage 
checked to be sure power supplied 
to Ignition System is normal. 


INDUSTRIES, INCORPORATED 


BELLEVILLE 9, NEW JERSEY 





VALVES 


Both Intake and Exhaust valve 
assemblies are checked for leak- 
age, sticking and delayed closing 
at all engine speeds. 












DISTRIBUTING 
SYSTEM 


Checked for series 
gaps, poor connec- 
tions, opens, and leak- 
age. 





IGNITION 
TIMING 


Checked with built-in 
power timing light that 
requires no additional 
connections to use. 


DISTRIBUTOR 


Checked for specified dwell and 
for proper operation of advance 
mechanism, both mechanical and 
vacuum. 


DISTRIBUTED ON THE WEST COAST EXCLUSIVELY 

BY SHIELDS, HARPER & CO. + LOS ANGELES 

FRESNO * OAKLAND * PORTLAND « SACRAMENTO »* SEATTLE 

IN CANADA: 

REGENT EQUIPMENT MANUFACTURING COMPANY, LTD., TORONTO 
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Here’s What Dealers Whispered 


(Continued from Page 31) 


dealers are on them. If too many 
dealers become unprofitable, facto- 
ries will change the situation be- 
fore it hurts their interest. Please 
give them the right to protect our 
franchise and the public interest 
by amending the antitrust or ap- 
plicable laws as follows: 

“It shall not be unlawful for any 
manufacturer to place a money 
penalty clause in its contract with 
its franchised dealer’s as a penalty 
for selling their product in another 
similarly franchised dealer's city, 
town or village, or territory outlined 
in said dealer’s contract; or to an 
unfranchised dealer, or a franchised 
dealer of another make product, for 
resale.” 

I do not think phantom freight 
is a problem. I would like to have 
legislation that would permit a fac- 
tory to deliver its products any- 
where in the United States at the 
same price. I believe this definitely 
in the public interest for the public 


would then know what it should 


pay for an article. The way it is| 
. it’s perfectly legal to set| 


now .. 
any price—higher or lower than a 


factory-suggested price (and will be| 


have the “guts” to say “No” when 
I think I have bought enough. 
CALIFORNIA (DeSoto- 
Plymouth) — Look into factory re- 
lations with large dealers who are 


after permissive legislation), but! able to buy in large volume. 


the factories could protect the pub-| 
lic interest by advertising their sug-| 


gested retail price. 


I don’t believe Congress could find 
many dealers actually canceled for 
not taking cars. Our factory cer- 
tainly makes every -effort to sell us 
a great number of cars, and some- 
times more than we think we 
should take, but if I had only one 
customer, I think probably I would 
“turn on the heat” to try to sell 
said customer, so I grant the fac- 
tory the same privilege and must 


Benmatt at NADA Show 


License frames and monograms 
are displayed by Benmatt Organi- 
zation, Inc., Los Angeles, manufac- 
turer of auto dealers indentifica- 
tion. (Booth 3 at NADA show.) 


MISSISSIPPI (Ford) — Unethical 
(false advertising) prices, down- 
payments. Payments per month 
will eventually kill the small 
dealers. Finance charges are usu- 
ally exorbitant with most unethical 
and unauthorized dealers. 


MAINE (Hudson) — Payment 
period should be limited to 24 
months. 

ARKANSAS (Ford)—Misleading 


advertising is very bad. 

NORTH DAKOTA (Dodge- 
Plymouth)—There is little ques- 
tion but what overproduction is 
the main cause of dealer distress. 
In order to move extra cars 
some dealers feed the bootleg 
market. Overproduction forces 
dealers to expand their retail 
market by granting unusual 





terms, overallowing on tradeins 
and otherwise bringing into the 
new-car market many buyers 


who belong in the late-model 
used-car market. 
OREGON (Chrysler)—I believe 


our dealer and factory franchise 
should be strengthened in the 
dealer’s favor. Dealer actually 
makes factory profits possible by 
aggressive penetration of dealer’s 
market. Present dealer-factory 
franchises offer dealer very little 
protection, yet factory requires 
heavy investment by dealer. 


MICHIGAN (Ford) — It’s over- 
production that causes all the evils. 


CALIFORNIA (Ford)—The only 
concern I have is the present trend 
of the Big Three to monopolize 
the retailing field for new cars by 
use of the motor-holding financing 
setup for new dealers. This means 
that they control the policy of the 
dealership to fit their primary pur- 
pose of selling new cars in volume 
without regard to service or com- 
munity good. In our area a majority 
of new-car sales are controlled by 
the manufacturers through his 
means. Old dealers are being forced 
out. 

UTAH (Cadillac) — I feel that 
most of our troubles are due to 








How many New Yorkers 
who read The News 30 ON vacations? 


The number of News readers who gad about on holidays 
should bring a grateful gleam to the eyes of passenger agents, 
plane pilots, steamship magnates, resort operators, proprietors 
of gift shoppes and eating places, and manufacturers of 
automobiles, gasoline, tires and seat covers! As a matter of fact, 
News readers are the most and best customers in New York for 
almost everything. And if you are ambitious to do more business 
here, The News is your oyster. Most economical medium, too! 

If you’d like to know who buys what and spends the most 
money in this market, you should see the survey W. R. Simmons 
& Associates Research, Inc. made for us. Biggest, best conducted, 
most significant study of newspaper readers and their customer 
characteristics ever made, anywhere at any time, by anybody! 
It took 10,345 personal interviews, and cost us more than 
$150,000 to get the information. Ask your advertising agency 


or any New York News office to show you 


“Profile of the Millions” 


THE aN EWS, ‘New Yorks’ Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 


220 East 42nd St., New York City ... Tribune Tower, Chicago... 


155 Montgomery St., San Francisco...1127 Wilshire Blvd., Los Angeles 





In the past year 


190,000 went outside of U.S. 
120,000 went to Canada 
170,000 went to Florida 


100,000 went to Nassau & Suffolk 
90,000 went to the Adirondacks 
240,000 went to the Catskills 
130,000 Hudson River Valley 
110,000 other New York State 


140,000 went to Pennsylvania 
290,000 went to New Jersey 


190,000 went to New England States 
150,000 other Eastern States 
140,000 other U.S. States 


( The above figures refer to 4,780,000 

adult readers of The Daily News, 

who live in New York City and suburbs 
Copyright 1955 by News Syndicate Co., Inc.) 





la combination of conditions—over- 
| production, weak and_ unethical 
| dealers and factory pressure to 
|move cars. I feel that a uniform 
| price throughout the United States 
| would eliminate the biggest share 
of these problems. 


NEVADA (Packard) A 
healthy condition in the auto- 
mobile industry can be main- 
tained only by factory control 
by Government. A quota 5 per- 
cent under present rates or just 
enough to take care of actual 
needs would eliminate mortality 
among dealers and take care of 
all customers. A closed dealer- 
ship penalizes buyer, as a new 
dealer will not care to go so far 
in taking care of a customer as 
the dealer that sold car. These 
forced sales of overstock do not 
help the consumer, as_ these 
dealers put such a big pack on 
their prices, in order to give out- 
landish allowances, that the cus- 
tomer will take a 50 percent de- 
preciation on his car the first 
year, thus creating a very un- 
healthy condition. 

NEW YORK (Pontiac) — The 
factory should be compelled to pay 
the dealer within 30 days on his 
warranty work rather than make 
him wait six to 12 months some- 
times for his money. If the dealer 
doesn’t pay the factory promptly, 
he loses his franchise. This is all 
one-sided and should be changed 
immediately. 

NEVADA (Chrysler)—Let’s keep 
the Government out of the car bus- 
iness. 


NEW YORK (Ford) — 1. Boot- 
legging. Government regulation is 
not the answer. The solution lies 
in an enlightened buying public 
and also in stronger dealers. 


2. Phantom freight rates. The 
auto manufacturers today are hard 
as nails in a very competitive bus- 
iness. We all must trust them to 
make deéisions as to pricing, etc. 
They make profits. They must be 
competitive. The pricing structure 
is sound. The basis has merit. 


3. Territorial security. This is as 
old-fashioned as the Model T. In 
the public interest, let the customer 
shop the market. Only a weak 
dealer who wants a crutch looks 
for this “free ride.” 

This year, the 40th year of our 
existence in the same location with 
the same product, marks the most 
successful year we have yet en- 
joyed. 

We believe the reasons are clear: 

1. We deal in a cooperative spirit 
with our factory, our customers 
and our employes. 

2. We have geared ourselves to 
merchandise in volume. 

3. We have better products to 
sell because our manufacturer is 
not regulated with synthetic con- 
trols which limit his scope. 

PENNSYLVANIA (Chevrolet) — 
In their desire for excessive profits 
factories have pressured dealers 
into an unsound competitive posi- 
tion, in order to secure volume. 
Factories actually encourage cross- 
selling ... Why should all the com- 
petition be at the dealer level? 
For over 15 years no major manu- 
facturer has advertised a price re- 
duction in spite of excessive earn- 
ings. Repercussion when it comes 
—and it will come—will be serious. 

Get some ethics back in the bus- 
iness, even if it takes Government 
regulations. 

Reinstate regulation W (at least 
for the auto industry) to prevent 
unsound selling. 

Reinstate excess profits taxes. 

Regulate that all manufacturers 
file price schedules, including 
dealer discounts, with the Depart- 
ment of Commerce, and that all 
bonuses, special discounts, etc., at 
cleanup time be listed and adver- 
tised as price reductions to con- 
sumers. This information should 
then be made available to any 
dealer upon request. 

Government should work in 
closer harmony with NADA in the 
following out of essential recom- 
mendations. 

OHIO (Buick)—Hard to make a 
fair profit under today’s market 
unless you operate at high volume. 

PENNSYLVANIA (DeSoto- 
Plymouth)—I would like to see a 
penalty of $100 to $150 on the 
dealérs that sell to bootleggers, al- 
so on factory’s full gross profit. I 
would like to see some law passed 
so we could run our garage like 
other business places, at a fair 
profit, as now the factory runs us. 


More comments by dealers will 
be published at a future date. 
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Here's why dealers sy: “WOU ’LL PROFIT MOST 
WITH CHEVROLET- 

AMERICA’S FOREMOST 
AUTOMOTIVE FRANCHISE” 








Of all automotive dealer organizations, none enters 1956 with quite the same feeling of confidence 
and well-being as does the Chevrolet dealer organization. 


Approximately 65% of these dealers have been associated with Chevrolet for sixteen or more years 
. . others for ten to fifteen years . . . all of them long enough to have formed certain definite 
conclusions about their franchise. 


They know they’re in good company. They know they have outstanding products to sell. They 
know they’1l get their full share of business this year and in future years. And the reasons 
are many... 


Twenty years of buyer preference 


Official figures soon to be published promise to reveal that again in 1955 Chevrolet won sales 
leadership in the industry, thereby achieving a record of twenty consecutive years of leadership in 
passenger car sales, and eighteen consecutive years of leadership in truck sales. 


This means that Chevrolet dealers have a Jarger presold family of car owners on which to 
rely for repeat business than any other dealer organization. 


And a larger family of truck owners! And of service customers! And of parts and accessories buyers! 


It means that Chevrolet dealers have 2'!/, million more customers to draw on for sales and 
service business than any other dealer group in the industry. 


Products designed to please more people 


Men and women are clearly demonstrating that they’re every bit as happy with new Chevrolet 
products for 1956 as Chevrolet dealers are happy with this long-term public preference 
for Chevrolet. 


The new ’56 Chevrolet—the Pikes Peak record breaker—is winning enthusiastic favor because of 
its superior looks, liveliness, luxury and low-cost operation. 


People are saying, The hot one’s even hotter! 
And new Chevrolet Task-Force Trucks are winning an equally hearty welcome in the haulage world. 


Truck buyers everywhere are calling them the most modern trucks for the money! 


Policies as advanced as the products 


All these things—plus mutually helpful factory-dealer policies, typified by the Chevrolet Dealer 
Planning Committee, inaugurated almost twenty years ago—explain why Chevrolet dealers are 
more successful dealers. 


All these things explain why they look forward with confidence to another great year in 1956. 


All these things explain why they say, ““You’ll profit most with Chevrolet—America’s foremost 
automotive franchise.” 


CHEVROLET DIVISION OF GENERAL MOTORS 








| have set. I haven’t tried to give understanding and appreciation o 
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NADA Ss eakers Examine All Phases | ways working toward the goal you! customer relations means publi 


you any easy course in public rela-| the good work we do. 


Clin ic Airs Service Problems | tions, There are no short cuts, the * * «& 
job isn’t easy, but very few jobs 2 ‘ * 
lare easy. But I think that a well Service Chief 
(Continued from Page 23) Stock of your dealership. Try to; asked him how his store acquired | Organized public relations job will and Insurance 
the answers that come back from look at it objectively, through the its great reputation. His answer | be very gratifying and rewarding 


your customers. The chances are eyes of an outsider. Weigh the | was, “the reputation of this store to you. ; Adjuster 

very good that a high percentage | good things about your organiza-| is the sum total of every act of You are the director of public . 

of your customers will tell you that | tion and decide what one thing you! every one of my employes, every relations, the job is up to you. It is By Charles E. Wilson 

the reason they patronize your | would like everyone to think about | minute of every day for the past if steady job requiring your con- Wilson Adjusting Co., 

shop, or buy their new cars from | you. | 50 years.” stant attention so don’t try to dele- Washington 

you, is because you do your work And after you have made your Think about that statement and | gate it. Because it is only through | I appreciate the opportunity and 
right the first time. | decision remember what John | take all the needed steps to see that good customer relations that Our the honor that has been bestowed 

So I strongly urge you to take! Wanamaker said when someone levery one of your employes is al-| business can Survive. And good | on me, to address you at this con- 

|vention. This may well be the first 
|time that an insurance adjuster 
|has had the Pleasure of speaking 
}to so many dealers and service 
| Managers. 

My topic for discussion today 
| is “The Service Manager and the 
| Insurance Adjuster.” The subject 

is of utmost importance, because 

of the multiplicity of various 
duties required in the successful 

Operation of a service depart- 

ment in conjunction with a deal- 

ership. 

As we all know, after World War 
{II all dealerships operated on a 
lvery profitable basis, due to the 
}€conomic principle of supply and 
| demand. However, in the past few 
| years, as the supply has caught up 
with the demand, we find that there 
jis keen competition in the automo- 
tive field, and it is vitally impor- 
tant that a dealer operate a suc- 
| cessful service department, as well 
|S body shop. 

To me, this is why my topic is 
of great importance. I do not know 
whether you realize it or not, but 
{the insurance companies in the 
|Past year paid out in collision and 
property damage losses the sum of 
| $1,400,000,000. 


* * * 


With this amount of money be- 
ing spent by the companies, most 
‘of it going to dealers, it seems to 
/me that it creates quite a chal- 
|lenge to you service men to obtain 
| @S8 much of this as you can in your 
| respective locality. I am going to 
|try to show you a few ways in 
| which you can create a better rela- 
| tionship between your shop and the 
| Various insurance adjusters. 

As this is a service session, or 
| clinic, I thought it would be best 

first to explain briefly the func- 

tions of the different types of 
adjusters that you service man- 
agers are encountering today. 

It used to be that you just had 
|to deal with an insurance adjuster, 
|either a company man or an inde- 
| pendent, but nowadays, after an 
| accident, you may be contacted by 
|either a company or independent 
| adjuster, a public adjuster or a rep- 
resentative of the independent ap- 
| praisal plan. 
| I know, personally, from my con- 
| tacts with many of our local service 
departments, that they do not com- 
|Pletely understand the function of 
}each person who contacts them. 
|So I thought this would be a good 
opportunity to explain each repre- 


sentative’s function. 
a * ~ 


|Many Types of Adjusters 


Many companies employ their 
own adjusters, but there are com- 


« | Panies that do not write sufficient 
-.. desi gned with PL EXIGLAS ji n mind ar ae peer me s 
|sented by an independent insur- 

ance adjuster. 
The reason for the outstanding appearance and performance The independent and company 
of tail lights, parking lights, instrument panels, ornaments ne Chemicals for Industry adjusters’ duties are somewhat 

R 
— 


d dial h ss th heir desi 1 d th Similar, and each is interested in 
and dials on the new cars is that t cir esigners planned them €} e8 oe = HAAG giving the company insured as fast 
to be molded of Prexictas® acrylic plastic. They were and efficient claim service as Pos- 
designed to take advantage of the resistance of PLEXIGLAS to 
weather, heat and breakage . . . its gleaming beauty .. . the 


optical effects possible . . . and the ability of this acrylic WASHINGTON SQUARE, PHILADELPHIA 5, PA. labor under the misapprehension 
plastic to be molded accurately into complex shapes. that the insurance adjuster’s job 


, : : ; " Representatives in principal foreign countries is to chisel or reduce the ‘in- 
For cars now on their drawing boards, designers are finding sured’s claim for damages to his 
more and more uses for PLExIGLAs—right from the start. automobile to the smallest or low- 


. Ee Canadian Distributor: Crystal Glass & Plastics, Ltd., est figure. That is not true. Prac- 
If you have a problem or"an idea inv olving the use of molded 130 Queen’s Quay at Jarvis Street, Toronto, Ontario, Canada tically all reputable insurance 
plastic parts, our technical representatives and Design Lab- companies are interested only in 
oratory staff would like to show you how PLexicxas can con- Detroit Representative: R. C. Oglesby, Nor-Way Building, obtaining a fair price for the 
tribute both beauty and utility. 20211 Greenfield Road. BRoadway 3-0674, Rrbairs to the damaged vehicle. 
In many areas, but fortunately 
not in ours, there is another type 
of adjuster, who is employed by 
the insured to represent him 
against the insurance company in 
trying to obtain the highest figure 
that he can for the cost of repairs. 
He is known as a “public adjuster.” 
Public adjusters are not con- 
cerned with the rising cost of in- 
creased insurance rates resulting 
from zooming repair costs, but are 
(Continued on Page 38, Col. 1) 


Sible after an accident has 
¢ ay Cal PA he . 4 occurred. 


There are many people who 
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Coil and Distributor 


Distributor Repair Kit 






Tune your Buicks 
for flashing action 


with BUICK 


FACTORY ENGINEERED 











Replacement Units 
and Repair Kits 







See Section 10-F in Your Buick Shop Manual 


Use Ignition Units and Parts Built for the 
Job—designed to operate smoothly and efh- 
ciently in the Buick engine you are servicing 
—whether it be 6-volt straight 8, or advanced 
12-volt V8. 


7 Did You Know that the new open-face fuse panel in 
all 1956 Buicks is color-coded so that connections can 
be made without a circuit diagram? 


BETTER WORK WITH 


FACTORY ENGINEERED PARTS 


SEE YOUR BUICK DEALER — Your One-Stop Source for Buick Parts 


Specify Buick Factory-Engineered Ignition 
Parts—when buying Buick coils, condensers, 
point sets, starting motors, wiring kits—and 
save costly ‘‘come-backs.”’ 


Buy Them from Your Buick Dealer—at your 
full discount. 


ENGINEER APPROVED ACCESSORIES 

















BU K 


FACTORY ENGINEERED PARTS 
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Sales-Service Link 
Emphasized at Clinic 


(Continued from Page 36) 


interested only in getting. as much 
out of a loss as possible, as they 
work on a percentage of the 
amount collected for the client. 

* * * 


Another category is the inde- 
pendent appraiser. I realize that 
many new service managers are 
not familiar with the independent 
appraiser, therefore I will attempt 
to give you a limited background 
involving this type of adjuster. 

The independent appraisal plan 
was originated in Pittsburgh in 
1947. Disturbed by the high cost 
of automobile repairs, member 
companies of the Association of 
Casualty and Surety Companies 
saw a way to avoid this drain 
on their finances. 

In view of the tremendous in- 
creases in automobile production 


in the postwar years, which re-' 


sulted in a tremendous increase in 
automobile insurance premiums, it 
was found that the insurance com- 
panies could not obtain competent 
physical damage adjusters, so the 
Association of Casualty and Surety 
Companies decided to depend upon 
the judgment of an independent 
businessman who -knew automo- 
biles intimately. 

Realizing that you gentlemen are 
from all parts of the country, it 
may be that in your area you have 
not encountered the independent 
appraiser, but the plan is in opera- 
tion in every large city and in 
many secondary cities. It is now 
truly nationwide in scope. 

. + a 


Appraiser Not an Adjuster 
The independent appraiser 


sponsored by claims managers’ | particular 


business and employs a staff of 
highly trained estimators. 

The purpose of the plan is to 
obtain fair charges for automobile 
repairs, and this is done by having 
independent specialists estimate 
the cost of repairing damaged cars, 
instead of relying on garage esti- 
mates or estimates of persons less 
qualified than experts. 


The independent appraiser has 
nothing to do with the adjust- 
ment of automobile damage 
claims. He is not an adjuster, and 
it is not intended that he should 
be one. As a matter of fact, he is 
expressly prohibited by the claims 
counsel from engaging in any 
activity which could be _ con- 
strued as claims adjusting. 

The price, or estimate, that he 
agrees upon with your shop fore- 
man as being the fair cost is only 
used as a basic guide to the ad- 
juster for settling the claim. 

After the adjuster receives the 
estimate, it is his prerogative to 
allow a new fender, or a new quar- 
ter panel, in lieu of one which the 
independent appraiser says could 
be repaired, and that depends on 
whether or not, as a matter of busi- 


is|ness, the company feels that the 


insured should be al- 


counsel, and he sets himself up in’ lowed a new fender or quarter 


panel, or any other part that the 
adjuster, for some reason or an- 
other, sees fit to allow. 

* + * 


In many cases, it may not be a 
first-party claim, but a property 
damage claimant. There may be a 
possibility of a personal injury or 
other extenuating circumstances 
which the adjuster feels would 
make it to his advantage to dispose 
of the claim on a more liberal basis 
and agree on other things than the 
appraiser has submitted to him. 

The trend in the adjusting bus- 
iness today is for insurance com- 
panies to make their own esti- 
mates rather than rely on the old 
basis of so-called competitive esti- 
mates or the shopping-around 
method. This method, in fact, 
was not always impartial because 
of collusion between garages in 
submitting estimates. 

As you well know, you can take 
your car to several garages in your 
locality and get a different esti- 
mate from each garage. Compa- 
nies today are training their ad- 
justers to be specialists in estimat- 
ing damages and many companies 
employ graduates of the Vail In- 
stitute, which is a physical damage 
appraisal school. 

If, however, the company does 








PLYMOUTH 


The only factory-approved parts and 








DE SOTO 


CHRYSLER 


accessories for Chrysler Corporation 





IMPERIAL. 


DODGE TRUCKS 


cars and trucks bear this name: 


Be sure you use MoPar Parts 
whenever you service 


these cars. Available from 


Plymouth, Dodge, De Soto, 
Chrysler Dealers and MoPar 


Parts Wholesalers 


MoaPar 





PARTS DIVISION 


CHRYSLER CORPORATION 








not have a man sufficiently trained 
to know the proper cost of repairs 
to a vehicle, then you will find the 
independent appraiser being used. 


* * * 


Adjuster ‘Heals the Sick’ 


The adjuster, whether he be com- 
pany or independent, and the serv- 
ice manager have quite a few 
similar problems. The adjuster has 
to satisfy the insured, or the claim- 
ant, the local agent, the general 
agent, the home office claims de- 
partment, the underwriting depart- 
ment, the repairing garage and, in 
some instances, the state insurance 
department. 


You fellows have to satisfy the 
owner of the vehicle, the adjuster, 
your body shop employes, your 
supervisor, accounting department, 
and the owner of the agency. I look 
on the adjuster as being the same 
as a physician who attends a phys- 
ically sick person, inasmuch as he 
is treating a mentally sick insured. 


Anyone sustaining a loss in- 
volving his property is mentally 
disturbed. The adjuster’s duties, 
and in fact, his responsibilities, 
require that the insured be so 
treated as to relieve his mental 
distress and make him whole for 
his property loss, within the lim- 
its of the policy he bought and 
paid for. It is with your assist- 
ance that this can be done. 


Having explained the adjuster’s 
position to you, I would like to 
show where the service manager 
can be of further assistance to the 
insurance company and the ad- 
juster, and correct quite a few mis- 
takes that they make, all of which 
will be beneficial to both the gar- 
age and the adjuster. 

~ oh * 

I have some illustrations 
of things that garages do, or fail 
to do, that cause considerable con- 
sternation with the companies, that 
I think you gentlemen here could 
be instrumental in correcting. 

We will deal with these prob- 
lems one at a time, and I am sure 
you will find that some of the 
things I hit on apply to you. 

One of the first problems that 
an adjuster has to face is an 
estimate that is submitted in 
longhand, not legible and single 
copy, which makes it practically 
impossible for the adjuster to 
check the vehicle with the esti- 
mate. 

It was not so long ago that I 
can recall never receiving an esti- 
mate that was not typed, but that 
practice has been completely for- 
gotten. 

Practically all insurance compa- 
nies, adjusting companies or com- 
pany adjusters would prefer that 
all estimates be submitted to them 
in duplicate, with the correct name 
of their insured, or if it be a prop- 
erty damage claim, the name of 
the claimant and the name of the 
insured, and if possible, be typed. 
But if not, be written in longhand 
in such a manner that each item 


can be clearly seen. 
* z * 


Owners’ Requests Slapped 


We also have the problem of the 
service manager making an esti- 
mate at the owner’s request, in- 
stead of being on a competitive 
basis. 

I know all of you have people 
come into your shop and request 
that you write an estimate, includ- 
ing all new parts, where you per- 
sonally know that certain parts 
can be straightened, and your esti- 
mate would be considerably lower 
than the one you submit to the 
insurance company. 

This problem has come up 
many times, and I feel that if 
you could explain to your cus- 
tomer that your shop is capable 
of repairing, rather than having 
to replace certain parts, that you 
would like to make an estimate 
as you see fit to submit to the 
insurance company and then add 
or change any items that the 
insured requests you to change, 
and make this a supplemental 
estimate. 

It has come to my attention that 
in some cities, garages are putting 
some sort of stamp on an estimate 
that is made at an owner’s request, 
before it is submitted to an adjuster 
or insurance company. 

It still seems to me that actually 
there is no necessity for a garage 
to write an estimate at the owner’s 
request, and if you fellows realized 
the reaction it makes to the ad- 
juster, after checking one of your 
estimates that has been made at 


continued on Page Page 45, Csi. 1) 
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DAILY 


ENQUIRER  TIMES-STAR POST 


1954 1955 1954 1955 1954 1955 


Don’t pick your newspaper in Cin- 
cinnati by habit in 1956. Things have 
changed. The Daily Enquirer, the hot- 
test thing in newsprint in 1955, is now 
the way-out-in-front leader. 





AUTOMOTIVE DISPLAY LINAGE 


TOTAL ADVERTISING LINAGE 


DAILY 


ENQUIRER  TIMES-STAR POST 


1954 1955 1954 1955 1954 1955 


A few years ago the Daily Enquirer 
played third fiddle in Total Display 
Advertising and Retail Display adver- 
tising. Not any more. It’s firmly in first 
place in both. And in Total Advertising, 
it leads both the Times-Star and Post 
by over 3,000,000 lines! 


Solid Cincinnati reads (and advertisers are flocking solidly to...) 


There’s a new N Q. I 


in Automotive Linage 


in Cincinnati 


In 1955, the Cincinnati Daily Enquirer . . . starting off in 
third place... rocketed to first place in Automotive Display 
Advertising* with a total of more than a million-and-a-half 


lines .. . over 100,000 more than the former leader. 


*It’s been The Enquirer for Years—that’s led in Used Car Classified linage, too! 


TOTAL CIRCULATION 
(Sept. 30th A.B.C. Publishers’ Statements) 


DAILY 
ENQUIRER TIMES-STAR POST 


154,314 164,646 


52,000 more than the Times-Star 
. . » 41,000 more than the Post. That’s 
the bonus you get, today, when you 
choose the Daily Enquirer, with its 
total circulation of 206,408, the only 
daily in Cincinnati to gain over last 
year. 





MEET BOB BEISER, dean of Automobile Editors, who has 
been behind the wheel of The Enquirer’s automotive pages 
for 46 years—as they’ve kept pace with the most forward 


looking and fastest moving industry in the world. 


The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc. 
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the owner’s request, I am sure that 
you would refrain from doing so. 
* * * 


We also have a lot of estimates 
sent in addressed to the insurance 
company or to the adjusting com- 
pany without the name of the in- 
sured or claimant. As you know, 
it is impossible to find which file 
that estimate belongs in, and some- 
body has wasted a great deal of 
time. 

We also find at the end of the 
month that we receive a lot of 
invoices addressed to the com- 
pany or adjusting company, by 
your invoice number, without the 
name of the insured, or the claim- 
ant, and it is impossible for the 
insurance company or adjusting 
company to know what that in- 
voice is for. 

Again, someone in your shop has 
wasted considerable time in send- 
ing out such an invoice. Along this 
line, I think that your auditing 
department should make a phone 

call to the adjuster if an invoice 











INVESTIGATE BAY... THE COMPLETE 3-WAY PROFIT PACKAGE 


BAY LIFT 
MODEL P-3000 


Box 537 
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has not been paid after 30 days| authorization from the insured or | 


from completion of repairs, and | 
talk with the adjuster that handled 
the case and find out why you have 
not received your money. 


Most companies pay their claims 
within that period of time, and it 
may be only due to the dilatory 
action of the adjuster, or the file 


any event you should have your 
money within the 30-day period. 
ra * * 


Adjusters’ Pet Peeves 


Another thing that is most an- 
noying to adjusters is for a com- 
pany to call late in the afternoon 
or after hours to find out what 
papers should be taken from the 
insured or claimant and the amount 
of the insured’s deductible. 

I have seen many cases where 
garages have had a car for three 
or four weeks, and the service 
manager would make no effort to 
find out what he needs to take 
or collect from the insured or 
claimant until the last minute. 

It should be that when you get 
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with a Bay Lift 
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YOUNGSTOWN 1, OHIO 
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might have been misplaced, but in| 





BAY BUMPER JACK 
MODEL H-3000 HINGE TYPE 


At Leading Jobbers Everywhere or Write for Full Details. 


- BAY Les LL UR TS 


SS SURI 
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insurance company to repair the| 
| vehicle, you should find out the 


papers that are to be signed, and 
|if it should be a property damage 
case, find out if you couldn’t pick 
up the proper releases that have 
to be executed, or possibly the 
|draft, payable to your concern, 


|the car is delivered, so that there 
lis no problem of collecting your 
money. 


We also find that there is very 


service department and the sales 
department. Just last week we had 
an example, in that we had a total 
loss on a 1955 station wagon which 
sat in a garage for 11 days. The 
service manager was not even in- 
terested enough, because it was 
obviously a total loss, to write a 
report or to report the matter to 
the sales department. 


It so happened that this insured 
was in dire need of a replacement 





under the car 


it’s never a job, it’s a position...a 
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margin. 
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| amount of deductible, or deprecia- | 
tion that you are to collect, the} 


which can be endorsed at the time | 


little cooperation between the| 





\ “POSIT IN -+ OR -PROHT 7.) 


@ These words, POSITION-FOR- 
PROFIT, are synonymous with the 
BAY LIFT. No other lift puts the serv- 
ice department, garage or maintenance 
shop in a better, overall POSITION- 
FOR-PROFIT. No other lift gets cars 
and trucks in and out of service posi- 
tions so FAST . 
steam cleaning and every type of repair. 
Everybody gains with BAY... 
shop-owner to the car-owner. That’s 
why BAY is the most popular, most 
widely used air lift in the world.. 
you should make a brand-new BAY 
your first step in any plans to improve 
your POSITION-FOR-PROFIT. 


BAY PORTABLE 
PNEUMATIC AUTO LIFT 


1. FASTER—ten seconds to raise load to 
maximum 50-inch height. 
SAFER—double 
automatic safety lock-compact. 

MORE EFFICIENT—slant position lets 
serviceman 
strain UP TO it. 

MORE PORTABLE—rolls fast, 
anwhere air hose can go, stores on 
end in 27-square-inch space. 

HIGH CAPACITY—3,000 povnds, auto 
model, 5,000 pounds, truck model, rec- 
ommended capacities with wide safety 





| hood to try to find one. He eventu-| 


vehicle, and instead of going to 
the garage which had his car, he 
shopped all around the neighbor- 


ally replaced the car with one com- | 
parable to the vehicle which had} 
been a total loss, but from another 
firm. The dealer who towed in his 
car had several wagons exactly | 
like the type this insured wanted, | 
but because of the failure of the 
service department to cooperate 
with the sales department, they 
missed a deal. 


It also should be noted in this 
instance,:that although our phys- 
ical damage adjuster had photo- 
graphed the wagon and written 
his estimate sufficiently far to 
realize that the cost of repairs 
would exceed the value of the 
car, for subrogation purposes he 
did want a statement from the 
service department as to the con- 
dition of the vehicle, approximate 
cost of repairs, or approximate 
evaluation prior to the accident, 
but this service manager refused, 
or ignored his request. 

I have seen many cases where 
the service manager will have a 
car in his shop but completely fail 
to do anything about prospective 
business that could emanate from 
having possession of the vehicle. 

You should realize that if some- 
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from the 
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safety factor with 


look AT his work not 


easy, 





BAY ROCKER-HEAD STAND 


MODEL B 


CABLE 
LOPREH 
NEW YORK 


New York 36, N. Y 


one has seen fit to have his car 
towed into your shop, you should 
find out with whom the customer 
is insured, who the adjuster is and 
what prospects there may be for a 
replacement sale. 

* * * 


Il Points to Remember 


It would be presumptuous of me 
to tell you gentlemen how to do 
your jobs. If you didn’t know how, 
you would not be in the positions 
you are—but there are one or two 
“don’ts” which, if they are avoided, 


|}can help everyone concerned. As 


you are aware, what we don’t do is 
often as important as what we do. 


Here, then, are a few points to 
be avoided: 

1. Don’t criticize workmanship 
of another repairing dealer. 


2. Don’t give customer advice as 
to what he should have under the 
insurance policy. 

3. Don’t give legal advice to cus- 
tomers. 


4. Don’t proceed with repairs on 
the customer’s say so, if an insur- 
ance company is involved. If you 
do, then you have to look to the 
customer for payment. 

5. Don’t repair on the adjuster’s 
agreed price without authority 
from the owner. 

6. Don’t repair an item which 
has been listed on the estimate to 
be replaced, without the authority 
of the adjuster and the customer. 

7. Don’t accept from a _ towing 
agency a damaged vehicle unless 
the visible accessories are checked 
and noted by you. 

8. Don’t permit a customer to 
remove accessories unless noted and 
receipted by you. 

* om ~ 

9. Don’t agree to the estimate of 
a third-party adjuster after having 
agreed to a higher figure with the 
first-party adjuster, unless you 
notify the first-party adjuster. 

10. Don’t argue or incur the ire 
of a customer. 

11. Don’t, for the sake of cus- 
tomer relationship, attempt to 
bury within the estimate the de- 
ductible feature of the custom- 
er’s policy. 

It is well realized that you, the 
service managers, have many indi- 
vidual complaints, as to the relative 
ways claims are handled by indi- 
vidual adjusters, yet I well realize 
that the purpose of this clinic does 
not permit a full discussion of this 
matter. 

It is realized that it would be 
almost impossible for the average 
service manager to follow to the 
letter the above concepts, but I 
sincerely believe that if an attempt 
is made they can be followed in 


part, and that the _ relationship 
would be greatly improved. 
a * * 


Example of Cooperation 


In my years in the adjusting bus- 
iness, I have received many an- 
ncuncements and letters from new 
dealerships opening, advising of the 
facilities they have for the repair- 
ing of automobiles, but just last 
month a letter came to my atten- 
tion, from the service manager of 
a new dealership here in the metro- 
politan area, and if this manager 
carries out his announcement, I 
am sure he will operate success- 
fully and obtain a good portion of 
insurance company business. 

I would like to read you part of 
the announcement. It is addressed 
to the manager of the claims de- 
partment. He says that he is offer- 
ing the following services, in an 
effort to bid on losses for our com- 
pany: 

1. He says he is going to com- 
plete the attached identification 
and descriptive information free 
with each estimate. Since it is 
impossible for me to show you 
this, I would like to describe it 
to you. 

It bears the name of the dealer- 
ship, address and telephone num- 
ber, the word “owner,” meaning 
owner of the vehicle, and the next 
section includes identification of 
the damaged vehicle, including 
year, name, type, serial number, 
mileage, engine number and license 
number. The next section is the 
description of the vehicle divided 
into four blocks, excellent, good, 
fair and poor, and general condi- 
tion, paint color, interior, tires. 

* oJ 7 


The next block is accessories, 
divided into rear mirror, seat cov- 
ers, radio, power steering, power 
brakes, heater, automatic trans- 
mission. The next paragraph is re- 
(Continued on Page 42, Col. 1) 
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prefer Meguiar’s MIRROR GLAZE ° 
because it makes it possible to glaze brand 
new cars without fading...without waiting... 
even blacks and maroons. Gives every new 
car that “Showroom Shine”...and how 


we need it in today’s competitive market! 


Does wonders with our used cars, too... 


increases their value and salability!” 
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... supreme beauty with maximum protection” 


You are cordially invited to 
visit our booth at the NADA Show 


MIRROR BRIGHT POLISH CO. 


365 No. Foothill Blvd., Pasadena, California 


Eastern Division: Mirror Glaze Distributors, P.O. Box 6263, Washington, D.C 


Offices in other major cities coast-to-coas) 


PRODUCERS OF FINE AUTOMOTIVE, FURNITURE & AIRCRAFT GLAZES SINCE 1901 
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kers Examine All Phases .. . 





Clinic Airs Service Problems 


(Continued from Page 40) 


marks, place for signature and 
date. He then submits an estimate 
sheet which is a little out of the 
ordinary, but shows that consider- 
able thought has been given to its 
creation. 

2. He says that he guarantees 
complete satisfaction in repairs. 

3. All estimates in duplicate. 

4. He says the usual discounts 
to insurance companies on mate- 
rial will be allowed on book 
values. Discounts happen to be 

something that we get in this 
area, but I understand this is not 
national in scope. He goes on to 
say “we do not duplicate charges 
for material and labor on over- 
lapping sections of repair.” 

5. “We note damages not related 
to the accident, as such, on our 
estimate.” He goes on to say how 
his shop is equipped. 

6. “All proofs of loss or releases, 


car is delivered, and then for- 
warded to the adjuster.” 


You can see that here is a serv- 
ice manager who realizes that if 
he is to be successful it is neces- 
sary for him to cooperate fully 
with the adjuster, in order to se- 
cure business. 

+ * ” 


Adjusters Have Flaws, Too 


I well realize that you people 
sitting out there are wondering 
why an adjuster is. telling you to 
clean your house, when his own 
house is dirty. I realize the nasty 
problem which exists between cer- 
tain adjusters who are of unscru- 
pulous character. 

This problem has been presented 
to me many times by dealers here 
in this area, requesting some relief 
from this situation. It must be 
realized that there are many types 
of individuals who are unscrupu- 
lous, no matter what phase of busi- 


as indicated, may be completed by| ness they are in. 


the customer, at our office when 


I am well aware of the type of 








adjuster who has pressured a 
service manager into believing 
that out of every repair job that 

he, the adjuster, should get a 
certain commission from the 
dealer, because the job is awarded 
to the dealer. 

I realize that many of you may 
be of the opinion that a padded 
estimate is no loss to you, but only 
to the insurance company involved. 
This is the wrong attitude, for it 
not only results in a loss of repu- 
tation to the dealer or service man- 
ager, but it also is costing you 
money, as it is instrumental in 
raising insurance rates which 
affect you, me, our customers and 
everyone. 


It also circulates in adjusting 
circles that certain garages are fol- 
lowing this procedure, and the 
legitimate adjusters try to see that 
their losses do not go to such an 
organization. 

* * * 


I believe that the only way this 


service manager refusing to do 
business on such a basis, and then 
reporting this unscrupulous chac- 
acter to his superiors. The service 
manager then should stand ready 
and willing to back up this report. 

If this method is followed, you 
can rest assured that the insurance 
company involved would see that 
the responsible party is removed 
from his position and the insur- 


;ance company would be grateful 


to the service manager involved. 

I realize that there may be 
dealers in our audience who do 
not have body shops, and they 
are wondering how this all 
applies to them. 

Well, it does apply to you. 

As you know, insurance adjusters 
or companies do not particularly 
care who makes the repairs, as 
long as the job is guaranteed by 
the dealer, and we realize that you 
dealers who do not do repair work 
yourself have facilities to sublet the 
work to reputable independent 
garages. 

This is perfectly satisfactory to 
the insurance companies and ad- 
justers. However, with the trend 
of the business as it is today, for 
the adjusters or companies to make 
their own estimates, it may be that 


situation can be corrected is by the|you will have to revise your con- 





NEW 1956 SAGINAW POWER 
STEERING SYSTEM INTRODUCES 








New “Parking Vaive” automatically 


limits manual effort to 5 ibs. 


With this compact, simplified “in-line” unit, Saginaw engi- 
neers have made parking almost twice as easy as with ordinary 
power steering. Saginaw’s famed “feel of the road” is still pro- 
vided by hydraulic reaction, which automatically keeps 
manual steering effort proportional to the turning resistance 
of the wheels on the road. During parking, however, the 
reaction pressure is restricted to 250 psi by this ingenious 
limiting valve, so steering effort never exceeds five pounds. 


New Pre-Loaded Worm gives 
“Micrometer” contro! on highway 


The new 1956 Safety Power Steering System helps to hold the 
car straight “‘on course” by means of this precision pre-load 
directly on center of the steering worm. This keeps the gear 
snug on center, providing extremely precise control on 
straightaways. There is much less tendency to “wander” in 
gusty crosswinds. This feature lets you drive more relaxed, 
without constant steering corrections—great on long trips! 


Exaggerated diagram of ball nut and steer- 
ing worm, showing “plateau” in center of 
thread, which tapers toward each end. Pre- 
load keeps gear snug on center, while taper 
assures easy turning, fine returnability. 


TWO EXCLUSIVE ADVANCEMENTS 





Magnified diagram of “parking” valve in 
center of hydraulic control valve. When re- 
action pressure reaches 250 psi, this limiting 
valve automatically shuts off oil supply, re- 
stricting manual effort to maximun of 5 Ibs. 


New Safety Power Steering is standard equipment on all 1956 
Cadillacs, Buick Roadmasters and Supers, and Oldsmobile 
Ninety-Eights; on all other 1956 Buicks, Oldsmobiles and 
Pontiacs (and linkage type on Chevrolet) optional at extra cost. 


Saginaw Steering Gear 





iv. of General Motors, Saginaw, Mich. 


STEERING 
ct S$aqinaw 


OVER 2'/2 MILLION SAFETY POWER STEERING SYSTEMS ARE NOW IN SERVICE 


tract with your independent garage 
and that there may possibly not be 
as much profit in subletting as 
there has been in the past. 

* * x 


Claims Men’s Assn. 


I have received many inquires 
from service managers as to how 
they can obtain more business. We 
all know that where a personal, 
friendly relationship exists between 
people, it is easier for them to 
understand each other’s problems 
and do business together. 


In almost all metropolitan 
areas of the country, there is 
functioning a claims men’s assn., 
made up of adjusters and associ- 
ate members. It is my suggestion 
that you service men, in areas 
where there is a claims men’s 
assn., enroll and become active 
members of the association. 


You will be in a position to meet 
socially with adjusters with whom 
you are dealing, attend their clinics 
and lectures and present your prob- 
lems to the adjuster, who in turn 
will seek your advice relative to 
your duties. 

Our local claims men’s assn. has 
members of the medical, legal and 
dental professions, as well as serv- 
ice managers, who attend the meet- 
ings as regularly as their time per- 
mits, because they realize the tre- 
mendous impact the adjusters have 
on the success of their jobs. 


I hope that this discussion today 
will enable you to put some of 
these recommendations into prac- 
tice, and to better the relationship 
in your territory between your- 
selves and the insurance adjusters. 


I hope I have been able to give 
you some idea of the functions of 
a claims adjuster, and I hope too 
that something of what I have said 
will serve to help you understand 
that many of the problems that 
arise can be easily avoided 
by understanding, cooperation and 
knowledge of how the other man 
works. Obviously, it is to every- 
one’s advantage to have things run 
smoothly. 


Thank you for your attention, 
and once again, I feel deeply ap- 
preciative of your courtesy in hav- 
ing me here to talk with you today. 


Your Ideas 
Cost Money 


By V. F. Thompson 
Carter Carburetor Corp., 
St. Louis 


Thirty-five years ago, today’s 
largest manufacturer of automo- 
biles came within an “executive's 
nod” of being scrapped. Today we 
wonder how it could have hap- 
pened. 


In 1920, W. C. Durant resigned 
as president of Chevrolet, and in 
1921, Pierre S. duPont succeeded 
him. That is the year Chevrolet’s 
sales were cut in half. Production 
dropped from 150,226 to 76,370. 


That was a dark day for Chevro- 
let. In those days, the “490” Model 
Chevrolet advertising copy read as 
follows: 


Chevrolet “Four - Ninety” 
Touring car meets completely 
the national need for depend- 
able and economical transpor- 
tation. 


The first cost is low. The 
upkeep is never a burden. 


Electrically started. Electri- 
cally lighted. Demountable rims. 
Completely equipped. 

This is a far cry from our present 
copy. 

Back in those days, the village 
blacksmith was the local mechanic. 
His love was never deep-seated for 
the horseless carriage, but he 
owned the anvil and the forge and 
fell heir to the repair business. 

~ * * 


From those early days right up 
to the present, the service business 
has been considered by some as a 
necessary evil. 

There are few who will argue 
that the open-air touring car didn’t 
have its limitations. It was a float- 
ing pneumonia trap, if there ever 
was one. You, the old timers, may 
recall the clamor of that day: “Give 
us a car that will go 60 miles an 
hour all day long.” 

The accent was on speed and 
power. Windshield wings, rear- 
vision mirrors and side curtains 
were popular accessories. The 
aristocrats took to the modern 
sedan with its window lift straps 

(Continued on Page 44, Col. 1) 
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CONCEPT 
OF SUNDAY MAGAZINE COVERAGE CREATES 
AMERICA’S NEW SUPER CITY 


harnessing the buying power of 105 regional markets .. retail sales over $15 billion account for 8.8% of the U.S. total, 30% bigger 

mae Z E than in all of Canada! 
where 4,521,000 passenger car registrations average .. . ...the 105-city population has increased 16.2% since 1950! Gains in the great 
metropolitan cities were New York 2.2%, Chicago 4.9%, Philadelphia 5.4%, 

u Los Angeles 11.6%, for example.* 

120 CARS PER 100 FAMILIES: NATIONAL ADVERTISERS FIND THE WIDEST SALES HORIZONS WHERE AMERICA IS 
GROWING FASTEST. The current industrial expansion is bringing new plants, new 
(73% more than the New York-Chicago combined figure of 69 per 100) employment opportunities, new payrolls, new homes and new families to new, prosperous 
. oF ; GROWTH CENTERS. In the FAMILY WEEKLY “‘SUPERCITY” of 14,391,580 people, in 
Now your national advertising can use the blanketing coverage of the colorgravure —_ counties where the family coverage of FAMILY WEEKLY averages 61 %, everybody reads 
Sunday supplement FAMILY WEEKLY and its 105 distributing newspapers to dominate the local Sunday newspaper, everybody reads FAMILY WEEKLY, and EVERYBODY 


this vast, prosperous market where DRIVES. Local dealers all read and advertise in the local newspaper; they know that all 
...More cars are owned (and driven farther) than in New York, Chicago, Phila- _ their customers read FAMILY WEEKLY too! You'll be able to count on their aggressive mer- 
delphia, Boston, Pittsburgh, St. Louis, New Orleans and Miami combined! chandising support ... and ours... to translate FAMILY WEEKLY advertising into sales. 
FAMILY WEEKLY MAGAZINE, Inc. *Editor & Publisher 1956 Market Guide 


Leonard S. Davidow, Publisher 
153 N. MICHIGAN AVENUE e CHICAGO 1, ILLINOIS 


DETROIT 2 e@ 3-223 General Motors Building 
NEW YORK 17. 17 East 45th Street LOS ANGELES 25, 1416 Camden Avenue ORINDA, CALIF., 82 LaCuesta Road 
SELLING 105 HOMETOWN MARKETS WITH 2,582,214 CIRCULATION 
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(Continued from Page 42) | 


soon after it was announced. 
With the advent of closed cars 
and paved roads, the roaring ’20s 
came into their own. A mile a 
minute was here to stay. 

Lest we forget—“The hand that) 
rocks the cradle rules the world.” | 
The horseless carriage became her 
chariot the day that the manufac-| 
turer found a way to give her} 
comfortable control of the wheel. | 
From that day on, what you and I 
(the male members of the species) 
wanted was secondary, and it 


wasn’t a bad day at that. 
x + * 


‘Whatever Lola Wants .. .’ 


The automatic windshield wiper) 
and the self-starter were only the) 
beginning. The automatic transmis- 
sion, power steering, power brakes, 
increased horsepower, radios, heat- 
ers and air conditioning are here 
to stay. 

Crowell-Collier’s 1955 survey 
shows the following special features 
wanted on the next new car by 





Dodge selects Enjay Butyl 
rubber for big rear-window weatherstrip 


|could well be: 


new-car prospects: 
Feature 

Automatic transmission 

Power brakes 

Power steering 

Power seats 

Air conditioning 

Power windows 

The theme song of our industry 


Lola Wants.” 

The special features on cars now 
owned may startle you: 

(June 1954 through June 1955) 

Feature 

Automatic transmission 

Power brakes 

Power steering 

Air conditioning .... 

Power seats 

Power windows 

+ 

This is only the beginning. Today 
61 million vehicles roll where only 
4,000 stood at the turn of the cen- 
tury, fifty-five years ago. 

Today, one out of every six busi- 
nesses in the United States is 
automotive. 


“Lola Gets What} 





Today, there are 70 million 
drivers of cars, trucks and buses 
in the United States. One-third 
of the drivers are women. 
Today, 70 percent of the families 


lin the United States own cars. 


Today, one out of every six 
vehicles on the road is a truck. 

WOW! What a market — this 
could only happen in America. 

Now, you should be convinced 
that Axel and his anvil are as 
outmoded as high-button shoes, the 


an automotive truck, bus or pas- 
senger car mechanic, he fell by the| 
wayside for any one of several} 
reasons. To name but a few: 

1. Lack of special tools. 

2. Lack of special training. 

3. Lack of adequate facilities. 

+ ad cd 


Is Your Shop Up to Date? 


Today, we are in an era of| 
specialization. Trained men, special | 


tools and a clean washroom are| 
and 
has remained 


prime requisites. One thing, 
one thing alone, 


Super-durable Enjay Butyl fits perfectly Dodge’s rigid specifications for 
its rear-window weatherstrip. Under the toughest conditions of weather 
and use, Enjay Butyl parts stay like new, help add style and color to 
new cars. In fact, some automobiles have more than 100 parts made 
of this fabulous rubber. 


The many advantages of Enjay Butyl make it the almost perfect 
rubber for the automotive industry. Its price and ready availability are 


advantages, too. And it is now available in non-staining grades for white 
and light-colored parts. For full information and for skilled technical 


assistance in the uses of Enjay Butyl, contact the Enjay Company at 
either of the addresses below. 


ENJAY COMPANY, INC., 15 West Sist Street, New York 19, N. Y. 
District Office: 11 South Portage Path, Akron 3, Ohio. 


36 SUCCESSFUL YEARS OF LEADERSHIP 


Enjay Butyl 


IN SERVI 


unchanged since Axel’s days: The 
need for more recognized shops. 
Almost anyone can become author- 
ized—it takes that extra something 
to become recognized. 

The pattern is set—the market 
is established. The manufacturers’ 
engineering departments are 
several years ahead of us in the 
service business. The bridge 
across the gap is through train- 
ing. The service business belongs 
to him who is best prepared. 
Don’t trust your business to the 
antiquated ideas of 50, 40 or even 
10 years ago. 

Remember — “Lola Gets What 
Lola Wants” and Lola isn’t the 
same little girl in the high-button| 
shoes, the steel corset and the bustle 


| the reins of the horseless carriage 
30 years ago. Hers is a multicolored 
chariot with a thoroughbred engine 
that can stop on a dime. Let’s see 
that Lola gets what Lola wants. 


Used-Car 


Merchandising 


By N. L. Watlington 
Magic City Motors (Ford), 
Roanoke, Va. 





Y am. 


BUTYL 


is the super-durable rubber 


with outstanding resistance to aging « 
abrasion + tear « chipping « cracking « 
ozone and corona « chemicals + gases 
e heat « cold « sunlight + moisture. 


NG INDUSTRY 


Gentlemen of the NADA Conven- 
tion, I wish to express my apprecia- 





tion to your committee for giving 
me the honor of appearing before 
you at this important meeting. 

There are many fine speakers 
who will face you during these 
next few days—a Cabinet member, 
senators, business and professional 
men. 

To some of them, you may seem 
to be just another group of busi- 
nessmen. However, having been 
associated with the new-car deal- 
ers for over 35 years, I realize I 

am facing the most carefully 
selected group of businessmen in 
the world. 

Each of you x«nows that before 
you secured your new-car franchise, 
you had to measure up to the 
highest standards. In most busi- 


|hand crank and the tire pump. AS! skirt she was when she took over/ nesses, all that is required to get 


a start is money—and of course 

it’s a handy thing to have around. 

But it’s only one of many require- 

ments to get a new-car franchise. 
* * 

Why dates t automobile dealers 
measure up to the highest stand- 
ards? You are handling the largest 
business in the world. I have the 
highest respect for you and I’m 
confident that you can handle your 
job well. 

Now, suppose we think for a 
few minutes about used-car mer- 
chandising. I am not much of a 
speaker, as you will see. I have 
no cure-all to offer you. I do have 
a few years of hard work and 
experience which I shall try to 
Share with you. 

The subject of used cars might 
be disagreeable to some dealers. To 
some it might be a necessary evil. 
To me it is an essential and 
important part of the automobile 
business. The used car can be the 
biggest asset a new-car dealer has. 

I have heard many dealers say 
that they can sell new cars, but 
not used cars. Some say they would 
be OK if it weren’t for those 


so-and-so used cars. 
* * * 


Let’s Look at Used Cars 


But is this true? To make money 
from new cars, you must get a 
reasonable volume. And without 
accepting used cars in trade, your 
volume would be cut by more than 
half. 

People must be able to use their 
old cars for the downpayment. It 
isn’t practical for most of them 
to sell their own cars. Thousands 
of drivers who buy yearly to get 
| the pride of new-car ownership 

would not buy new cars if they 
| Were unable to trade. 

Used cars also increase your 
| labor and parts sales. And don’t 
| ever forget that the man who buys 
| a used car from you this year might 
|be back for a new car next year 
|if he thinks he got a square deal. 

* * * 

The used car is a big business. 
| Sales run two to one over the new 
|ear. There are 11 million cars on 
| the road over 11 years old. There 
are over 200,000 young people 
becoming of age, finishing school 
|Or coming out of the armed forces 
| each month and taking their place 
in industry. Most of them have no 
| cars, and this means over 13 mil- 
|lion prospects—not for new cars, 
but for used cars. 

The man with the prewar car 
and the man without any car at 
all can’t afford a new car — at 
least, not more than one in a 
hundred. But there are over 25 
million good late model cars on 
the road whose owners are pros- 
pects for new cars. These cars 
will supply the 13 million used-car 
prospects as they are traded in. 

Yes, new cars and used cars go 
hand in hand. They aren’t cousins, 
they are brothers and sisters and 
you are the parents. You sold them 
new. It’s up to you to take care 
of them. It’s up to you to take 
care of the customer who can’t 
afford a new car as well as the 
new-car buyer. 

. 








* * 
A Large Investment 


Used cars are important to you. 
Probably they represent your larg- 
est cash investment of any depart- 
ment—possibly with the exception 
of parts, which should be as staple 
to you as coffee and sugar are to 
the grocer. 

Of course, you don’t get the 
factory support on used cars that 
you receive in other departments. 
Your service department is fur- 
nished labor charges. Your parts 
department is furnished a catalog 
of prices, both retail and whole- 


New cars and trucks are priced 
(Continued on Page 45, Col. 1) 
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Sales-Service Link 
Emphasized at Clinic 


(Continued from Page 44) 


by the factory and advertised to| 
the high heavens by every known | 
method. Value is built into the new} 
cars and trucks by the finest and) 
most modern factories and methods} 


on earth. 


But it’s up to you to establish the 
used-car value. You should deter- 
mine a price and locate your 
market by establishing a merchan- 
dising plan to handle this important 
department. 

~ * * 

First, I recommend that you 
secure a competent used-car super-| 
visor, Manager or appraiser, what-| 
ever the title may be. He must be 
capable of performing many duties, 
such as appraising, selling, buying, 
servicing and advertising. Such 
men are made, not born. 

Second, the appraisal is impor- | 
tant. This is a controversial 
question. I think a car should be 
checked thoroughly and appraised | 
at true market value, by a man | 
who knows used-car values and 
the market. 


Third, we believe that dealers| 
with volume should have an exclu-| 
sive used-car reconditioning shop) 
for prompt and efficient turnover.| 
We employ nine men full-time to) 
recondition and launder 150 cars a 


month. 
* * * 


3 Classes of Used Cars 


There are three classes of used) 
cars—25 percent are cheap cars, 25) 
percent are extra nice used Cars,| 
50 percent are medium. All three} 
classes get a different recondition-| 
ing job. 

For example, we use good used) 
tires on cheap cars, recaps on| 
medium cars and new tires on the} 
best used cars. On seat covers, we| 
use hand-me-downs on the cheap 
cars, good fabric on the medium 
cars, plastic on the best cars. 


After reconditioning, a good 
display is important. The best 
spot in town is the best invest- 
ment. | 
Pricing the cars right when dis- 

played is very important. If a car 
is priced too high, the customers 
will pass it by. Then, if the price 
is reduced later, the salesman will 
have lost confidence in it and 
continue to pass it by. 

Fast turnover is important for! 
new-car volume and profit. It costs 
you $5 a day to board each used 
car in gas, oil, polish, batteries, 
bonuses, washes, and. so forth. 

There are two reasons why used 
cars stay with you. Either they are 
priced out of the market or they 
are not worth the market price. 

Next, it pays to advertise. We 
advertise every day, and our adver- 
tisements are the best salesmen we 
have, by all means. 


I recommend a good, sound 
advertising plan. Use the best 
medium available. We have tried 
everything—radio, TV, handbills, 
Postcards, telephone, newspaper. 
We find the newspaper to be by 
far the most effective of all. 


I. have heard dealers in- small 
towns complain that they couldn’t 
sell used cars—only to. find -that 
they weren’t using the only adver- 
tising medium available—a weekly 
newspaper. 

Now we have traded in the car, 
reconditioned, displayed, priced and 
advertised it—it should be 75 per- 
cent sold. 





* * * 


Must Have Good Salesmen 


Now the sale. There never was 
a time when salesmanship was so 
important and yet so dormant as 
it is today. 

Each one of you dealers is dis- 
Playing the finest cars and trucks 
you ever had. Are you selling them 
or giving them away? 

All you hear from the salesmen, 
the radio, TV, and the papers are 
giveaways, discounts, big trades, 
long terms. Will the customer ever 
know about the reai quality built 
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have an attractive compensation 
plan. I believe in the wash out,| 
or some other plan of commission 
or incentive. Good men have never 
been overpaid and sorry men have 
never been underpaid. The majority | 
of salary salesmen become so lazy | 
they contribute to juvenile delin- 
quency. 





* * * | 


To make money, you must have 
volume, but volume without profit | 
is like a boat without a sail. We) 
believe that to sell in volume and 
make money, we must sell self, 
product, company and finance plan. 

Gentlemen, this plan has worked 
for us. We have been able to sell 
our used cars three times a month 
for the past 15 years. 

We haven’t had.a repossession 

for 11 years. We sold over 2,700 


new and used cars in 1955, each 
one without recourse or repur- 
chase. 

I wish to thank you for being so 
attentive and kind to me and I truly 
hope 1956 will be a prosperous year 
for each and everyone of you. 

+ * > 


Building 
Service Volume 


By P. James Deasy 
R & H Management Co., 
Merchantville, N. J. 


(Epvrror’s Note: Deasy spoke 
from an outline rather than a 
prepared text. Following is the 
outline of his talk which he sub- 
mitted to NADA.) 

Subject: Building service volume 
—Is it worth it? 

1. The basic problem—slim profit 
margin which affects— 

a. Caliber of personnel. 

b. Caliber of facilities. 
2. The problem varies— 
a. In degree. 
b. In remedy. 
3. Volume and Population. 
a. The large-volume dealer 
in a medium population. 
b. The medium-volume dealer 


by offering them as 


ready-to-work units,—equipped 
with Morrison Service Bodies and 
Accessories—tailored to the specific needs of a... 


of vocational trades- 


men—electricians, plumbers, 

contractors, installers, servicemen 

—anyone who needs a mobile workshop 

and parts supply. They’re one of the largest groups 


of truck users in the country 


who know the advantages 

of service bodies for their work. 

Morrison advertising in leading trade 

magazines helps keep them sold. Morrison Service 
Bodies and Accessories can mean... 


for you, guaranteed by 

your Morrison Dealer Discount. It’s 

easy! Sell Morrison Service Bodies and 
Accessories with a new chassis or for an old one. 





in a medium, large or small 
population. 

ec. The small-volume dealer in 
a small, medium or large 
population. 

d. The variables affecting “areas 
of conveniences.” 

4.Most service facilities not 
geared to current sales potential. 

a. Can they be geared? 
b. At what cost? 

5. Paid labor is shifting to free 
labor. 

6. Doubling present facilities 
with the night shift. 

a. When is this practical? 
b. When is this not practical? 
c. What are the problems? 

7. Service solicitation systems. 
a. What are their weaknesses? 
b. What do they lack? 

c. What support do they need? 

8. How to analyze your true serv- 
ice potential. 

9. How to budget overhead to 
true service potential. 

10. The facilities and overhead 
which best suit your true economic 
needs will eventually satisfy the 
factory. 

11. Holding the factory at bay. 

12. Developing management and 
policy to control costs and expand 
profit. 

13. How to attract higher type 
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personnel to work in your Service 
Department. 

14. Training programs for 
personnel. 

15. Retention 
through— 

a. Incentive payment Plans. 
b. Medical, life insurance and 
pension benefits. 

16. Don’t spend money on facili- 
ties, equipment, service solicitation 
systems, advertising until you have 
invested enough money and time 
in people on your payroll. 


of personnel 


Stewart-Warner 


Aids Students 


CHICAGO. — Stewart - Warner 
Corp. has announced establishment 
of four four-year engineering schol- 
arships, three in mechanical engi- 
neering and one in electrical 
engineering, to be awarded to high- 
school graduates of exceptional 
ability through National Merit 
Scholarship Corp. 

Effective immediately, the schol- 
arships will permit four young men 
from among 60,000 who took com- 
petitive tests at 10,800 high schools 
to enter the engineering schools 
of their choice next fall. 


SERVICE 
BODIES 


STE 


MORRISON SERVICE BODIES feature bonderized,.all-steel, welded construction with double 
lap-type joints — 12-gauge, 4-way, diamond safety tread floor —extra-wide doors with 
recessed handles, tumbler locks keyed alike, full bolt-action locking bar, and lap seal and 
gutter drains that make the large capacity compartments theftproof and weatherproof. 


for 4%4-%-1 and 


1%-ton chassis 


COMPLETE LINE OF SERVICE ACCESSORIES. Morrison Service Bodies can be customized to meet 
the specific needs of any part of the great service industry — at a surprisingly low cost — 
by adding any combination of Service Accessories in the complete Morrison line. Available 
are ladder bows and brackets — pipe racks, rests and vise brackets — special trays, shelves and 
bins — bumper steps— sliding tops and end closures —— and a complete upper structure 
that totally encloses the open area of the body at walk-in height. 


into his car or will he just drives| 


a bargain? 


For a’ good used-car operationsé 4s 


believe you should have an exclusiv: 
used-car sales force. 
To obtain good men, you must 


MORRISON SIDE BOXES 


Increase your profits on pickup and express body 
sales. Show your prospects the extra carrying space 
lus the protection for tools and supplies offered 
yy Morrison Side Boxes. Two models — 75” and 


85” long. 


Morrison Service Bodies and Accessories. are 
available for immediate delivery from leading 
truck equipment distributors in all princi 
cities. They can be ship 
or installed-on your 


to you for mounting 
assis and delivered to 


your customer by the distributor. 


Morrison Service Body Division, moRRISON STEEL PRODUCTS, INC., 680 Amherst St., Buffalo 7, N. Y. 





TOTAL AUTOMOTIVE ADVERTISING 


(including gasoline and lubricants) 








1955 will go down in the books as a 
milestone year. Never before has the 
industry produced—and sold—so many 
ears. It is interesting to note that in 
this year of peak competition, new-car 


advertisers placed more pages in The 
Saturday Evening Post than in any 
other magazine. In fact, the Post leads 
the field in both pages and dollars of 
automotive advertising by a wide mar- 


gin—as it has for 55 consecutive years. 
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NADA Covers Sales, Service, Parts, Bodies, Equipment .. . 
Truck Clinic Probes Headaches 


Eprror’s Note: Following are 
the texts of addresses delivered 
at a panel discussion Sunday 
(Jan. 29) on “Merchandising 
Trucks in 1956” at the NADA 
convention in Washington: 

* * * 


Opening 


Remarks 


By Robert J. Purcell 
Purcell White Trucks, 
Syracuse 

We appreciate the opportunity 
given us by NADA to talk with 
you on the various aspects of the 
motor truck industry and we are 
hopeful that these discussions will 
prove helpful to you. 

In 1905 there were 750 trucks 
registered. In 1955 the figure will 
approach 12 million. Approxi- 
mately 25 percent of these trucks 
are used on farms, resulting in an 
80 percent increase in farm out- 
put and in the past 40 years, farm 
porperties have increased in value 
from $40 billion to $93 billion. 

Twenty-three percent of the 
U. S. population, or more than 
35 million people live in subur- 
ban areas, made possible by bus 
and truck service. Everything we 
eat, drink and wear was some 
time or other moved by motor 
truck. 


We all agree that America is the | 


greatest land on earth and the 
fact that we operate in the United 
States approximately twice as 
many 
world combined, tells the story of 
the impact the truck has had on 
our economy. 

* * x 


Don’t Neglect Service 


trucks as the rest of the} 


the “good old days” have become 
the “better new days.” Yes, it has 
been my privilege to have a small 
part in the transportation revolu- 
tion which has taken place over 
the past few decades. ° 


With all humility, I can say 
that I take tremendous satisfac- 
tion in the fact that my business, 
my associates and my family 
have prospered throughout these 
years. 


My Brief comments today con- 
cerning the truck selling activities 
of an automotive dealership can 
only be based upon my personal 
experience in my own small town. 
However, perhaps a few of the 
things I have learned along the 
way will prove of interest to you. 

* * cd 


Reexamine Truck Potential 


The most important of all is that 
we have paid no interest in the 
past 15 years or more, of any kind, 
either on floor plan of new and 
used cars or trucks, or operating 
capital. 








The truck business can be profit- | 


able if you will give it the time 
and thought that are necessary to 
any successful operation. Unfor- 
tunately, too many dealers who 
have dual accounts say they don’t 
like selling and servicing trucks, 
so many have adopted the plan 
of invoice selling which of course, 
is detrimental to the communities 
where these tactics are employed. 

You gentlemen who favor this 
plan are missing real opportunity 
from a profit standpoint because 
make no mistake about it, the 
truck is here to stay and as the 
old adage goes, you can take out 
in proportion to what you put 
into any operation. 

We have adopted five 
which we feel very well cover the 
truck business and secured men 


individually qualified to talk on} 


these important issues. I think we 
will all agree that the No. 1 subject 
on the Hit Parade is securing the 
new truck sales. 

> * 


New and Used 
Truck Sales 


By James S. Dailey 
Dailey Motors, Inc. 
(Cadillac-Pontiac-GMC), 
Martinsburg, W. Va. 


Mr. Chairman, 
National Automobile Dealers As- 
sociation and guests, it is indeed a 
pleasure and a privilege to have 
this opportunity to .talk with you 
today. 

For the past 35 years, the major- 
ity of my waking hours have been 


issues | 


members of the! 





devoted to thinking and working | 


with just one subject—car and 
truck sales and service—believing 
it would become the biggest and 
best business in the world. 

It has. Since 1935 I have oper- 
ated a dealership in the small 
town where I was born, Martins- 
burg, West Virginia. 

Like many of you in this audi- 
ence, it is not difficult for me to 
recall what life was like before 
the advent of the car and truck, 
and many of the memories of those 
days are still sweet and fresh. 

I can clearly remember the dray 
horses hauling the fruit from our 
rich orchards around Martinsburg 
into town for trans-shipment to 
the metropolitan markets. And 

what a thrill it was to see a spank- 
ing new matched team bringing 
the ladies into town for their shop- 
ing. 


But the car and truck came along 
and what we so often refer to as 


* * * 


Every dollar spent for in- | 


terest must be deducted from the 
profit side of our ledger. 


I would like to say that as 
a dual dealer I have found the 
truck business to be good busi- 
ness. 

On the other hand, I am sure 
there are those in this audience 
who feel this part of their business 
does not hold sufficient rewards for 
them to devote the necessary time 
and effort to it: I can only recom- 
mend that they take off the dark 
glasses and reexamine the potential 
in the truck field in their own sell- 
ing area. 

a * * 

Anything withers on the vine if 
it is not fed and nurtured. I be- 
lieve that if you will take hold and 
apply good management and good 
salesmanship to your truck activi- 
ty that it will blossom and prove 
as fruitful for you as it has for 
me. 

Certainly, thoughtful considera- 
tion to revitalizing your truck sell- 
ing efforts is in order at this time. 

My associates and I sell trucks 





because we want to—not because 
we have to. 

Throughout the years, we havé 
found it to be good business. We 
are told that, comparatively, our 
sales performance is good, but even 
more important, our profits from 
the truck side of our business are 
also good. 

‘Specifically, trucks account for 
approximately 20 percent of our 
total unit sales. Dollarwise, they 
are a much more important source 
of revenue. Over one-third of our 
parts and service sales relate to 
trucks. 

a * * 


Trucks Called Extra Profit 


Over the years we have learned 
that our truck sales hold up in 
both good times and bad. I will be 
frank in saying that during the 


war we would have had a hard| 


time getting along without our 
truck and farm 
ness. 


Also, we have found that you 
can figure on your truck cus- 
tomers staying with you. Our 
experience has shown that the 
truck buyer almost always comes 
back when he is ready to trade. 
We look at is this way—if we 


implement .busi- | 





were to get out of the truck bus- 
iness, our fixed expenses would 
continue without an appreciable 
change. 

Accordingly, as a dual dealer, in 
a limited market, we consider the 
profit that comes from our truck 
sales and service as extra profit 
which we could obtain from no 
other source and vital to our con- 
tinuing in business. 

x = x 

It almost goes without saying 
that personal knowledge of your 
market and of your customers is 
imperative to the successful mer- 
chandising of trucks. We have 
made it a policy not to sell a man 
a deal he can’t handle and accord- 
ingly our repossessions have been 
very low. 

The majority of our sales, as I 
have said before, are repeats. 
They have to be in a small com- 
munity such as ours. On the 
rare occasion that we shave the 
price and there isn’t much profit 
left from the sale, we don’t pay 
commission. 


That may sound tough, but we 


| believe that our salesmen must sell 


—not just take orders. Our philoso- 


|phy has always been to sell the 


man the right truck, not just a 
(Continued on Page 49, Col, 1) 





Sal. 


YOU NEVER RODE ON AN’ 


A. Tire Scientifically Designed F 


Fiionway Speeds And Stop-|cG« 


Get set for a whole series of surprises when you have your 
car equipped with these fabulous new Dunlop Super Gold 
Cup Tubeless or Tubed Tires. Smartly styled to enhance the 
appearance of today’s motor cars, their beauty is far more 


than side-wall or tread deep. 


It starts with Dunlop's famed Tension-Free construction that 
equalizes internal stresses, eliminates high heat-breeding 
areas— minimizes danger of blowout-born accidents — adds 


thousands of miles to Super Gold Cup life. 


And, finally, the beauty of this tire focuses on a new Dunlop- 
developed feature destined to make safe-driving history — 


MAX-GRIP TREAD. 


MAX-GRIP OFFERS GREATER SAFETY 


Here is grip at its greatest. A tread that takes hold when you 
“take off.” A tread that holds on for dear life to protect your 
life when you bear down on the brakes. A tire that corners 
with racing tire surety to guard you and your passengers 


every mile of the way. 


RADICALLY NEW TREAD COMPOUNDS 
FOR GREATER WEARASBILITY 
New rubber compounding formulated especially for the new 


MAX-GRIP Tread ends rubber-robbing scuff. Scuff means 
wear. Dunlop Super Gold Cup Tires are world-beaters for 


wearability — and that spells economy for you. 


THE NEW SUPER GOLD CUP MEANS 
SILENT CUSHION COMFORT 


Super Gold Cups are better balanced. They roll smoothly, 
quietly, bringing new car-handling comfort to drivers. They 
take trip-weariness out of travel. You and your passengers 
ride relaxed on Dunlop Super Gold Cups with Tension-Free 


construction and MAX-GRIP Tread. 


In sum, Dunlop Super Gold Cup Tubeless Tires are the 
latest development of the longest tire-building experience 
in the industry. Incorporating new advances in rubber com- 
pounding, in Nylon or Super High Tenacity Rayon cord 
construction, and in tread design, they offer you silent 
Operation, increased comfort, plus greater safety and far 


greater value for your tire dollars. 


DUNLOP TIRE AND RUBBER 


Factory and Executive Offices: Buffalo 5, N. Y. 


Founders of the Pneumatic Tire Industry 


CORPORATION 
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NADA Clinic Probes 
Truck Headaches 


(Continued from Page 48) 


low price. We believe our cus- 
tomers respect us for it. 
ok a + 


No ‘Magic Formula’ 

Our used-truck department also 
accounts for a small profit. Perhaps 
this is due to the fact that we do 
not regard a used truck as a piece 
of junk to be put in back of the 
shop hoping that we can move it 


at any price, but we give it the| 


same attention that we give a used 
ear. 


We have found that both me- 
chanical and appearance condi- 
tioning—done with judgment— 
pays off. Our salesmen are kept 
informed daily as to our inven- 
tory of used trucks, and they 
operate both as new and used- 
truck salesmen in fact, not just 
in theory. 

I’m afraid I must admit that I 


have’ not discovered any magic 
formula relating to the successful 
selling of trucks, I can only say 
that it seems to me the same sound 
business principles and human con- 
siderations that characterize any 
successful business activity apply. 


In the final analysis, I believe, 
your success as a truck dealer 
will, in a large degree, be deter- 
mined by the careful thought and 
conscientious effort which you con- 
tribute to it. 


* x * 


A convincing sales personality, a 


getting along well with your pros- 
pects, while valuable assets, are not 
enough. You must have more than 
that. You also must be grounded 
|in the fundamentals of trucking. 


The performance characteristics 
expected of the vehicle, the kind 








FEATURING 


MAX-GRIP 


A NEW TREAD DESIGN 
FOR SAFER CAR CONTROL 


“footprint” 





scuff ends. Skid danger is nipped 


You get maximum stopping and starting power 
— maximum control of your car — maximum 
safety for you and all who are riding with you. 


To the right you see MAX- 
GRIP Tread as 
along the highway—a 
picture of ruggedness in 
rubber. To the left is the 


GRIP Tread when you 
accelerate or apply the 
brakes. Thousands of scien- 
tifically angled tread insert 
slots open wide to provide 
more gripping edges. Every 
individual traction unit 
grips the road like glue. 
They wipe wet pavement dry. Wear-breeding 


it rolls 


of MAX- 


in its tracks. 


genial disposition and a talent for | 








and amount of cargo to be 
hauled, the terrain over which 
the truck will be operated and 
many other factors must also be 
taken into consideration in 
“engineering” a truck for a cus- 
tomer. 


This is particularly true in sell- 
ing medium and heavy-duty units. 
This is not a complicated and 
overwhelming task, but I suspect 
many a truck sale is lose because 
of hesitancy on the part of a sales- 
man to recommend an axle ratio 
or a piece of optional equipment. 


Being able to determine with 
confidence, the right truck for the 
task will go a long way in contri- 


buting to your success in this field. 
* * + 


A Question of Character 


Regardless of the many facets 
of truck merchandsing, I firmly 
believe that the most important 
factor is your own personal hon- 
esty and integrity. 

Every deal you make must be 
equitable both to your customer 
and to you. That is the only way 
you will STAY in the truck selling 
business and receive the rich re-| 
wards both of profit and satisfac- 
tion from your efforts. 

I enjoy telling my friends a | 
story about an acquaintance of 












DUNLOP 


SUPER GOLD CUP TIRES 


WITH MAX-GRIP' TREAD AND 
TENSION-FREE* CONSTRUCTION 


mine, who, at the present time, 
is a highly successful automo- 
tive dealer. This man was born 
on a farm, and, like many other 
ambitious farm lads, he was at- 
tracted to the city with its many 
opportunities. 


On the morning of his 17th birth- 
day, he stood on the city streets, 
not knowing a single soul. His en- 
tire worldly possessions consisted 
of $7. 

+ * ” 

With extraordinary courage, he 
walked into an automotive dealer- 
ship, sought out the owner and ex- 
plained that he wanted a job— 
any kind of a job. The dealer 
looked at him kindly and inquired 
as to where he came from, and the 
young man, with all the sincerity 
of a 17-year-old farm boy, replied, 
“I came from a farm 12 miles 
north of Belleville and I brought 
my character with me.” 


Needless to say, he sold him- 
self and his services to this man, 
and the character which he 
brought with him, in my opinion, 
still remains his most valuable 
possession, with all his success, 
I also strongly suspect that he 
still has his original $7. 


Gentlemen, I say this to you with 
all sincerity, if you are in the truck 
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business, get in it all the way. 
You owe it to your associates, you 
owe it to your community and, 
above all, you owe it to yourself. 

There are only two essentials for 
success in any business—they are 
“know what you are doing” and 


“work at it.” 
* + 


° Truck 


Service 


By L. B. Rosman 
Mineola Mack Distributors, Inc., 
New Hyde Park, N. Y. 


A salesman can sell a truck, but 
only the service department can 
make a satisfied customer. 

The successful truck sales distri- 
butor must have, as an integral 
part of his organization, a good 
service department. Without it, the 
efforts of even the best salesman 
will fail in reselling the customer 
—or even in keeping him as a 
parts and service purchaser. 

“Down time” is one of the 
greatest factors in increasing the 
| operating costs of the trucking 
industry. 

A truck that won’t run costs a 
company a day’s earning power. 
That contractor who has a dead- 
line to meet, or that over-the-road 
operator who has a load to deliver 
without his own truck available 
must then lease a truck and pay 
someone else a profit so that his 
contractual obligations will be met. 

* * * 

Perhaps a conversation held by 
a new customer with me may best 
illustrate the importance of a good 
shop. This customer had signed his 
first order with our company. He 
had changed his operation and was 
moving from the light field into 
the heavy-duty truck field. 

He didn’t quibble about the 
price, and was quite frank in 
saying that he had not even 
asked for competitive prices. The 
salesman had brought this cus- 
tomer into my office so that I 
could thank him for the order. 
“Perhaps,” he said, “you might 

be interested in knowing why I 
bought from your company. I am 
in the fuel cil business and the. 
most important factor in our busi- 
ness is to make sure that our cus- 
tomers get their oil. A customer 
whose children are cold is not in- 
terested in excuses as to why the 
oil was not delivered. 

“Service is therefore of para- 
mount importance to us. We must 
|keep our trucks rolling. Before I 
decided where to buy our equip- 
ment, I first inquired as to who 
had the best service organization. 
|A few dollars more or less makes 
little difference to my company 
as long as we buy a god truck 
with a good service department 
behind it that will keep it on the 
road.” 





x * * 
\Night Shift Important 

Now, let’s ask ourselves, what 
makes a good service organization? 
A good service organization must 
have good operating facilities. The 
shop must be large enough to give 
the men ample room to work effi- 
ciently. 

It must be equipped with the 
latest and most modern tools to 
permit the men to work with speed 
and efficiency. In this day of high 
labor costs it is important that 
wherever possible electrified equip- 
ment be used in order to speed the 
job and hold down costs. 

There should be a machine tool 
shop where the men may repair 
parts, and in an emergency, be 
able to make new parts. I fully 

realize that outfitting a modern 
machine tool shop costs money 
—ours cost $60,000. But when- 
ever possible such a shop should 
be installed because it is a vital 
element in speeding the repair 
of trucks. 

The second most important fac- 
tor is the time you are able to 
offer your customer. The ultimate 
in service is, of course, three shifts, 
so that service is available 24 hours 
a day. This, however, is often im- 
possible due to the lack of man- 
power. In the trucking industry, 
I would say that two shifts at least 
are a must. 





* 1 /” 


We keep our shop open from 8 
a.m. to 12:30 am. The first shift 
works from 8 a.m. to 4:30 p.m. and 
the second shift works from 4:30 
to 12:30. A little over five years 
ago when I took over our operation 
we had no night shift. We now 
have this shift and the result is 

(Continued on Page 92, Col. 1) 
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Why All The New Year’s Resolutions ? 


From the Beginning, 


Packard has Pioneered 


A New Era in Dealer-Factory Relations 


Ask the man who sells them! 


You'll find a new era in dealer-factory relations already 
established —a “‘going”’ concept that works. 


Today the Packard viewpoint is truer than ever . . . because 
it’s basic! 


The Packard and Clipper franchises start with the premise 
that an automobile dealer is a businessman in his own 
right, entitled to prosper and enjoy his prosperity . . . to 
make a living and do some living at the same time. 


Read the points across the page, for example, and see. 








DEALER PROFITS ... solid 
profits from realistic volume 


It is Packard’s basic belief that a 
dealer should conduct a profitable 
business selling automobiles in a vol- 
ume realistically based on his own 
market conditions. Thus, Packard- 
| Clipper Dealers don’t have to ‘‘wheel 
| and deal’’ and end up just ‘‘trading 
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dollars.”’ 
Y//ocrronmance REWARD 
---added dealer benefits on 


unit sales 


Over and above normal gross profits 
from the sale of automobiles, a 
Packard-Clipper Dealer is rewarded 
for annual sales performance to a 
degree that adds substantially to the 
value of his Packard and Clipper 
franchises. 


DEALER QUOTAS ... based 
on dealer-appraised potential 


Packard’s objective is not to produce 
the greatest number of cars, but to 
produce only the finest cars in vol- 
ume that maintains profitable fac- 
tory production in balance with 
profitable retail sales. Because dealer 
quotas are established by each 
dealer’s analysis of his market po- 
tential, the need for excessive quotas 
is eliminated. 


CAR SHIPMENTS... only by 
dealer order 


A Packard-Clipper Dealer is shipped 
only those cars, parts, accessories 
and other items which have been 
specifically ordered by him according 
to his own requirements. 


ESTABLISHING NEW 
DEALERSHIPS... 


no diluted territories 


New Packard-Clipper Dealerships 
are established on the basis of ade- 
quate sales territories and profit 
potential for each dealer, old and 
new. Thus, all dealers are assured 
ample opportunity for sound and 
profitable business operations. 


VIEWPOINT ON VOLUME... 
substantial profit on every sale 


A Packard-Clipper Dealer, selling to 
select high-income markets, enjoys a 
profitable business on relatively low 
unit volume. en he s extra 
volume, he talks as low as 3% or 5% 
more units a month in proportion to 
his market—not 30% to 40%—and 
he talks extra profit for himself! 


INHERITANCE CLAUSE... 
dealer names successor 


A Packard-Clipper Dealer can be 
assured of the continuation of a suc- 
cessful business which he has built. 
His Sales Agreement provides for 
the naming of specified persons with 
whom the factory enters into a new 
sales agreement in case of his in- 
capacity. 






FRANCHISE SECURITY... 
termination rights 


The dealer’s sales agreements can be 
terminated during their terms by the 
factory only for cause on ninety days 
notice. 


Why not write today for information on the Packard and Clipper franchises? 


PACKARD-CLIPPER DIVISION ¢ STUDEBAKER-PACKARD CORPORATION 
Detroit 32, Michigan 





Where Pride of Workmanship Still Comes First 
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Reports from 4 Areas... 





Dealers Strive to Bolster Markets 


EVERAL major car markets are 

reporting serious sales slumps 
that have dealers and factory per- 
sonnel worried. 


Some dealers in these areas see 
a return to 1954 profits, while 
others blame “overselling” of the 
market last year. All dealers re- 
port intensive efforts to stimulate 
the interest of the buying public. 
The markets are: 


New York 

BpLALaRS feel that the present 

depressed market has had no 
parallel within the past 30 years. 
Sales of 1955s began to grind to 
a halt with introduction and stag- 
nated during the traditional 
ne Caniotnas new-car 
ull. 

To date, there is no pattern 
or evidence of recovery. Dealers | 
are not alone in their concern. 
Factory officials are getting their 
share of headaches, apparently 
from pressure from up the ladder 
urging them to determine the 
causes for the present stalemate. | 
One factory office, one of the| 
low-priced three, has put men into 
the field to determine ‘“What’s 
wrong with the New York 
market?” 

The dealers of one make decided 
that one of the fallacies in present 
merchandising methods existed in 
wild dealer new-car advertising. 
It was the consensus that the pub- 
lic has a wary distrust of all 
“comeon” advertising. Gimmicks, 
they felt, were working the pub- 
lic into a “wait and see” attitude. 

* * * 
a drew up a code of ethics. 

No actual written agreement 

was signed. The agreement had} 
the effect of curtailing dealer 
newspaper advertising, thus sav- 
ing the dealers overhead, which 
they were happy to trim. 

Within five days reports circu- 
lated that factory representatives | 
were “requesting” dealers to re- 
turn to gimmick advertising. It 
was reported that every dealer 
who previously had been a 
heavy advertiser, received a call 
from zone advising them that 
the zone would look favorably 
upon stepped-up gimmick adver- 
tising. 

Five dealers in the group re- 
ported the factory requested inser- 
tion of a price ad, which was 
claimed had been a success in an 
adjoining area. They all had heavy 
stocks on hand and apparently had 
requested slower factory shipments. 

The group stood firm, then one 
dealer broke with a price ad of| 
$1,995 on the model which the 
others had agreed not to advertise 
for less than the suggested price | 
of about $2,500. The agreement 
was broken at the behest of the 
factory, he reported. 
* * x 


HIS action was followed by an- 

other dealer offering the same 
model for $1,945. The merry-go- 
round began. To date, it is re- 
ported that neither dealer can 
trace a sale to their action. Other 
dealers seriously are questioning 
the advisability of “prostituting” a 
prestige line at the first downturn 


ence in the press too. Ralph Hen- 
| dershot, financial editor of the 
|New York World Telegram and 
Sun, wrote: “Purchasers of auto- 
mobiles have a gripe which may 
find reflection in sales. Cars, it is 
claimed, have been pushed through 
to customers without adequate fac- 
tory inspection and without the us- 
ual careful checking of dealers. 
Moreover, dealers have been re- 
luctant to correct the faults which 
develop. 
* * * 


“That can cause dissatisfac- 
tion among new-car owners. 
The result may very well be a 
hesitancy on the part of poten- 
tial buyers to enter the market.” 
Some dealers feel that the “fast 

buck” boys have just about had 
their day. Their analysis is like 
this: No matter how low the over- 
head, there is a line at which gross 


| profit no longer can be cut. When 
|a dealer cuts his gross beyond that 


point, he is hastening the end. It 
is the feeling that the “suicide 





in business. 

Dealers seem to believe there 
is nothing to be gained from 
attempting artificially to stimu- 
late the present market. Some 
point to the stimulation of 1955 
as the direct cause of the situ- 
ation. 

Others feel that the poor assem- 
bly job, plus growth of non-serv- 
icing dealers in 1955 is responsible. 
This view has gained some cred-| 


Broe Files $5,000 Suit; 
Charges False Arrest 


SPRINGFIELD, I1L.—R. E. Broe, 
Broe, Inc. (Dodge - Plymouth), 
has filed a $5,000 suit against 
Wilfred F. Stork charging false 
arrest and malicious prosecution. 

Stork brought charges against 
Broe Dec. 29, alleging Broe had 
sold him a car but had refused 
to turn over title. Justice of the 
Peace Joseph W. Maddox has 
dismissed Stork’s action on 
grounds that the warrant was 
made out against Broe as an 
individual instead of against Broe, 





stay in good 





Inc. He did not rule on the issues | 
involved. 





EXPERIENCE COUNTS.“We 
always see to it that our tires 
are in top condition. Rayon’s 
long-lasting strength makes our 
work easier. Rayon Cord Tires 
running shape 
longer and what’s more they give 
us extra recaps. Here’s a tire that 
is being recapped for the fourth 
time and is still. going strong. 
That’s economy for you! And 
here’s another cost-saving factor 
—because of Rayon’s greater de- 
pendability we can keep our 

tire inventories low.” , 


line,” regardless of dealer or vol- 
ume, varies only a few dollars 
among all dealers. —(Ep Brown.) 


Atlanta 


HE YEAR 1956 will see fewer . 


new cars sold, according to a 
survey of Atlanta dealers. They 
believe new-car sales will 
around 20 percent this year. 

Dealers gave as reasons: (1.) 
lessened public demand; (2.) 
tight finance situation; (3.) °54 
and ’55 model owners who bought 
on long terms owe more than 
car is worth and therefore are 
out of present market; (4.) 
buyers not getting as much over- 
time pay as last year—some 
fear losing their jobs; and (5.) 
not enough change in ’56 models 
generally to tempt hesitant 
buyers. 

Dodge, Plymouth, Nash and 
Chevrolet dealers, however, are 
optimistic about ’56 sales. They be- 
lieve they are in a better position 
this year than their competition. 

Despite the unanimous belief 


as R 


drop | < 





“Better sharpen your pencil, 
Bub, I got a nice offer from the 
museum!” 





that new-car sales here would de- 
cline this year, each make dealer 
interviewed declared emphatically 
his particular make would retain 
or increase its percentage of price 
class sales this year. 

Local dealers believe 1956 will be 














































































a far better year from the selling 
standpoint than the past two years. 
* * . 


aoe will gradually get 
back -to normal this year,” a 
Chevrolet dealer stated. “I think 
we'll see less cut-throat competi- 
tion among individual dealers, 
fewer gimmick-type ads, saner 
methods of merchandising and 
selling.” 

All dealers reported 1955 profits 
were way above 1954. One Ford 
dealer said his profits for the 
year were 100 percent higher, 
and a Chevrolet dealer declared 
his profits were “about double” 
the previous year’s. 


Only one dealer interviewed 
(Lincoln-Mercury), believed ’56 
profits will be greater than last 
year’s. Most dealers think ’56 
profits will be more in line with 
those of ’54. Others foresaw a drop 
varying from 10 to 50 percent. 


Stocks of most makes were re- 
ported to be running about the 
same or only a little above the 
comparable period last year. Some 
Dodge, Plymouth and Ford dealers 
report their stocks are up a great 
deal over the corresponding period 
last year. One Ford dealer said 

(Continued on Page 53, Col. 1) 





QUALITY PAYS OFF. 
**Rayon’s stretch-resistant 
strength plus our strict policy of 
regular air check and inspection 
keeps down-time loss at a mini- 
mum. Down-time not only can 
lose us money, but can also de- 
stroy customer confidence if 
we fail to meet delivery dates. 
Rayon Cord Tires help keep A-T 
consistently on schedule. These 
tires being checked have already 
gone thousands of miles and we 
estimate that each recap will give 
us another 30,000 miles!” + 
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Reports from 4 Areas... 





Dealers Push Drives 
To Bolster Markets 


(Continued from Page 52) 


his inventory was 300 percent 
higher. 

It was pointed out, however, that 
this is a misleading picture, as the 
Chrysler and Ford lines came out 
earlier this year, giving dealers 
more opportunity to build up their 
stocks. 

* + cd 


NE Chevrolet dealer reported 

he is receiving from the fac- 
tory this month 75 cars less than 
he ordered. “Our stocks are very 
low on our best-selling models. Our 
‘bread and butter’ models were all 
gone by the 10th of the month,” he 
declared. 

The majority of the dealers 
here wholesale their rough and 
hard-to-sell used cars, retailing 
only those on which they think 
they can make a profit. In most 





cases it is a 50-50 proposition— 
50 percent wholesale, 50 percent 
retail. 

Most dealers reported low used- 
car inventories, and stated used 
cars are not a problem at this 
time. It was noted, however, that 
the wholesale market is not as 
active now as it was this time last 


Studebaker Names Reed 


Ted Reed (Nash), Eugene, Ore., 
has opened a Studebaker dealership 
in Springfield, Ore. New service 
facilities are being added to the 
dealership, to be called Ted Reed 
Co. and Vernon Sanders will man- 
age it. Reed will continue to oper- 
ate his new and used-car outlets 
in Eugene. 


year. Comparable models are| 
bringing about $350 less than last 
year. 

In order to sell more ’56 cars, 
dealers are having to discount 
more than was necessary on ’55 
models. Discounts are averaging 
from $50 to $75 more on some 
makes, 5 to 7 percent more on 
some, 50 percent more on others, 
and $200 to $400 more per deal 
on others. 

+ * * 

EALERS said present plans for 

increasing business this year 
called for better selling methods, 
more product advertising, direct 
mailing to car owners, giving bet- 
ter service to regular car cus- 
tomers. 

All but one dealer interviewed 
reported they were stepping up 
customer courtesies, bending over 
backwards to carry out the theory 
that “the customer is always 
right,” increasing personnel to in- 
sure more efficient, courteous serv- 
ice. 

The dissenting dealer declared 
he never had instituted customer 





courtesies of any kind and didn’t 
intend to start now. 

Several local dealers are of the 
opinion the results of the Senate 





Press Agent Is Casualty 
Of Washington Show 


WASHINGTON. — Faced with 
low attendance when zero 
weather and icy streets greeted 
the opening of Washington’s 27th 
annual automobile show, man- 
ager Mike Murphy called his 
star press agent, Lou Brott, to 
come to the Armory for a con- 
ference. 

Brott got under way immedi- 
ately and was making good time 
until he reached the Armory 
steps. 

There, he slipped on the ice 
and broke his arm. 





investigation and curtailed pro- 
duction will ease factory pressure 
on dealers this year. 

Others stated that “factory pres- 
sure is an ever-present problem. 
Factories want to maintain or bet- 
ter their percentage of prices class 
sales, and dealer pressure is one 
way of doing it.” —(E. C. Basu.) 

= + 


= 
San Antonio 
A CUTBACK to. 75 percent of 


1955’s new-car production is 
needed if the dealer is to get any 








largest trucking company proves 


TIRES PAY OFF! 


Here’s what Associated Transport, Inc., 
has to say— 


pays off! 





“They don’t come any bigger than A-T. We 
have 4,600 trucks, tractors and trailers—we 
operate between 66 terminals and sub-terminals 
in 14 states and we cover around 90,000,000 
miles a year. That’s big! Yet the only thing we 
at A-T make and sell is service. And with the 
help of RAYON CORD TIRES we’re able to 
supply our customers with the quality service 
they’ve come to expect from A-T. 


‘“‘When you promise a customer a delivery at 
a certain time, your success depends to a degree 
on whether or not your tires can get you there 
in good order. With Rayon Cord Tires this 
worry is substantially reduced. They get us 
where we want to go and do the job: They’re 
stronger, longer lasting and stand up better 
under all weather and road conditions—and our 
trucks cover every kind of road condition there 
is in the 25,000 route miles they travel on. That’s 
why we use Rayon Cord Tires. They give us the 
kind of service we need to give our customers 
the best possible service.” 


Truckers say that tires made of Rayon cord are bet- 
ter for any and all kinds of trucking. Records show 
that more truckers use RAYON CORD TIRES than 
any other. They can rely 
on Rayon because Rayon 


350 Fifth Avenue, 
New York 1, N. Y. 


relief and make a reasonable profit. 
in the opinion of one Buick dealer. 

“The present situation is so 
chaotic,” he said, “that a cutback 
of 10 or 12 percent will not be 
sufficient to be of any benefit to 
established dealers. 

“A review of motor vehicle regis- 
trations for the past six months in 
San Antonio shows a steady de- 
cline in sales since the high point 
—due to clearances—of 2,102 regis- 
trations was reached in August. 

“In deed, the high point in sales 
may have been reached in June, 
1,818 registrations, for sales 
dropped off to 1,573 in July, were 
stimulated by clearances in August, 
and have been declining ever since. 

* * + 


“AND the fact that one or two 

‘wild advertising and trading’ 
dealers have made unusual sales 
records does not change the over- 
all picture. Registrations have 
dropped off 30 percent since Au- 
gust. 

“And ‘wild trading,’ the figures 
indicate, cannot be effective in sell- 
ing another 8,000,000 cars in 1956. 
It can only result in more dealers 
being forced out of the automo- 
bile business—and, in the end, the 
wild advertising and trading boys 
will be forced to close down, too, 
for when high-pressure methods 
fail to seii, they must fail along 
with them. 

“In my estimation, an eight mil- 
lion-car production—or even a 
seven million-car production— 
cannot be forced on a 1956 mar- 
ket that can, normally, absorb- 
only five million new cars. 

“To persist in forcing the mar- 
ket is to stretch automobile credit 
to the breaking point, ruin the 
used-car business and bring about 
the ultimate downfall of those 
legitimate dealers still remaining 
in the field—especially those with 
large investments. 

“Only a real production cutback 
—a cutback of at least 25 percent— 
can be effective.”—(J. H. Reed.) 

+” * - 
Cincinnati 
wuts going on in Cincinnati? 

Three Chevrolet dealers have 
run advertisements saying that 
they would beat anybody’s deal. 
Earlier, local Chevrolet dealers 
were listing starting prices of the 
1956 Chevrolet at $1,595. 

Now, Economy Chevrolet adver- 
tises “Here’s proof ... . Economy 
Chev out trades ’em all! Brand 
new '56 Chev’s .. . $1,495 delivered 
—full factory equipment. No, we 
didn’t say $1,595 (other dealers 
said that) we said only $1,495 de- 
livered—with full factory equip- 
ment. Pay only $38.32 per month. 
No monthly payments ‘til March. 
THIS IS IT (a picture of 1956 
Chev) brand new and beautiful— 
model 1512. Extra hot deals on 
other models too! Hurry, sale starts 
today! Limited time only.” 

In the same newspaper, Queen 
City Chevrolet, Ohio’s largest 
Chevrolet de aler—according to - 
the company—says “nobody can 
beat our deal! On the ’56 Chev. 
Less than 1 percent profit. Big- 
gest dealer, biggest deal. Three- 
minute delivery. We don’t care 
what ANYBODY else offers— 
because we are Ohio’s largest 
Chev. dealer we can afford to sell 
at a lower profit, and friends, 
WE ARE DOING IT! We know 
our deal is bigger. Every day 
people come to us after shopping 
the neighborhood dealers. They 
admit our prices are lower—we 
can often deliver a new Chev for 
$100 to $300 under the offer of 
neighborhood dealers! (last year 
we operated on a profit margin 
of less than 1 percent).” 

Also in the same newspaper is 
an advertisement by Avondale 
Chevrolet that reads ... “What- 
ever anyone else can do, we can 
do better!” Read everybody’s ads,. 
then just give us a chance to 
MEET OR BEAT ANYBODY’S 
DEAL! on the record breaking 
56 Chev. They’re easy to buy— 
LOOK $1,595 delivered No. 1502— 
6 passenger includes standard fac- 
tory equipment plus sales 
tax.” 

Queen City also is advertising 
that all the company wants is $25 
profit on any late model used car. 
“We trade high. Only $25 over our 
cost—no more—compare—Queen 
City’s prices are low as anybody’s 
in town—and you get ail these big 
extras. Guarantees up to 90 days. 
Complete reconditioning. Full win- 
terizing. 200 car selection—four 
lots. Two convenient locations . . .” 
—(FRraNK Kappsgt.) 




















JOSEPH CHERNER 

of the Cherner and the Cherner-Shirlington 
Motor Companies, one of the world’s largest 
dealers in Fords, Lincolns, Mercurys, Thunderbirds 
and Continentals. Operating in Washington, D.C., 
and the Shirlington Business Center, 

Joseph Cherner is this year celebrating his 

Silver Anniversary year as a Ford dealer. In 
addition to his tremendous success as an auto 
dealer, Joseph Cherner is also President of the 
Shirlington Trust Company and of the 

Shirlington Corporation, a 50-store shopping 
center in Northern Virginia. 


“Women know what’s BEST in cars!’’ 










JOSEPH CHERNER says: 


“Best, that is, for their families’ needs! 


“Manufacturers recognize the importance of women 

in new car buying. That’s why they’ve 

incorporated so many special features in the 1956 models 
that appeal directly to women... 

beauty of design, luxury interiors, safety features to 
protect the children, easy steering, easy braking. 


“We, at the Cherner Motor Company and the 
Cherner-Shirlington Motor Company, 
gear our selling to the fact that today women are in the 
buyer’s seat, when it comes to selecting 
the family car. We just can’t miss this, one of 
the most important of all sources of new car sales!” 


ie 


—< 


In the buyer’s 
\ 


Whether you’re selling cars in California or Connecticut, in Minnesota or Mississippi, 
you'll probably agree with the consensus of dealer opinions all over the country: — 
it’s the woman who’s in the buyer’s seat, when it comes to buying a new car for the family. 


This is especially true of the woman who is numbered among McCall’s 
12,000,000 readers. 


She (the woman who reads McCall’s) lives in close togetherness with her family, 
sharing their activities and their interests. Because-she’s the family chauffeur 
(driving to schools, to the station, to the stores) she knows what’s best for 

her family in the new cars. 





She can tell you that McCall’s is the only magazine that reflects this family viewpoint— 
this togetherness — that makes so many millions of women read it with a thoroughness 
and a respect that extends to the advertising as well. 


That’s why so many major item, heavy goods manufacturers advertise in McCall’s. 
They’re agreed that the best way to sell the family is to sell the woman whose chief 
interest is keeping her family’s best interests always in mind. 


Let McCall's show you how you can influence the woman who has the most | 
influence on new car sales! 








NO. 2 OF A SERIES 


230 PARK AVENUE, NEW YORK 17, N. Y. 






The magazine of Togetherness... = 
every month in homes with over 4, 900, 000 aa 











AUTOMOTIVE NEWS, JANUARY 30, 1956 


Bulletin Board .. . 





Epitor’s Note: This is a new 
column summarizing technical | 
and service catalogs and bulle- | 


tins. 
* « * 


Tubeless Truck Tires 


Tubeless Tires for Trucks — 12 
pages, free. B. F. Goodrich Tire 
Co. Tire & Equipment Division, 
Akron, O. 


* * * 


Handbook for Farmers 
Farmer’s Handbook & Almanac 
—64 pages, free. B. F. Goodrich 
Co. Tire & Equipment Division, 
Akron, O. 





* * * 


Seal-Kote Plastic Paint 


Seal-Kote plastic paint bulletin 
(LL-2421)—one page, free. Woos- 
ter Sealkote Co., Wooster, O. 

* * * 


Use of Personal Letters 


How Dealers Can Use Personal 
Letters, three (service, sales, 


BEAR TELALINER 


Styled in the spirit of the ‘56 cars for even 
greater sales appeal! New improved electro- 


used-car) sections — 28 pages, 
free. American Automatic Type- 
writer Co., 2323 N. Pulaski Rd., 
Chicago 39, Til. 

* 


* 10 


Carbon Steel Properties 


Elevated Temperature Proper- 
ties of Carbon Steels (Publication 
No. 180)—60 pages, $3.75. Ameri- 
can Society for Testing Materials, 
1916 Racine St., Philadelphia 3, Pa. 


+ x * 
Figuring Truck Costs 
“How to Figure Your Industrial 


Truck Costs”’—4 pages, free. Elwell- 
Parker Electric Co., Cleveland 3, O. 
* + + 


Health and Efficiency 


“Health and Employer-Employe 
Efficiency—10 pages, free. Occupa- 
tional Health Institute, Inc., 6 East 
39th St., New York 16, N. Y. 

> > + 


Shape Cutting Data 
Airco No. 50 Travograph (ADC- 


magnetic alinement heads designed for 


even faster operation on all 
models, including ‘56’s. 


as little as $51 79 per month* 


YO 
evelt 


Greatly improved to handle 
frame jobs, including ‘56 ca 


faster. New tools simplify operation. 


Get started for $64.49 per mo 


BEAR ON-A-CAR 
BALANCER 


Now, balance any car wheel 
anywhere ... on the hoist or on the 
floor! Enjoy new ease of operation plus 

greater accuracy at lower-than-ever cost! 


as little as $1 1.46 per month* 


FRAME STRAIGHTENER 





707) catalog—20 pages, free. Air | 


| Reduction Co., Inc., 60 E. 42nd St., | 
|New York 17, N. Y. 
i od 


* * 


Metallic Coating Tests 


Specifications and Tests for Elec- 
trodeposited Metallic Coatings —| 
104 pages, $1.85. American Society 
for Testing Materials, 1916 Race| 
St., Philadelphia 3, Pa. 

+ 


°54 ASTM Supplement 


1954 Supplement to the Bibliog- 
raphy and Abstracts on Electrical 
Contacts—48 pages, $1. American 
Society for Testing Materials, 1916 
Race St., Philadelphia 3, Pa. 

aa * * 


Vibration Control 


Vibration control catalog, 
Vibration Mountings, Inc., 
Queens Blvd., Elmhurst, N. Y. 

+ oa od 


Barnes Catalog 


“Automatic Process Through Ma- 
chines for Processing Cylinder 
Blocks’”—12 pages, free. W. F. & 
John Barnes Co., Dept. CB, 301 S. 
Water St., Rockford, Ill. 

cd * * 


Plastic Film Data 


Polyvinyl alcohol plastic film 
brochure — four pages, free. Rey- 





free. 
76-17 





fits from BEAR 


more 
rs, better and 


nth* 


SAFETY SERVE 


nolds Metals Co., 2500 South Third | 


St., Louisville 1, Kentucky. 


x * * 


U. S. Statistical Abstract 


“Statistical Abstract of the U. S.”) 
—1,064 pages, $3.50. Supt. of Docu-| 
ments, U. S. Government Printing 
Office, Washington 25, D. C. 

* 


ca * | 

All About X-Ray | 
X-Ray and gamma ray protective | 
equipment and materials—8 pages, | 
free. Ameray Corp., 45 Route 46,| 
Kenvil, N. J. 


x * * 


Ex-Cell-O Bulletin | 


Ex-Cell-O quill type hydraulic 
power bulletin—20 pages, free. Ex-| 
Cell-O Corp., 1200 Oakman Blivd., 
Detroit 32, Mich. 

x 


* * 


°56 Silicone Dow Guide 


1956 Reference Guide to Dow Sili- 
cone Products—12 pages, free. Dow 
Corning Corp., Midland, Mich. 

* + a 


Strengthen Management 

“Strengthening Management for 
the New Technology—Organization 
—Automation—Management Devel- 





opment”—64 pages, $1.75 ($1 to 
AMA members). 


American Man- 










agement Assn. 1515 Broadway, 
New York 36. 


* x * 


About Tubeless Tires 


Tubeless tire reference bulletins, 
free. Dayton Rubber Co., Dayton, O. 


* * * 


Blast Cleaning Abrasive 


Steel Shot bulletin—8 pages, free. 
Wheelabrator Corp., 1016 S. Byrkit 
St., Mishawaka, Ind. 


J * * 
Coupling in Action 
“Amerigear Coupling in Action,” 
free. American Flexible Coupling 
Co., 1801 Pittsburgh Ave., Erie 1, 
Pa. 


* * 


Auto Refinishing Guide 


“A Guide to Better Automotive 
Refinishing’—40 pages. Available 
through all warehouses and jobbers 
of the National Automotive Parts 
Assn. 

s ¢ 8 


Truck Body Bulletin 


“Series 7000 C Construction 
Bodies with Crew Compartment’— 
four-page bulletin, free. J. H. Ho- 
lan Corp., 4100 W. 150th St., Cleve- 
land 10. 
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TFHEY RE WHEELIN IN DEALS 
“LOAST-FO-COAST 
The Tops in Hard-Selling, Merchandisable TV Film Programs! 





THE STAR & THE STORY" 









Cadillac Dealer Albuquerque, New Mexico 









g& Charles Farrell 


OMY LITT 


starring Gale Storm 








Ss gin 












3° 
: 3 
Georgie geo? cole 


Pontiac Dealer Columbus, 





& Co 









if YOU want new profits by the car load 
contact the man from Official today! 


Star Ting 













OFFICIAL FILMS, inc. 


25 West 45th St., New York 36, N. Y. 





Plaza 7-0100 
Chicago, III. Phila., Pa. Memphis, Tenn. 
360 N. Michigan Ave. 1420 Walnut St. 2254 Madison Ave. 
Beverly Hills, Calif. Minneapolis 16, Minn. Dallas, Texas 
121 South Lapeer Drive 3100 Raleigh Ave. Second Unit Santa Fe Bidg. 
St. Louis, Mo. Boston, Mass. San Francisco, Calif 
a 415 N. 12th Bivd. 419 Boylston St. 150 Font Bivd. 
Atianta, Ga. 1299 W. Peachtree St., N.E. 





*Present or Past Sponsorship 
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By James D. Woolf 
Special Correspondent 
"Aides is never the pri-| 
mary reason for the success of | 
any business. What builds a busi-| 
ness in the last analysis is the| 
quality of its performance. 
Advertising cannot benefit perm- | 
anently a mediocre, slipshod, | 
indifferently run_ enterprise. No} 
adman has yet discovered how to 
make a silk purse out of a sow’s| 


ear. 
* * * | 


Of paramount importance is 
satisfactory merchandise in terms 
of quality and price. 

Better yet is merchandise or 
service that exceeds the level of 
meeting customer requirments of 
mere satisfaction. As a potent 
developer of goodwill, there is 
nothing that beats giving the pur- 
chaser a little more than she 
expects. 

+ o 

Advertising cannot persuade peo- 
ple to like your store, or your 
product, or your service, or what- 
ever it is that you promote, unless| 
in your business are those attri-| 
butes—those little extra somethings 
—that tend to make it likable. 

* * * 


Ideas Live—and Die 


N° BUSINESSMAN, complacent, 
can coast along sleepily on old 
ideas. 

Said Elbert Hubbard: “Ideas are 
born; they have their infancy, their 
youth, their time of stress and 
struggle. They succeed, they grow 
senile, they nod, they sleep, they 
die.” 

Advertising that is coasting along 
sleepily on old ideas is bound to 
be ineffectual. Millions of dollars 
have been wasted that way. Millions 
are wasted now. 

* 





* * 

One of the most important es- 
sentials in advertising is that of 
keeping abreast of the times. 
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Salesense in Advertising 
Tested Ideas for Small Business 


In every community we see 
old businesses fading away be- 
cause their owners are not in 
step with current ideas and 
trends. 


They no longer understand 
the wants and needs of the peo- 
ple, no longer are sensitive to 
the fads and vogues and view- 
points that come and go in the 
shifting scene. 

* * * 


How well do -you know your 


market? 

You will find it will pay you to 
study your market in minute detail. 
Make a map of (1) your neighbor- 
hood, (2) your city or town, (3) 
surrounding and suburban and 
country areas, (4) your county and 
(5) the adjacent counties in which 
you might find customers. Your 
market may be vastly bigger than 
you think. 


* * * 


‘Too Much too Soon’ 
OW and then we hear it said 


advertising often fails because | 


the initial effort was too modest. 
What happened, say critics, was 
that the advertiser sent a boy to 
do a man’s job. 

We all know of such cases, of 
course. But just as frequently, I 
think, the reverse is true: The 


initial advertising effort was too} 


big and costly for the advertiser’s 
britches. 


Y am in favor of caution when} 
an inexperienced advertiser takes | 
his first swim in advertising’s chilly | 


waters. “Too much too soon” can 


be just as unfortunate as “too little | 


too late.” 
* * x 
The advertiser whose reputa- 
tion for. integrity is above reproach 
is sitting pretty. His advertising, 
no matter how strong its claims, 


is likely to be believed by most | 


consumers. 
I cannot understand how so 


Wi / 


UE aE 






aah: 


i 


many companies are so recklessly 
destroying public confidence with 
| advertising that is so obviously 


ordinary adult intelligence. 


- * * 


(retailers particularly) “jump all 
over the lot” with their advertising. 
Their copy has no central theme, 
no individuality, no consistent point 
|of view, no cohesiveness, no atti- 
tude. Conforming to no master plan, 
it is a hodgepodge of unrelated 
ideas. 


Get yourself an idea, a clean-cut 
philosophy of doing business, an 
attitude—and then stay with it. 


* x * 


UMAN inertia is probably the 
advertiser's toughest hurdle. 
Think of the many advertised 
products you have intended to buy 


it. It takes a long, long, LONG 
time for an idea to sink in. 
* * * 

I am a believer in hard-sell 
copy, but I think it is entirely 
possible that such copy can be 
so excessively aggressive, so 
calmorous, so insistent and so 
implausible that the reader or 
listener is liable. to re resentful, 
perhaps unconsciously. 

Ability to create a friendly feel- 
ing for a product or a business 
is surely a valuable ingredient 
in any recipe for sealesman- 
ship in print. The primary func- 
tion of advertising is that of 
MAKING FRIENDS and influ- 
encing people, 

* 


* * 





not buy things; they buy IDEAS. 
They buy BENEFITS. They buy 
not what a product is; they buy 
what it does. 


| uct or your business in terms of the 
‘buyer’s_ self-interest. 





untruthful and an affront to | 


It seems to me that advertisers | 


but somehow never did. Stick with | 


| This is fundamental: People do} 


| 





Never fail to present your prod- | 








The Jeep Dispatcher— 


al 


ESTHAVE 
¥ 


waneres 





Mary Ewensen tries out the driver's seat of a Willys Jeep Dispatcher, a light 
delivery vehicle which made its debut at the Chicago Auto Show. Only 126 inches 
long, the unit is designed for high maneuverability in crowded metropolitan traffic. 


‘Red Feather’ in Their Hats... 





U. C. Dealers Honored 


CLEVELAND, Tenn.—The Cleve-| was aimed directly at them as they 
land Used-Car Dealers Assn. has| are uniquely a wholesale operation. 


been honored for its efforts in the| 


Community Chest- Red Cross fund 
drive. 

Don White, secretary-treasurer, 
was given an “Oscar,” a minia- 
ture “Red Feather” man, by J. 
Hallman Bell, drive chairman. 
There are 72 used-car dealers in 

the county and 69 are members of 
the association which has been 
called one of the most outstanding 
membership jobs in the nation by 
Miles Elliott, field director, National 
Independent Automobile Dealers 
Assn. 

The association was formed last 
February to fight proposed legisla- 
tion that would have put a tax of 
$100 on all out-of-state cars coming 
into Tennessee. 

This, the Cleveland dealers said, 








There are only three retail used-car 
lots in Cleveland, but there are 30 
wholesalers. 

It has been estimated that this 
group has an annual business of 
around $10 million and provides 
employment for approximately 
1,100 with a combined payroll of 
$1,500,000. 

In addition to White, other offi- 
cers are C. P. Hotalen, president; 
Hollis Priddy, vice-president; direc- 
tors are Cletus Benton, Herbert 
Benton, T. J. Pendergrass, Forrest 
Phillips and I. M. Harris. 


Nash for Peterson 


Francis A. Peterson has been 
named a Nash dealer in Moorehead, 
Minn. 


INDEPENDENT RESEARCH LABORATORY’ PROVES: 
only one car lighter — 


CASCO ASH-GUARD 
can be used by 100% of smokers... 


Because it’s the only car lighter that lights safely and easily... 





Here’s the greatest automatic car lighter improvement in 19 years! Only Casco 
Ash-Guard has the patented feature that can be used by all smokers. It’s ingen- 
ious, telescoping sleeve automatically slides out to catch hot ashes and sparks from 
lighted cigarettes. Pushes back easily to light cigars and pipes. One or two other 
car lighters have so-called “safety sleeves”, but they’re stationary, making it 
practically impossible to light cigars and pipes. Only Casco Ash-Guard can be 
used by 100% of the smokers who drive your cars! 


CASCO— STANDARD EQUIPMENT ON 4 OUT 
OF S CARS ON THE ROAD TODAY! 

Over 100,000,000 Casco lighters have been 
produced for all makes of cars. That’s why 
it’s rightly called the familiar servant to 
the American motorist. 

ANOTHER CASCO FIRST!—ALREADY 
SPECIFIED ON LEADING 1956 MODELS! 
Look to Casco, originator of the pop-out 
car lighter, for the firsts in automotive 
accessories. Be sure Casco Ash-Guard is 
on your new cars for sure utility, sure 
customer acceptance, sure-safety! 

*Name on Request 







Sleeve telescopes 

out to catch 

hot ashes. 

Telescopes 
back to light 

pipes, cigars. 


CASCO PROD. CORP. 
Bridgeport 2, Connecticut 
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55 Years of Advertising Leadership 


Measured in world events and Twentieth Century 
progress, 55 years is a long time. Through the 
years we trace the change from the hitching post 
to motor car to jet plane; from the cracker box to 
the super market; from cobblestones to turnpikes. 


Through these years of change, one thing has 
remained unchanged ... the advertising leadership 
of. the Post-Dispatch. 


Measured in terms of advertising, more people 
live better lives because of it, and, measured in 
terms of advertising leadership, the fifty-fifth 
year is an event of conspicuous achievement for 
this newspaper. To maintain this standing for 
better than half a century, the Post-Dispatch con- 
sistently has penetrated the market, reached the 
buying source and produced the business for the 
advertiser. 


1955 was our greatest advertising year... in 
round figures, more than 38,000,000 lines. Once 
again the choice of American business is unde- 
niable; it considers the Post-Dispatch its staunch- 
est support in St. Louis’ ever-expanding market. 
Excluding all syndicated magazine advertising, 
it is in these basic fields that we have broken all 
previous advertising records for a St. Louis 
newspaper. 


* 


In Total Advertising 
In Local Advertising 
In National Advertising 


In Food Advertising 
(Retail and General combined) 


In Rotogravure Advertising 
(over a million lines) 


In R.O.P. Color Advertising 

In Department Store Advertising 
In Real Estate Advertising 

In Display Automotive Advertising 


To sell the nation’s 7th largest market, use the 


See 
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Highways and Safety ... 





Road Finance Study 


Offered by 


ere and state governments 
should rely mainly on user 
charges, chiefly fuel taxes and tolls, 
to finance rapid modernization of 
the highways, according to a study 
completed by the Research and 
Policy Committee of the Committee 
for Economic Development. 
“While there is no completely 
fair and efficient way of charging 
highway users for their use of 
the roads,” the committee said, 
the direct benefits they receive 
“are more than sufficient” to 


justify charging them, rather than | 
the general taxpayer, for most of | 


the cost of highway development. 


The committee believed that pri-| 


mary responsibility for highway 
development and financing should 
remain with state and local govern- 
ments. However, it thought the 


Committee 


system should be increased, both in 


the “sharing” formula. 
* * * 


HE committee recommended 

holding Federal aid for other 
roads and streets to the present 
annual $700 million. 

It opposed raising Federal 
highway-use taxes to the level 
necessary to cover expenditures 
during the ten years of acceler- 
ated construction necessary to 
| catch up. Instead, it was recom- 
mended that user charges at 
Federal levels be set to balance 
out total costs with revenues 
over 20 years. 

This, it said, would entail a gas 
| tax increase of about one cent if a 
| program projected by the Bureau 
|of Public Roads is adopted. 





respect to the total amount and to 1 


Federal borrowing for highway 
funds was opposed. 
* * 


50 Texas Schools to See 


Champion Safety Program 


Champion Spark Plug Co.’s teen- 
age safe-driving program has re- 
sumed with sessions scheduled at 
50 Texas high schools. The pro- 
|gram is conducted by Lee Wallard, 
winner of the Indianapolis “500” in 
951. 


At the meetings, Wallard com- 
pares the _ safe-driving practices 
used at the race track to everyday 
|highway driving and: shows the 
|film, “Racing Champions,” made 
lup of scenes from leading races. 
|Cosponsor of Wallard’s Texas ap- 
pearances is Strauss-Frank Co., 
Houston automotive parts dis- 
tributor. 


| 


* * * 
Car Design Crackdown 
Eyed in Ontario Cabinet 
Provincial Secretary William M. 
Nickle has proposed that Ontario 
refuse to license autos unless their 
|design meets certain standards of 


safety. 
Nickle was the second Ontario 


Federal government’s share of the| Deficiencies would be made up|Cabinet minister to suggest that 


cost of improving the 


interstate | temporarily out of general revenues.| some form of control over the auto 
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One inventor has run an auto 
motor using corn starch as fuel. 





| 


| manufacturing industry was neces- 
lsary to cut traffic deaths. 

| Attorney General A. Kelso Roberts 
learlier had called for a conference 
between Canadian and U.S. authori- 
ties to discuss means of controlling 








The right tool means the job 
done right=and ata profit — 


How’s your 
The car dealers 


next year—as they 


shop fixed for ’56? 
who will be smiling this time 
reflect on their 1956 service 


operations—are those who used the tools and 
equipment it takes to do service work fast and right. 


Today’s more complicated mechanisms—like 


transmissions, engines, and rear axles—demand 


tools that make it 


possible for your mechanics to 


“make the flat rate” or beat it. The recognition.of 







AT NADA SHOW BOOTHS 71-72 
Exhibition Hall No. 1 


See latest Rate-Maker special tools and 
equipment 


this need by progressive car dea 





ler managements 


partially explains why Kent-Moore Rate-Maker 
Service Tools and Tool Sets have attained their 


widespread popularity. Over 30 years of experience 


in research, development, and testing—working in 


cooperation with car manufacturers—explains why 


more car dealers use these tools 


than any others. 


Get your shop tooled up for ’56 profits now— 
write or visit our exhibit at the NADA Show. 


Kent-Mioore 


ORGANIZATION, INC. 


Service Tools and Equipment 


Engineers and Manufacturers of Special Automotive 


5-105 General Motors Bldg., Detroit 2, Michigan 





“a cancerous growth somewhere in 
the automotive field of endéavor.” 


Minn. Roude Get 
$37 Million 


The Minnesota State Highway 
Department expects to place con- 
tracts for almost $37 million worth 
of new highway construction 
projects in the first half of this 
year. 


If all the 135 projects currently 
planned are contracted on sched- 
ule, trunk highway improvements 
contracted during the fiscal year 
ending July 1, 1956, will amount to 
$55,683,000. 


* * * 


Training Car Given 


Marshall Chevrolet, Royal Cen- 
ter, Ind. has presented a new 
driver training car to the Royal 
Center High School. The car fea- 
tures safety belts. 

* * * 


Toll Roads Opposed 


Groups from Nebraska and Wis- 
consin have joined with the Iowa 
Free Roads Assn. and the Rural 
Free Roads Assn. of Illinois to 
take preliminary steps toward for- 
mation of a permanent organiza- 
tion to oppose toll roads. A meeting 
was held in Clinton, Ia., to discuss 
plans. 


* = * 
Service Parts Catalog 
Delco-Remy car _ service parts 


catalog has been mailed to United 
Motors Service distributors — 33 
pages. United Motors Service, Gen- 
eral Motors Bldg., Detroit 2, Mich. 


% * 


Glass Fibers Explained 


Form WPD-11, a new catalog 
with complete explanation of glass- 
fiber products and their application 
—free. L.O.F. Glass Fibers Co., 1810 
Madison Ave., Toledo 1, O. 

* * x 


Ontario Safety Tags 


Ontario provincial police auto- 
checking squads have started to 
issue stickers to motorists whose 
cars have passed the safety test 
incorporated in the attorney- 
general’s drive to cut accidents by 
50 percent. Color of the stickers 
will be changed every three months. 


Wartime Lessons 
Called Source of 


Automation Rise 


MILWAUKEE.—Automation has 
been “the result of nothing more 
than better planning, improved 
tooling and the 
application of 
more efficient 
manufactur- 
ing methods to 
take advantage of 
the progress made 
by the machine 
tool and equip- 
ment industries, 
according to D. J. 
Davis, manufac- 
turing vice-presi- ite 
dent, Ford Motor D. J. Davis 
Co. Addressing the Wisconsin In- 
dustrial Materials Handling and 
Packaging Conference, Davis said: 


“In today’s competitive market, 
automation must be used wherever 
it is justified in order to reduce 
costs and improve the product. 
Companies which do not use auto- 
mation would soon find themselves 
at a competitive disadvantage.” 

He told the conference that the 
modern concept of materials 
handling evolved from the lessons 
in receiving, shipping, storing, 
handling and transporting which 
industry learned in World War II. 

One step taken by Ford to put 
this education into peacetime prac- 
tice, he said, was the creation of 
an “automation department” which 
gave impetus te the program for 
handling parts between progressive 
manufacturing operations. 

Davis said productivity — not 
production — has made American 
industrial power the world’s great- 
est single force for freedom. He 
defined productivity as putting 
men, machines and materials to the 
best usage without overtaxing their 
capacity. ; 


Fry Motor Takes Hudson 

Fry Motor Co. has opened a Hud- 
son dealership at 533 Fourth Ave., 
Huntington, W. Va. 
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_. they finally got me into} 
a hospital. I didn’t think it 
would ever happen. But here I am. 
A cute little nurse takes my pulse 
and brings me my meals. 

When my daughter comes to 
see me I tell her how they 
neglect me. Having worked for 
the American Nurses Assn., she 
gives me all the wrong answers 
and points out the facts about 
the nurse shortage. 

But I’m still annoyed. When you 
want something, you want some- 
thing! This shortage thing should 
have been cleared up long before 
this happened to me! 

And now I’m discouraged as hell. 
She tells me that most nurses 
admit that first they’d rather take 
care of babies—their mothers are 
sort of a necessary adjunct, one of 
those irrefutable facts of life. 

Then, understandably, they like 
to take care of children. 
they like to take care of men, pref- 


| chidis 


jlooking for the 


Next, 





erably young. Lastly, they like 
to take care of women. Now, how 
can that be? Well, I could be worse 
off. 


* * * 


How to be Nonchalant 


ANE gets a little impatient, 
when right after I tell her they 
neglect me, I tell her I can’t stand 
all the fuss. That really puts her 
on a spot! About then she says, 
“Daddy, would you like a cigaret?” 

Ya know those old Murad ads 
were among the best. Remem- 
ber? “Be Nonchlant and Light 
a Murad.” 

Except Jane gives me a Chester- 
field. She says she finally settled 
on them, because she got tired of 
going into a store and always 
having to make up her mind. But 
like all statistics you can’t trust 
this one either. 


She’s always been crazy about 
the West—she was the model for 
my much-publicized ad “Some- 
where West of Laramie’—and 
most of the cowboys, when they 
weren't pulling together the strings 
of a sack of Bull Durham with 
their teeth, seemed to smoke Ches- 
terfields. 


Do you know what ADAHOONI- 
LIGII means?—Don’t ask me to 
pronounce it. It means “current 
events” and is the name of the 
Navajo bilingual newssheet Jane 
just brought me. All my family’s 
had a. strong pioneering streak 
and the Navajo country was Jane’s 
favorite frontier. 


* * * 


Bravos for Navahos 


ky= since the night I tried to 
listen to the Dempsey-Tunney 
fight on the primitive radio of the 
Indian Trader at Kayenta, Ariz.— 
remotest postoffice in the United 
States, 150 miles north of Flagstaff 
in the heart of the Navajo Indian 
reservation—lI’ve had a growing 
admiration for the Navajos. 


At that time no MAN would 
make the trip to Kayenta unless 
accompanied by another car. 
Shovels, chains, ropes, two-by- 
fours to put under jacks, bed- 
rolls, food and water—and biceps 
—extra gasoline and oil were 
standard equipment. It was SO 
bad that I told Jane I'd take 
her car away from her if I ever 
heard of her driving up there 
alone. And she was pretty fond 
of her red Jordan Playboy.— 


Years later I learned that she 
had criss-crossed the reservation 


Strombergs Take Dodge 


The three Stromberg brothers— 
Oscar E., Carl J. and Olaf E. E. 
are partners in Stromberg Bros. 
Dodge in Chicago. They formerly 
were Studebaker dealers and have 
been in the automobile business 
since 1920. 
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on roads that made the one from 
| “Flag” 


to Kayenta look like a 
boulevard. But by then I also 
knew you could drive all day with- 
out seeing a Navajo or even a 
hogan—their mud-and-log, 


seemingly from nowhere, 
you out. 


to pull 


* * * 


| Sing a Song of Chidis 
| i THOSE days only one or two} 


Navajos owned automobiles— 
ancient Model Ts. They called them 
(rhymes with cities) be- 
cause of the sound of them. Gas- 
oline became chidibitoe—automo- 
bile water—“toe means water, “bi 
means, belongs to. 

On the reservation today au- 
tomobiles—mostly pickups, two- 
ton trucks, and the ubiquitous 
Jeep—have practically replaced 
the horse. The roar of motors 
drowns out the jingle of bridle 
and spur. 


More remarkable when you know 


that, horses have been a symbol of | 


wealth among the Navajos ever 
since the Spanish Conquistadors, 
Seven Cities of 
Cibola, with its streets paved with 
gold, introduced the horse to the 
Southwest. Even now it is a sign 





dome- | 
shaped houses—but just get stuck | 
|and they’d appear on their ponies, 


| of prestige to be called Hosteen 
| (Mr.) Many Horses. 

| Oddly enough, Navajos are born 
;mechanics. A big mine operator— 
|two of the biggest U. S. uranium 
mines are on the Navajo reserva- 
tion—tells me that Navajos learn 
more quickly t h a n their white 
| brothers. Tell them, somthing once 
and they never forget. Unable to 
read,—most of them—they know 
they can’t look it up in a book 
later. 


| Solly, No Savvee 


P S. Didja know that, during 
*the war in the Pacific when 
the Japs broke our code, a bunch 
of Navajo boys kept up vital com- 
munications by sending messages 
in Navajo? It was an unbreakable 
code. The Japs had neglected to 
|learn Navajo. 

It says here in Adahooniligii 
that the tribal council appropri- 
ated $185,000 for emergency re- 
lief last year. “A few took ad- 
vantage of the funds right away. 
Most waited until winter.” 
When I think of the mink-coated 

women who line up for unemploy- 
ment checks. . 
my hat off to the Navajos.” 

Meanwhile, where the hell’s that 

nurse? 
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.».and this ‘‘dream cCar’”’ 
feature you can sell today! 


AUTRONIC- 
EYE’ 


AUTOMATIC HEADLIGHT CONTROL 


Millions will attend the Motorama ... lured by the excitement 


of seeing the future on wheels. And they'll see for themselves 


that Autronic-Eye .. . 


equally important to driving ease and safety tomorrow, too. 


proved and available today . . 


. By Golly “T take} 


. will be 


61 








Cannons Sign With Studebaker— 





New Studebaker dealers in Detroit are Clifford E. Cannon, right, and Charles 
| Cennon, second from left, of Citizens Studebaker and Packard. Witnessing the fran- 
chise signing are R. O. Chaney, left, Studebaker zone sales manager, and C. A. 
Kidder, district sales manager. 






For here it is, among the glittering features of GM's fabulous 


“Dream Cars.” Follow up this sales-stimulator with Autronic-Eye 


demonstrations on the road. Profit by this “future” feature now! 


GUIDE LAMP DIVISION OF GENERAL MOTORS, ANDERSON, IND, 





AUTOMATICALLY AT 


NIGHT 


FOR MORE LIGHT... AIMED RIGHT 


replace old headlamps with 
new Guide T-3 Safety-Aim 
Headlamps ... an exclusive 
feature of all 1956 GM cars! 





Autronic-Eye Package 967310 for 1955-'56 Pontiacs and 
Chevrolets and.1955 Buvicks. 897139 for 1956 Buick cars. 
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On the Financial Front 


High profits, although lower than | many 





such companies have ex- 


1955, are forecast for auto parts| panded their outside activities 


suppliers in 1956 by Standard & 
Poor’s. The statistical and invest- 
ment advisory firm says its indus- 


try survey indicates a first quarter. 


comparable to 1955 and a sharp 
decline probably by early summer, 


' followed by a marked uptrend in 
| the fourth quarter. 


Standard & Poor's says the con- 
traction in original equipment parts 
volume may be more severe than 
“the indicated 12.5 percent drop in 
car output because of the continu- 
ing trend toward integration by 
the parent industry.” 

However, higher average prices 
should be a moderating factor, the 
survey found. The financial ana- 
lysts believe that truck parts sup- 
pliers are in a better position 
because of predictions that coni- 
mercial-vehicle output will match 
1955. 

Citing an 


expected increase in 


nonautomotive sales by parts sup-} 


' pliers, Standard & Poor’s said that 























DESOTO 


Sa 


also 


Automotive industry recognition of 
Vickers outstanding achievements in 
hydraulic pumps for power steering 
grows continually. The new De Soto 
and Dodge are among the 1956 
automobiles using a Vickers Vane 
Type Pump for this purpose. The new 
Model VT24 is extremely compact 
and light in weight . . . it also has 
the time-proved Vickers Pump ad- 
vantages of exceptional depend- 
ability, long life, high efficiency and 


quiet operation. 


VICKERS INCORPORATED 


either through new product devel- 
opment or through the acquisition 
of outside concerns. 

* * * 


Wooster Rubber Sales, 


Earnings Set Record 


Sales and earnings of Wooster 
Rubber Co., Wooster, O., for the fis- 
cal year ended Sept. 30 were the 
best in the firm’s 21-year history, 
according to James R. Caldwell, 
president. s 

Net sales reached $15,797,293 and 
earnings were $1,287,569. Figures 
for fiscal 1954 were: Sales, $12,176,- 
885, and earnings, $854,575 

* * % 


Four Wheel Drive Sees 
40 Pct. Sales Hike 


G. F. DeCoursin, sales vice-presi- 
dent, Four Wheel Drive Auto Co., 
Clintonville, Wis., predicts that his 
company’s 1956 sales will be 40 per- 
cent above the total for fiscal 1955. 


DIVISION OF SPERRY RAND CORPORATION 


1832 OAKMAN BLVD. ¢ DETROIT 32, MICH. 


ENGINEERS 


AND 


MORE 


BUILDERS OF O!L 


He said 1956 will be one of the big- 
gest peacetime years in FWD's 45- 
year history. 

DeCoursin believes sales for the 
fiscal year which ends in July will 
be between $17% million and $18 
million. Sales for fiscal 1955 totaled 
$12,808,616. 


* * * 


United Industrial Shows 
Profit Decline in °55 


Consolidated net income of 
United Industrial Corp., formerly 
Hayes Mfg. Corp., for the year 
ended Sept. 30, 1955, was $65,897, 
compared to $117,483 the preceed- 
ing year. 

President Rensselaer W. Clark 
said the decline in sales from $17,- 
657,523 in 1954 to $15,652,609 in 1955 
was the result of auto makers pro- 
ducing more of their parts, a tem- 
porary deferment of the Maritime 
Commission's shipbuilding program 
and a nine-week strike at one of 
the firm’s subsidiarys. 

a * * 


Fruehauf, Lid., Booms 


Fruehauf Trailer Co. of Canada, 
Ltd., reported that the first nine 
months of 1955 were the best in its 
history. It said sales were 50 per- 
cent ahead of the same period in 
1954. The company has acquired a 


ICKER$. VANE TYPE PUMPS than all other makes 
combined are used for HYDRAULIC POWER STEERING 


HYDRAULIC 


EQUIPMENT 


71-acre tract in Toronto Township| president, said that preliminary fig- 
for future development. ures for 11 months show a substan- 

a Ce tial net profit after absorption of 
Fedders-Quigan Profit the losses of the first and second 


Drops to $732,980 quarters. ek Ta 
Fedders-Quigan Corp. has re-| 4qerican Textron Pro fits 


ted les of $47,540,649 f 
ported net sales of $4 or Top $6 Million for 10 Months 


the fiscal year ended Aug. 31, com- 
pared with $46,639,370 for the pre-| Sales of $148,642,000 and net profit 
vious year. of $6,678,000 for the first 10 months 
Net income for the period|of 1955 were reported by Royal 
amounted to $732,980, compared | Little, board chairman, Textron 
with $1,167,023 for the 1954 fiscal) American, Inc., Providence. Com- 
year. |parable figures for 1954 were $82,- 
|049,000 and $408,000. 
Laurentide Acceptance | Little also said the directors have 
Laurentide Acceptance Corp. of |declared a quarterly dividend of 
Canada, Ottawa, fiscal year 1955/40 cents on common stock. 
report, 1955 vs. 1954: Net profits, | a : 
$332,676 and $320,758; assest $19,-|U.S. Industries Estimates 


S37,065 and $16,249,057. '°55 Sales at $100 Million 


° ° An annual sales rate of about 
Diamond fr in Black $100 million and a backlog of orders 
Despite Early Losses 


of about $80 million were reported 
Diamond T Motor Car Co. an- 


by U. S. Industries, Inc. in a 
nounced that truck sales for the fourth-quarter message to share- 
first 11 months of 1955 totaled $24,- 


holders. 
970,000, an increase of 53 percent During the fourth quarter, the 
over the same period in 1954. A 


company acquired the assets of 
measurable increase in parts sales Garrett Oil Tools, Inc., and South- 
and several millions in contract op- 


ern Pipe & Casing Co. 
erations also were reported. : 
Z. C. R. Hansen, executive vice- 


* x * 


Hoover Ball & Bearing 


Hoover Ball & Bearing Co. and 
subsidiaries, nine-month report, 
1955 vs. 1954: Earnings, $695,784 vs. 
$147,772; sales, $12,895,495 vs. $4,954,- 
610. 


* * * 


Tide Water Associated 


Tide Water Associated Oil Co. 
nine-month report, 1955 vs 1954: 
Sales and other revenues, $354,292,- 
000; earnings, $27,256,000 vs $26,967,- 


| 000. 
= * 


Ranco Reports 


Sales Up 40% 


Sales of Ranco, Inc., Cleveland, 
are running more than 40 percent 
greater in the last quarter of 1955 
than in the same period of 1954, 
according to A. M. Hoover, presi- 
dent. 


In the first report since Ameri- 
can Motors Corp. disposed of 
400,000 of its 616,950 shares to the 
public, Ranco reported $23,047,640 
sales for the 1955 fiscal year, 
| which ended Sept. 30, 1955, 26 per- 
cent ahead of 1954. Net profits 
were $2,346,140 as compared to 
| $1,527,925 in 1954. 

American Motors still is the 
greatest single stockholder with 
21.70 percent of the Ranco stock. 
Until the public offering in No- 
vember, 1955, through Smith, Bar- 
ney & Co. at $20 per share, Ranco 
was a privately-owned company. 

* a *~ 


Bendix Profits Reach 
New $25.8 Million High 


Net income of Bendix Aviation 
Corp. climbed to a record $25,888,- 
|599 in the fiscal year ended Sept. 
30, it was announced by Malcolm 
P. Ferguson, president. The 1954 
total was $25,537,771. 

\ Sales, royalties and other operat- 
ing income dropped 7 percent— 
from $607,711,607 to $567,249,923. 
Ferguson said production for the 
armed forces and the Government 
slipped from 77 to 69 percent of 
total output, but automotive sales 


expanded 25 percent to a new high. 
* * * 


Woodall Reports Profit 
Of $296,840 in Quarter 


Woodall Industries, Inc., Detroit, 
has reported a net profit of $296,840 
for the quarter ended Nov. 30, 1955, 
from net sales amounting to 
$7,362,046, according to the firm’s 
financial report. 

This compared, the company said, 
to a “small loss” incurred during 
the same period of 1954. Sales for 
the comparable period of the pre- 
vious year were not given. 

* Eo ok 


National Automotive Fibres 


National Automotive Fibres, Inc., 
Detroit, has declared a quarterly 
dividend of 25 cents per share on 
capital stock, payable March 1, to 
shareowners of record Feb. 10, 1956: 


Vintemvent Bee Sold 


Gossett-Ames Ford, Studio City, 
Calif., has purchased Universal Mo- 
tors Co. (Ford), Ventura, Calif. The 
new firm will be operated by L. J. 








7391 Dervin, formerly sales manager of 
Gossett-Ames. He now is part 
SINCE 1921 owner of the Ventura dealership. 
























AUTOMOTIVE NEWS, JANUARY 30, 1956 





Engineering - Production - Materials 


A Monthly Section Describing and Interpreting Technical Decelopments 








by John T. Benedict 


MPHASIS on demonstration and 


4 proof of product claims was the | 


most memorable feature in Auto- 
Lite’s introduction of its new 
“power tip” spark plug to the trade 
press. I’ve seldom had the privilege 
of attending a press conference in 
which so much attention was con- 
centrated on genuinely technical 
presentations. 

For me, the afternoon’s high- 
light was a visit to the labora- 
tories of Auto-Lite’s central engi- 
neering division. Here, we were 
given the opportunity of observ- 
ing several actual tests which 
provided data to support the con- 
tentions made for the company’s 
new “dual-range” plug. 

Laboratory demonstrations were 
said to be representative of routine 
test work conducted in the develop- 
ment program. 


In addition to demonstrations of | 


power gain, preignition, voltage re- 
quired and several types of fouling 
tests, we witnessed tests in progress 
on plug endurance and various 
procedures regularly used as a 


check on manufacturing quality | 


control. 

To back up the previously heard 
claim that the new plug design 
resulted in improved engine per- 


formance and a measurable gain in | 


power output, we observed a “power 


and fouling test.” This was the pay-| 


(Continued on Page 73, Col. 1) 





Protruding Tip 
Augurs New Era 


In Spark Plugs 


OLEDO. — “Within a year, all 
overhead-valve engines will use 


protruding-tip spark plugs as orig- | 


inal equipment.” With this state- 
ment at the press announcement of 
Electric Auto-Lite Co.’s new “power 
tip” plug, the protruding nose was 
tagged as a “new 

—_ fashion” in plug 


president and di- 
rector of engi- 
neering. 

Already used as 
standard equip- 
ment on all 
Chrysler Corp. 
cars, the new 
spark plug de- 
sign _ reportedly 
has been approved by two addi- 
tional makers—and is undergoing 
test by three others. 

Compared to conventional spark 
plugs, the “power tip” design is 
“hotter” at low driving speeds to 
resist fouling, and “colder” at high 
driving speeds to avoid preignition. 
As now being introduced, or com- 
pleting final developmental tests by 
all major spark plug makers, the 
“long-reach” type gets hot faster 
at low speeds because its protrud- 
ing insulator nose is closer to the 
center of combustion. 

* * * 
To protruding ceramic tip re- 
ceives the benefit of scouring 
action by hot, swirling gases on 
(Continued on Page 84, Col. 1) 





L. H. Middleton 


design by L. H.} 
Middleton, vice-| 


By John T. Benedict 
Engineering Editor 
i AUTOMOBILE radios today, 
the big design news is being 
made by transistors. Electron tubes 
already are giving way to transis- 
tors in production sets. 

Inherent superiority of the new 
electrical amplifying device is so 
universally recognized that most 
experts agree it will gain acceptance 
rapidly. Rising transistor avail- 
| ability and lowered cost eventually 
will lead to its complete replace- 
|ment of “tubes.” 

From a manufacturing view- 
point, feature billing goes to the 
printed circuit for its contribution 
to quality control and mechanized 
production assembly of radios. 

Introduced into production with- 
out fanfare, this “photographic cir- 
cuit wiring” concept promises to 
have implications equally as far- 


reaching as the transistor. 
a * * 


——— together, the two devei- 
opments are certain to have an 
impact that will be truly revolution- 
ary in scope. It is probable that a 
high percentage of 1957 original- 
equipment radios will embody either 
transistors or printed circuits. 

By 1958, the two developments 
may dominate the field. This would 
represent a spectacular four-year 








ONTIAC, Mich. — “A new era of 

economy and efficiency in the 
trucking industry” was predicted 
by Philip J. Monaghan, general 
manager, GMC Truck & Coach 
division, in announcing the devel- 
opment of air-ride suspension for 
| GMC trucks. 

Based on principles and com- 
ponents thoroughly proved during 
four years of service in GMC mo- 
tor coaches, the 
new type of truck 
suspension re- 
places conven- 
tional metal leaf 
springs with air- 
filled rubberized 
bellows. Although 
current use of 
the new air sus- 
pension system is 
restricted to ex- 
perimental GMC 
truck - trailer 








| P. J. Monaghan 


combinations, Monaghan indicated 


* * * 





A-LATERAL STAY BARS 


Air Suspension Tractor— 





advance from the time printed cir-' 














cuits first appeared in pilot pro-| 
duction quantities on a late 1954 
model car. 

While transistors and printed 
circuits are the dominant technical 
news trends in auto radios, other! 
design areas also are the object of 
intensive, highly competitive devel-| 
opmental effort. These features) 
include: record and tape playing) 
attachments, remote-control tuning, | 
electrically luminous dials, FM and 
numerous types of advanced aerial | 
designs. 

First outward signs of the new 

trends can be seen in certain 
little-noticed announcements or- 
iginating from a segment of the 
auto industry which generally is 
overshadowed by attention-getting 
revelations in “power, style and | 
performance.” 

Other indications of a rising) 
tempo in car radio developments| 
may be found only by those who | 
have an opportunity to glance} 
behind the scenes and discover) 
unpublicized major innovations that | 
have come out of the laboratory 
quietly and achieved production) 
status. 

* * * | 


Two Engineering Paths | 


For Transistor Radio 


N “TRANSISTORIZING” a car} 
radio, there are two possible’ 


it will be ready for production “late 
this year.” 

The key to improved perform- 
ance claimed for air-suspension 
systems is their variable spring 
rate. With air springs, it is possi- 
ble to get a low spring rate for a 
lightly loaded vehicle and a high 
spring rate for the same vehicle 
when heavily loaded. 

Mounted between the axles and 
frames of an F552 tractor with a 
48,000-pound gross combination 
weight and a 35-foot van-type 
trailer, the suspension system 
has ten rubberized _tire-fabric 
bellows filled with compressed 
air. 

As the bellows flex under the 
jarring impact of road shocks, they 
provide a “cushion” between the 
axles and the body — absorbing | 
heavy jolts and “reducing or elim- 
inating” high-frequency vibrations | 
which normally affect the service 


* * * 


| ler's 
|draws 3.7 amperes. 
| pletely transistorized set (right) supplied 









This phantom view shows basic components of the suspension on GMC Truck & 


coach division's experimental air-suspension tractor. 


rubberized bellows replace leaf springs. 


In the tractor, six air-filled 


Music Players, Rear Antennas Spurred .. . 


Radios Tuned to Transistors 





engineering paths— which, in es- 
sence, differ mainly by the degree 
to which transistors replace vacuum 


tubes. One radio supplier has “gone 
* * * 






CHRYSLER CHRYSLER 
TUBE TRANSISTOR 
RADIO RADIO 


Transistors Take Less— 


In the comparison test above, Chrys- 
conventional tube-type radio (left) 
The tubeless, com- 


by Philco for the Imperial draws only 0.2 
amperes under identical conditions. 


GMC Trucks Will Ride on Air 


life of tractor-trailer structural | 


members. 


Since the truck suspension sys- 
tem’s moving parts are rubber- 
mounted, they require no lubrica- 
tion. This design therefore elim- 
inates some of the routine main- 
tenance operations and reduces 
servicing expense. Test experience 
also indicates the air suspension is 
quieter in operation than the leaf- 
spring type. 


* * * 


Leveling Action Is Result 
Of Air-Metering Valve 


TY gues to the system design and 


method of metering air to the 
bellows, the frames of tractor and 
(Continued on Page 82, Col. 1) 


Pes ANGELES.—A new process 
for molding O-rings has been 


developed by Plastic & Rubber| 
Products Co. here which the firm) 


said will produce rings immune to 
“spiral failure.” 

This, according to the com- 
pany’s engineers, is responsible 
for the O-rings in braking mech- 
anisms “degenerating into a sod- 
den mass ... with no more seal- 
ing properties than a sponge.” 

When the O-ring is in this “spiral 


failure” condition, the firm said, the | 


hydraulic fluid can flow past and 
around it as easily as it could flow 
through an unrestricted pipe, caus- 
ing brake failure. 

Plastic & Rubber Products Co. 
said that “spiral failure” is actually 
a delamination of the material of 
the O-ring rather than a deterio- 
ration of the material itself. 

* a od 
Cr WAS explained that rubber 
molding is a time-temperature- 
pressure process. First, the raw 
material is placed in a die, and 
pressure is applied, then the rubber 


New O-Ring Process 


Los Angeles Firm Announces Molding Method 
To End ‘Spiral Failure’ 


all the way” with a completely 
transistorized set, available in the 
Imperial. 

Other radio makers favor an 
interim unit, generally called a 
“hybrid” set, since its design com- 
bines transistors and vacuum tubes. 

Common practice in this design 
approach calls for use of a 
transistor in the receiver’s audio 
power section, hence the term 
“transistor-powered” often is used 
to distinguish these radios from 
the fully transistorized sets which 
contain no electron tubes. 


The choice of which engineering 
path to follow has, for most com- 
panies, been dictated by the decision 
as to which type of set is most 
feasible for immediate production. 

This, in turn, is largely a matter 
of “economics’—as related to the 
nation’s transistor production ca- 
pacity, availability of the devices 
and their cost relative to vacuum 
tubes. 

At present, the completely tran- 
sistorized set carries a price tag 
that is prohibitive in comparison 
with costs for standard and 
“hybrid” radios. In addition, there 
simply wouldn’t be enough tran- 
sistors to take care of more than 
a small portion of auto industry 
production if everyone decided to 
take this route today. 

ea a * 

HE transistor-powered “hybrid” 

set, on the other hand, can be 
“priced right”’—and unquestionably 
is the auto radio design of the 
immediate future. Furthermore, 
according to some engineers, this 
design provides “80 to 90 percent of 
the advantages of a fully transis- 
torized radio.” 

Design simplification and signifi- 
| cant size reduction are _ benefits 
|gained by conversion to a 
|transistor-powered set. In some 
|radios of this type, the power 
|transistor may be thought of as 
| replacing 20 parts. Among the most 
|important of these are the rectifier 





|tube, power output tube, power 
transformer and vibrator. 
Reliability, ruggedness and 


| durability of the transistor will 
| bring a greatly extended, rela- 
tively trouble-free service life, as 
compared with the standard 
(Continued on Page 64, Col. 1) 








|is vuleanized for a specific time at 
|a specific temperature. 

The laminations occur, according 
to the company, because it was im- 
possible to fill a die and apply the 
proper vulcanizing pressure all in 
one single quick operation. 

A part of the raw material 
contacted the hot die surface 
before the remainder arrives. As 

| @ result, the firm said, the ma- 
terial that contacted the die first 
started to vulcanize immediately. 
Material arriving later vulcanized 
also, but there was a distinct 
plane or lamination between it 
and the previously vulcanized 
material. 

Plastic & Rubber Products said 
|the Dauby molding process, which 
| it developed, overcomes this diffi- 
culty by filling the die and applying 

(Continued on Page 84, Col. 1) 
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Music Players, Rear Antennas Spurred .. . 
Radios Tuned to Transistors 


(Continued from Page 63) 


radio. The most common cause 
of car radio trouble has been the | 
vibrator—and this is eliminated 
in the new “hybrid” sets. Next 
most frequent offenders have | 
been the rectifier and output tube, 
and these parts also are omitted. 
Instant operation is obtainable, 
since a transistor requires no 
“warm-up” period. The familiar 
vibrator buzz or hum of the stand-| 
ard electron-tube radio is absent) 
—because the vibrator itself has) 
disappeared. 
Another important consideration | 
is the interest in transistors as| 
“energy-saving” devices. It is com-| 
mon knowledge that the modern) 
automobile is in danger of over-| 
loading its generating capacity) 
under certain conditions. 
* 


+ 
Efficient Transistor 


Conserves Current 


A™ THE Chrysler Engineering 
division, this aspect of the sit- 


uation was pointed out by staff 
engineer Robert 
C. Stinson. 

In reviewing 
transistor bene- 
fits, he said, “We 
are trying to con- 
serve the car's 
electrical energy 
supply. The tran- 
sistor’s greatly 
reduced current 
drain may be il- 
lustrated by con- 

R. C, Stinson sidering an ex- 
ample in which a standard set may 
require four amperes to operate— 
while, for the same power output, 
a transistor set might draw only 
about 0.3 amps.” 


The transistor’s low power re- 
quirement offers an _ additional 
advantage to those who operate the 
radio while the car is parked. 
Extremely low battery drain makes 
it possible to play the radio under 
such conditions with little danger 
of discharging the battery. 


Since announcement of the first 
transistor by Bell Telephone Lab- 
oratories nearly eight years ago, 
numerous organizations have 
entered the field to perform re- 
search and development on tran- 
sistors for applications in military 
equipment and commercial prod- 
ucts. 

Part of this. research has been 
| directed toward the use of transis- 
tors as substifutes for electron 
tubes in radio receivers. By now, 


which belongs to a class of mate- 
rials known as semiconductors, is 
shaping up as the most revolution- 
ary design influence in radios since 


* * * 


has gone into the complex and 
expensive work of research and 


the pure germanium crystals which 
are needed. A great deal of effort 





also has been expended in exploring 
means of utilizing the transistor’s 


invention of the vacuum tube itself. | 


UCH of the time and money! 


development related to “growing” | 


9 ee ae 


this tiny crystal of solid matter— 


Printed Circuits— 


This 1956 Ford six-tube radio, supplied 
| by Bendix Radio, is said to be the only 
original-equipment radio with printed cir- 
cuits now being delivered in mass-produc- 
tion volume. 
* * * 
inherent efficiency in doing a tre- 
mendous amount of amplifying with 
little applied current. 
Still other development programs 


Ball bearings look alike! Roller 


bearings look alike! It's prac- 


tically impossible to tell the good 


from 


the “not-so- good” 


until 


after they're put into a job. 


You can 


right ball 


always be sure of the 


or roller bearings 


for automotive replacement by 


insisting 


on the bearings in 


these boxes. 


Get the 


BCA ball bearings and 


Bower roller bearings you need 


— when 


you need them—from 


your Federal-Mogul Service job- 


ber. He 


can give you ‘‘on-the- 


spot” service—he knows auto- 


motive problems and can help 


you when you need help. 


THESE BOXES ARE YOUR GUARANTEE 


of the right automotive bearing and the right bearing service 


FEDERAL-MOGUL 


SERVICE 


Federal-Mogul Service 


(Division of 


Federal-Mogu!-Bower Bearings, Inc.) 


DETROIT 13, MICHIGAN 








have aimed at improving transistor 
properties and overcoming such 
early limitations as poor heat resist- 
ance, low power output, moisture 
sensitivity and restricted frequency 
range in operation. 

The final phase has, of course, 
been the establishment of manu- 
facturing facilities for the tran- 
sistor. Mass production now is 
underway, with nearly two dozen 
firms supplying the devices, and 
1955 output reaching a level of 
several million units. 

Only within the past year, how- 
ever, has the transistor application 
to auto radios shown signs of near- 
ing the final stage—delivery of the 
“first generation” of production sets. 
After all these years of research 


and development, virtually the 
entire industry now appears on the 
verge of rapid wholesale conversion 
to transistor-powered hybrid sets as 
transistor output is stepped up. 

* * BS A 


‘Hybrid’ Radio Design 
Nears Mass Production 


~ MOST sets now nearing high- 
volume production, a transistor 
replaces vacuum tubes in the 
receiver output stage and the power 
supply vibrator. 

Reading between the lines of 
announcements already made, and 
anticipating some statements slated 
for early release, you can see, how- 
ever, that the production pace of 
the transistor radio is geared to the 
expansion rate for transistor sup- 
plies. 

Few seriously believe, for ex- 
ample, that the long-familiar 
vacuum tube is about to be 
dumped on the scrap heap right 
away—although that may indeed 
be the ultimate outcome as tran- 
sistors progress toward eventual 
replacement of an estimated 80 
percent of vacuum tubes in the 
many-faceted electronics field. 
The fact is that the transistor 
still is in its infancy, when meas- 
ured in terms of volume-production 
in commercial applications. The 
first original-equipment production 
versions of hybrid, transistor- 
powered sets and fully transistorized 
radios are just becoming available 
on 1956 cars. 

* * * 

HE first transistor-powered set 

for the automotive aftermarket 
is scheduled for public introduction 

this week. And, 
as Harry Elkin, 
American Motors 
chief electrical 
engineer, says, 
“the transistor 
undoubtedly is 
coming to the 
front ... but it 
will be some time 
before it fully re- 
places the vacu- 
um tube in car 
radios.” M. H. Elkin 

Meanwhile, throughout the entire 
industry, many varieties of tran- 
sistor and printed-circuit radios are 
in various stages ranging from 
engineering test and evaluation, to 
field trials in regular production 
cars, pilot production—and, in some 
cases, in real volume mass-produc- 
tion. 

News of a completely transistor- 
ized Philco radio was released from 
Chrysler Corp. last April—with the 
statement that the set would be 
available on the 1956 Imperial. 

This set became a production 
reality when factory installation 
began early this month. The first 
cars now are reaching dealers 
with this new type of radio as 
optional equipment. 

Described as “the first completely 
tubeless auto radio set,” this re- 
ceiver is said to use only 10 percent 
as much battery current as conven- 
tional units. Approximately a dozen 
transistors replace all vacuum 
tubes. The highest voltage developed 
in this set is 12 volts, compared 
with voltages up to 250 in standard 
car radios. 

oe * 7 

[/pRAWING about 0.2 amperes — 

or about as much as a pilot 
light bulb—the new transistorized 
radio will run continuously for 140 
hours on a 12-volt battery without 
recharging. Conventional sets, 
which draw about four amperes, 
are said to perform only about 10 
hours under similar conditions. 

In contrast to this announcement 
of a fully transistorized radio in 
which vacuum tubes are eliminated 
is the transistor-powered set re- 
cently unveiled by GM’s. Delco 
Radio division. 

Introduced this month on the 

(Continued on Page 70, Col. 1) 
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LINCOLN ENGINEERING COMPANY ;: 5709 Natural Bridge Avenue ° St. 


The Most Trustworthy Name in Lubricating Equipment 








THE BEST DEALERS 
SELECT THE BEST... 


There are three clear-cut reasons why the most successful 
dealers in the country select Lincoln Power Lubrication 
Reels... first, the exclusive feature of air-power actuation, plus 
smooth, uniform retraction makes it possible to handle more 
lubrication jobs with far greater efficiency than is possible 

with conventional equipment; second, their clean, functional 
styling commands instant customer attention and confidence— 
an ordinary lubritorium is transformed into a sparkling 
“‘showcase’’; third, installation is simplicity itself and 
maintenance is the lowest ever recorded for similar equipment. 


When you are ready to make your lubritorium a proven 
“Invitation To New Business,” contact your local 

Lincoln Sales and Service Wholesaler. He will consider it a 
privilege to serve you. 


*Trade Name Registered 


Louis 20, Missouri 
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Interchangeable Gold Lenses 
Reduce Eye Fatigue, Strain 


Interchangeable, gold, methyl metha- 
crylate lenses, recommended for inspec- 
tion wear, are now available in ‘‘Feather- 
light" Tuc-Away sofety spectacle frames. 

Under close overhead light, the lenses 
Gre said to reduce eye fatigue and 
strain by softening glare and absorbing 
almost 100 percent of all harmful ultra- 
violet rays. The lenses are said to be 
shatterproof. Watchemoket Optical Co., 
232 W. Exchange St., Providence 3, R. |. 


* * * 





‘ Portable Hydraulic Lift 
_ Has 2,000-Lb. Capacity 


A 2,000-pound capacity, multi-purpose, 
manually operated, hand or battery-pow- 
ered hydraulic lift has been marketed. 
The carrier is designed for handling and 
stacking heavy, hard-to-manage loads with 
one operator. Oster Mfg. Co., E. 289th 
St., Wickliffe, O. 


Automated Deburring Unit 
Has Five Brushing Stations 


An automated deburring machine, de- 
signed by the machine division, Fuller 
| Brush Co., Hartford 2, Conn., is said to 
~ deburr 200 multi-slitted, broached parts 
in one hour. 


The machine uses five Fullanchor 
~ brushes 8 inches in diameter, each pow- 
» ered by a one horsepower motor. The 
part travels through five brushing sta- 
; tions and is indexed into four different 
‘ Presenting all sides of the 
- chucked part to the brushes for the 
_ proper length of time, it is claimed. 


* * ” 


_ GE Markets Power Unit 


Fractional horsepower motor-generator 
' ‘sets, in frame sizes 44, 66 and 74, have 

been marketed by General Electric Co., 
‘Schenectady 5, N. Y. Designated as type 
the compound-wound units are said 
be drip-proof, ball-bearing, solid-base 
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put combinations of standard frequencies, 
voltages and phases, and with 250, 500 


and 750-watt DC outputs. 
ee. SS 





Marking Machine Designed 
For Limited Production 


Manually operated, the Matthew model 
27 marking machine uses either roller 
dies for marking flat parts, or flat-roll dies 
for marking round parts, and will indent 
one line of characters Ye of an inch or 
smaller on parts of suitable size, shape 
or workability, it is claimed. 

Bench mounted, it is also available with 
flat-roll holders or mortised roller dies for 
quick, interchangeable marking with Mat- 
thews Steel Type. James H. Matthews & 
Co., 3855 Forbes St., Pittsburgh 13, Pa. 


* * * 





Palmgren Rotary Table 
Has 8-Inch Diameter Top 


The Palmgren No. 86 rotary table has 
an 8 inch diameter top with % by 14- 
inch “T” slots crossing at center. The 
center is bored for a 1'%-inch locating 
plug. 

It is graduated 360 degrees and rotary 
feed is positive through worm and gear 
with 40:1 ratio. The rotary indexing dial 
is calibrated in three-minute intervals. 
The overall height is 3% inches. Chicago 
Tool and Engineering Co., 8383 S. Chi- 
ago Ave., Chicago 17, Ill. 

oe 


Steel Storage Cabinets 
Added to Hallowell Line 


Adaptable to a wide variety of storage 
needs, the Hallowell Steel storage cabinets 
are available in four general types: Dou- 
ble-door model, single-door model, desk- 
high cabinets and counter-high cabinets. 

Adjustable shelves can be placed as 
close as 4 inches apart to allow installa- 
tion of as many as 16 shelves in the 6%4- 
foot cabinet. Standard Pressed Stee! Co., 


design. They are available in various in- | Jenkintown, Pa. 
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New Products 





Thread Broaches Require 
|Low Power in Action 


| 
| 
| 
| 


Shearcutter premium thread broaches | 
|are designed to operate at speeds of) 
| three to six times the speed usually used 
| for conventional taps. They wsvally cut 
| tapping costs from 25 to 75 percent, it is 
claimed. 


Using the Shearcutter principle, these | 

| caps are said to require less than half the 

power needed for ordinary taps. Shearcut.| 

Tool Co., 7045 Darby Ave., Reseda, Calif. 
a ee 





Faster Crankshaft Machining | 
Achieved by Ex-Cell-O Unit | 


Performing triple operations simultane- | 
ously on two crankshafts, this special 
Ex-Cell-O machine is loaded and un- 
loaded automatically and is arranged to 
receive and discharge workpieces by con- 
veyors, resulting less handling and 
accelerated output, it is claimed. 





Operations on the crankshafts include | 
finish boring a diameter within limits of | 
plus or minus .0005 of an inch, and hold- | 
ing the bore concentric with the main 
bearings; facing a surface square with 
the main bearings, and chamfering an 


edge. Ex-Cell-O Corp., 1200 Oakman 
Bivd., Detroit 32, Mich. 
a ie 











Axial-Flow Valve Designed 
For Mobile Air Conditioners 


An axial-flow electromagnetic valve for 
control of fluid in mobile air conditioning 
units has been designed to provide posi- 
tive action under conditions of extreme 
vibration and acceleration. 


Designated RV-2, the valve is said to 
be compact, light weight and suitable 
for operation in any position. It is pack- 
less, tight-closing and constructed of cor- 
rosion-resistant materials with a continu- 
ous-duty coil. General Control Co., Glen- 
dale, Calif. 

ee 


Dry Lubricant for Metals 


A permanent and dry lubrication proc- 
ess, called Useco-Lube, is said to be bene- 
ficial where ordinary oils and greases are 
not feasible or desirable. The process 
impregnates and film coats any metallic 
surface, leaves no surface and provides 
effective lubrication at temperatures rang- 
ing from 30 degrees below zero to 800 


| ploy a spring-loaded plunger for positive 


, spring-loaded plunger, it is claimed. To | 
| the 


| sembly, leaving the pin free to be in- 


| serted or removed. D. W. Price Corp., 
| 11161 W. Pico Bivd., Los Angeles 64, 
Calif. 
a 


degrees Fahrenheit, it is claimed. U. S. 
Engineering Co., 14550 Lesure, Detroit 27, 
Mich. 





| 
| 
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Hardness Tester Features 
Paint Spray Attachment 


A Brinell hardness tester with a paint 
spray attachment has been designed by 
Steel City Testing Machines, Inc., 8817 
Lyndon Ave., Detroit 38, Mich. 


The attachment synchronizes with the 


| testing cycle of the machine so that rela- 


Positive Lock, Quick Release 
Featured in Ball-Lok Pins | 


Made of alloy steel, Ball-Lok pins em- | 


lock and quick release. 

When the pin is in a locked position, | 
chrome steel balls protrude beyond the 
body assembly, where they are firmly | 
locked by the large diameter of the 


release the pin, the action of pushing | 
release button allows the balls to 
sink below the diameter of the body as- 





Lapping Machines Simulates 
"Figure 8 Hand Motion 


The Gyro-Matic 21" lapping machine 
is said to automatically simulate the tedi- 
ous “figure 8" motion hand lappers used 
to attain fine finishing. 

The center drive gear operates with an 
eccentric motion that simulates a ‘figure 
8" path, which is then followed by the 
Piece parts across the surface of the lap- 
ping plate. The motion, coupled with other 


| tive hardness 





precision features of the machine, 
achieves optical flatness to one light band 
(.0000116 inch), it is claimed. Spitfire 
Tool Co., Dept. PR31, 2931 N. Pulaski Rd., 
Chicago 41, Ill. 





Iron Surfaced Floors 
Oil, Grease-Resistant 


Metal-Fliex will form a nonporous, dust- 
free and corrosion-resistant floor when 
applied to new concrete as soon as the 
water has disappeared, it is claimed. 


Metal-Flex is said to extend the life of 
the floor indefinitely, and due to the ex- 
tremely low porosity, destructive materials 
are held on the surface. Flexrock. Co., 
3601 S. Filbert St., Philadelphia 4, Pa. 


of parts is automatically 
indicated by a spot of paint, it is said. 
Sorting of pieces is, in effect, done by 
the machine rather than by the operator. 
. +s 





Red Ring Machine Inspects 


Spur, Helical Internal Gears 


The Red Ring model Sig-18-in. gear 
checker inspects internal helical and spur- 
gear tooth-to-tooth spacing, pitch or root 
diameter eccentricity and size as well as 


| parallelism of spur gears from 2 to 48 


diametral pitch having pitch diameters 
from 2 to 18 inches. 

The unit occupies a 30 by 40-inch floor 
space. Height to the top of the base is 
40 inches. National Broach & Machine Co., 


5600 St. Jean Ave., Detroit 13, Mich. 
es. 2 





Marking Machine Features 


Pneumatic Die-Carriage 


The Matthews No. 237 full-pneumatic 
marking machine is designed for light, 
medium or- heavy-duty general-purpose 
marking of round, flat or contoured parts. 
it will mark up to 800 one-inch diameter 
parts per hour. 

It features a pneumatic die-carriage 
and has a pneumatic table lift which 
produces up to four tons of marking pres- 
sure and provides an “air cushion,"’ which 
reduces stress on the parts being marked, 
as well as the marking die, it is claimed. 
James H. Matthews & Co., 3855 Forbes 


St., Pittsburgh 13, Pa. 
oe a 


Lamp Ballasts Catalog 


A-catalog and selection guide covering 
the company's line of fluorescent lamp 
ballasts is available from General Electric 
Co., Schenectady 5, N. Y. Designated 
GEC-983G, the bulletin contains wiring 

(Continued on Page 67, Col. 1) 
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(Continued from Page 66) 


diagrams for ballasting circuits, cross- | mating these materials, is now available. 
section dimensions, list prices and oo copies write Daubert Chemical Co., 





trical specifications for GE ballasts. 333 N. Michigan Ave., Chicago 1, Ill. 






* * * + * * 
oe | Weld ‘Secrets’ Bared 
PHILADELPHIA, — Reference 


Magne-trol Control Board 
For Business Operations 


Visual control of “business operations, 
with thangeable records that are out in 
the open for all to see, is said to be made 


| plates and are mounted in five by| possible by the Magne-trol control board. 


| radiographs covering types and de- 
|grees of discontinuities in steel 
welds have been approved for pub- 
|lication by the American Society | 
|for Testing Materials. They are} 
| transparencies from sample weld | 


|eight-inch cards. The file of 35) All magnetic elements are made of Al- 
; | can be purchased from ASTM, 1916 | nico and guaranteed for a ‘lifetime’ of 
Megs | Race St., Philadelphia 3, Pa. | Operation. Standard size of the board 


me re ie measures 24 by 36 inches. Methods Re- 


‘Bluebird’ Plugs Available ans ee 492 Mosel Ave., Staten 


LONDON.—Spark plugs and other > *& * 
Steam Cleaning Gun Features engine parts in Donald Campbell’s|  ¢ Machine Directory 


° | speedboat “Bluebird” were made of | 
Cooler, Easier Handling Hylumina, a new ceramic devel-| CLEVELAND. — The National 
The Oakite Hurriclean gun, designed | 


oped in Britain, and proved so suc- | Screw Machine Products Assn. has 
for steam cleaning efficiency, cool han-| cessful that the plugs will be pro- issued its 1955-56 buying directory 
dling and easy operation, weighs 6%,| duced for motorists, the British ' which lists the location and facili- 
pounds in its 3¥-foot length, and slightly | —— 
more in the five-foot size. | 
Outstanding feature of the solution- 
lifting steam gun is said to be the way in 
which the cleaning solution is used to 
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| Information Services has an- ties of all its members. Single | ings, the coatings being applied in 


copies are available free from the 
National Screw Machine Products 
Assn., 2861 East 130th St., Cleve- 
land 20, O. 


* * * 


Ex-Cell-O’s Bar Drill 
DETROIT. — Ex-Cell-O Corp. 


has a new method of drilling deep | 
|holes from the solid. Known as 
Bor-Dril, precision limits are held | 


for straightness, roundness, finish 
and diameter. Cored holes in cast- 
ings can be finish-machined in one 
operation, it is said. 

= + > 


Carbide-Coated Steel 


DETROIT. — A method of apply- | 


ing thin layers of tungsten carbide 
to steel surfaces, developed by engi- 
neers of Carboloy department, Gen- 
eral Electric Co. here, is reported 
to form a metallurgical bond with 
the base material. The technique, 
still in appraisal stages, is said to 
be different in that it provides a 
truly sintered carbide structure. 
To date, Carboloy engineers have 
been successful in coating such 
items as pickup pins, capstan rings, 
drill jig bushings and cylinder lin- 
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thicknesses up to 0.030-inch. 
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ENGINE HOUR‘ 





Direct-Reading Engine Meter 
Available in Six Models 


The Hobbs direct-reading engine hour 
meter is read in much the same way as 
the odometer in the speedometer of an 
auto. Black figures show the total number 
of hours an engine has been operating; 
red figures indicate tenths of hours. The 
meter registers up to 10,000 hours, then 
returns to zero. John W. Hobbs Corp., 
Springfield, Ill. 


Harrison announces new “OUT-IN-FRONT” 


protect the operator from the heat of the | air conditioning for four great GM cars! 


steam. It uses a tube within a tube— 
steam passing through the insulated in- 
terior tube, solution through the exterior. 
The steam loses none of its heat, but the 
cleaning solution reduces the external 
temperature of the gun. Oakite Products, 
Inc., 157 Rector St., New York 6, N. Y. 


* x x 








Industrial Fan Line 
Includes Packaged Unit 


A line of industrial fans with a stream- 
lined design for high efficiency is now 
avaible from American Blower Corp., De- 
troit 32, Mich. The fans are said to pro- 
vide complete coverage of the full range 
of industrial requirements and features a | 
new packaged fan complete with motor, | 
V-belt drive and running gear enclosure. 


Designated Series 106, the standard 
fans are available in sizes 11 through | 
37 with adjustable discharge in V-belt | 
driven arrangements 1 and 9 for the full 
range, and in direct-connected arrange- 
ments 4 and 8 for limited sizes. Fan 
sizes 11 through 37 permit a choice of 
three types of wheels: AH (air handling), 
MH (material handling) and LS (long 
shavings). 





Cool air from the front... 
at the temperature you want... 
directed wherever you want It} 








Self-Propelled Welding Unit 
Offered by Hobart 


The redesigned Hobart Weldmobile is 
said to be a self-contained, self-propelled 
welding unit, with engine directly coupled 
to the generator, not a tractor with gen- 
erator driven through power take-off. Ho- 
bart Bros. Co., Troy, O. 





Adhesive Selector Chart 


A copyrighted adhesive selector chart, Compressor 
listing the most common materials used by 
in bonding operations and the recom- Frigidaire 


mended rubber-based DC adhesive for 


Now’s the time to beat next summer's heat! 


transmission oil coolers, air conditioning systems— 


“Out in front” . . . in every way! Now from Harrison, world’s largest 
maker of temperature control systems for automobiles . . . 

four complete, compact, high-capacity cooling packages—tailor-made 
for Buick, Oldsmobile, Pontiac and Chevrolet passenger cars! All 
components—compressor, condenser, evaporator, everything— 

are mounted under the hood, out of sight and out of the way. All air 
outlets are on the instrument panel—cool, conditioned air flows 


naturally from front to rear. Radiators, heaters, thermostats, 


Harrison temperature control products are backed by 
more than 44 years of research and manufacturing experience. 


If you have a hot or cold problem, look to Harrison for the answer, 
HARRISON RADIATOR DIVISION, GENERAL MOTORS CORP., LOCKPORT, N.Y. 
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jastic as new Hornets 
q hit with the public! 


Predict 1956 will be 
their best year with the 
2 most completely new 


cars of the year! 


It’s going to be a banner year for Hudson dealers. Excitement 
is high as enthusiastic crowds flock to see the two most 
completely new cars for 1956. 


The big car with the big changes for °56 is the new Hornet 
V-8, the most powerful Hudson ever built. With a new V-8 
engine, stunning new V-Line styling, and a host of selling 
features not even offered on other cars, the new Hornet V-8 
stands alone as the top car in the American Motors line. 


Teamed with the new Hornet in Hudson dealer showrooms is 
the sensational ’56 Rambler—only completely new car in the 
volume field. It has 334% % more power; more king-size 
room inside than many costlier cars, but is still easy-to-park 
Rambler-size outside—and still the economy champ of the 
U.S. (up to 30 m.p.g.). The Rambler’s low price and top 
resale value make it the best volume-selling opportunity in 
the business. 


Ee ee PTE ENE i ae 


1956 RAMBLER CROSS COUNTRY FOUR-DOOR ST 


The eight points of American Motors’ new program are: 


American Motors’ bold 


Dealer Councils elected by the dealers A Joint formulation of policies to prevent un- 
themselves. . ethical or misleading advertising, selling, 
financing, or servicing. 


= a ‘ . j 

factor -dealer olicies ive These Dealer Councils to advise and ae 
y p 9 counsel on all matters affecting dealers 6 Primary reliance on deaier projections and 

and customers. . orders to keep car production sufficiently 

balanced with market demand, to avoid boot- 


Periodic review with the Dealer Councils legging and unsound inventory accumulation. 


H udso n dea | ers d Ist n ct of catnn Genneition to bony & on & penetical, 7 Joint consideration of methods of avoiding 


fair, and equitable partnership basis, in- excessive fluctuations in car sales and pro- 
cluding the length of franchise and any duction, and maintaining them at profitable 
other aspect of it. levels for both the dealers and the factory. 


business advantages! 4, ty comin ett) Camron pgs ha 


company-dealer appeal board with final ing with dealers the financial benefits from 
authority in dealer cancellation cases. future growth and greater total sales volumes, 


American Motors’ eight history-making factory- These factory-dealer policies give lasting value to the Motors Division, American Motors Corporation, 
dealer policies further strengthen factory-dealer Hudson franchise. This opportunity with the Hudson 14250 Plymouth Road, Detroit 32, Michigan—or 
partnerships; they effect superior customer relation- deal is still open in a few choice franchise areas for your nearest Hudson Zone Office. (In Canada, write 
ships, and avoid unsound practices that have crept qualified businessmen. For further information regard- to L. E. Fenn, General Sales Manager, Hudson Divi- 
into automotive merchandising. They also give ing a Hudson franchise and the qualifications needed, sion, American Motors Sales of Canada, Limited, 
Hudson dealers a definite business advantage. write to N. K. VanDerzee, Vice President, Hudson 2951 Danforth Avenue, Toronto 13, Ontario.) 
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Music Players Spurred .. . 





Car Radios 


of Future 


Tuned to Transistors 


(Continued from Page 64) 


new Chevrolet Corvette, it utilizes 
special transistors developed by 
Delco as replacements for vacuum 
tubes in the output stage and the 
vibrator in the power supply. 

According to the Delco announce- 
ment, the new type of radio has 
“one-third more power, less dis- 
tortion, a wider tonal range, im- 
proved reliability, lowered current 
drain and no vibrator hum.” It also 
is said to point the way toward 
smaller, lightweight radios which 
will contribute to progress in in- 
strument panel styling. 

A Chevrolet spokesman indicates 
that there is no plan for offering 
the transistor radio in any 1956 


Alexander Opens 
Vernon Alexander Motors (Mer- 
cury) has opened at 2700 Garland 
Rd., Garland, Tex. 


| Chevrolet models other than the 
| Corvette. 
* ” * 


Ford Quietly Testing 
Transistor-Powered Sets 


POSSIBLE clue to Ford Motor 

Co. intentions may be gleaned 
from an exclusive disclosure by 
Ford division that it currently has 
installed 1,000 transistor-powered 
Motorola radios in 1956 cars. Expec- 
tations are that another 1,000 or 
2,000 such sets (supplied by Motor- 
ola and Bendix) may be given 
similar “field evaluation trials” 
before completion of the ’56 model 
production run. 

Made up as “sealed units,” 
these special Ford “radios of the 
future” are installed in otherwise 
standard production vehicles. 


They carry an extended warranty 
period of one year. 

And, if any defects show up, tags | 
instruct the repairman to remove) 
the entire radio and install another | 
set. The original then is returned | 


to the factory for engineering | ier 


analysis. 

In accordance with usual industry 
practice, Ford thus is following up 
its own extensive engineering eval- 
uation of this new equipment with 
actual “field trials” quietly and 
without publieity. Results of this 
evaluation program are being care- 
fully watched—as a guide to 1957 
production planning. 

+ * * 
ORD followed a similar “pilot 
production” evaluation proced- 
ure before final acceptance of the 
printed-circuit radios which cur- 
rently are supplied for 1956 produc- 
tion by Bendix. Late in the 1954 
model run, after several years of 
development at Bendix and months 
of testing by Ford engineers, 3,000 
special automobile radios were 
supplied by Bendix for original- 

equipment installation. 
These sets deviated from the 





Transistor Replaces Tube— 


The germanium transistor (left) re- 
places a vacuum tube (right) in the new 
transistor-powered set developed by GM's 
Delco Radio division. 

i 


fewer radio failures occurred with 


conventional wiring method of | printed-circuit wiring than with 


electronic devices by embodying | 


printed electrical circuits. 
Experience indicated clearly that 


conventionally wired sets. The “go- 
ahead” for large-scale production 
was given when records showed 
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Steel Products Engineering 
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A familiar word is fast acquiring a new meaning. Scramble! . . . 


unidentified aircraft. It sums up the alertness of our air defense. 


AVIATION DIVISION 


Accessory Gear Assemblies, Actua- 
tors, Transmissions, Computers, Con- 
Gun Turrets, 


trols, Bomb Hoists, 


Radar Tracking and Scanning Assem- 


blies, Power Recovery Units, Com- 


pressor Rotors and Turbine Sections, 


Blades, Buckets, Vanes. 


It represents our greatest safeguard against invasion. To the companies 
that manufacture our jet aircraft, another name now represents 


the highest standards in aircraft components: Kelsey-Hayes. 


KELSEY-HAYES 


Kelsey-Hayes Wheel Co., Detroit 32, Mich. « Major Supplier to the Automotive, Aviation and Agricultural Industries 


TEN PLANTS / Detroit and Jackson, Michigan; McKeesport, Pa.; Los Angeles, Calif.; Windsor, Ontario, Canada © Davenport, lowa 
(French & Hecht Farm Implement and Wheel Division) © Springfield, Ohio (SPECO Aviation, Electronics and Machine Tool Division) 


that, after a year’s service, only 
two of the original 3,000 radios de- 
veloped any malfunction in the 
printed circuit. 
* * x 
Motorola Announcement 


Expected Soon 


OTOROLA INC., one of the 

industry’s largest suppliers of 
original-equipment radios, declined 
any comment re- 
garding sets sup- 
| plied to car mak- 
ers on a contract 
basis. Radio sales 
manager J. B. 
(Kip) Anger did, 
| however, reveal 
lthat Motorola 
| plans to introduce 
|}a radically new 
| transistor - pow- 
ered “name- 
| brand” set for the 
|aftermarket early in February. 

To be offered in three models, 
this new radio is of the hybrid type, 
since it retains electron tubes for 
voltage amplification and_ substi- 
tutes a transistor for such parts as 
the rectifier tube, power output 
tube, power transformer and vibra- 
tor in the audio power section. 

One model is suitable for the 
1955 and 1956 Chevrolet, while 
another has been engineered es- 
pecially for the 1956 Buick. 

A third type is the so-called 
“custom-universal” model that is 
intended to fit virtually any car on 
the market. This latter unit will, of 

course, be of most widespread in- 
terest— since it has the greatest 
variety of potential applications. 

Motorola, incidentally, says the 
aftermarket trend is to an “all-in- 

|one” or universal-type radio that 
|will fit most cars. The new tran- 
sistor-powered set for broad after- 
market application is one strong 
bit of evidence that this trend is 
gaining momentum. 
x * 


| * 
| NEW-TYPE of “station finder 
tuning device” also is embod- 
ied in the Motorola sets. The dis- 
tinctive feature claimed for this 
signal-seeking search tuner is its 
ability to “scan” in either direction. 
If one tuning bar or button is 
depressed, the device will seek out 
the nearest usable signal to the 
left of its original position. If the 
other bar is actuated, the tuner 
will search to the right for the 
nearest station. 

At Bendix Radio division, 
Bendix Aviation Corp., announce- 
ment soon will be made concern- 
ing the creation of a new “auto- 
motive organization.” The plan 
for this new department consoli- 
dates all activities concerned with 


the division’s automotive radio 
products. 
Sales, manufacturing, engineer- 


ing, quality control and purchasing 
as they relate to these products, 
plus a number of allied services 
also set up originally as individual 
groups, now are organized under 
the jurisdiction of the department’s 
manager, C. M. Granger — who 
reports directly to the general 
manager, Edward K. Foster. 

In regard to new technical devel- 
|opments, a spokesman. said, 
“Bendix Radio shares the mutual 
interest of other auto radio manu- 
facturers where the use of transis- 
|jtors is concerned... we are 
experimenting rather than evalu- 
ating.” 


* * * 

ROM other sources, however, it 

was learned that this probably 
is a very modest and guarded state- 
ment—and that Bendix actually is 
about ready to supply pilot-produc- 
tion size batches of transistor- 
powered radios to car makers for 
final field trials. Bendix engineering 
thinking is reported to favor what 
apparently is to become the uni- 
versally accepted “hybrid” auto 
radio for early production. 

One engineer pointed out that a 
key achievement that makes hybrid 
transistor-powered radios feasible 
was the successful development of 
“a design to operate the receiver 
tube at 12 volts direct, instead of 
needing the usual high-voltage 
power source.” 

Bendix likewise says the 12- 
volt plate tube is “the running 
mate of the transistor... and it 
is only a matter of time until the 
use of this item will come about.” 

Similar thinking pervades the en- 
tire industry, as Automatic Radio 
Mfg. Co. indicates that “radical 





design would enable the receiver to 

operate directly from the 12-volt 

battery, thereby eliminating many 
(Continued on Page 72, Col. 1) 
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with beauty, power and efficiency that spells extra profits for you! 
| 
| All-New Alemite Hose Reels 


with exclusive new method of installation 
moe Teh) Mel Mu ese 


* Distinctive new beauty! Customers know at a glance that 

your service is as modern as the cars they drive! Gleaming white 

enamel finish for easy cleaning, long life 

¢ Exclusive new design! Easy adjustment gives the exact ree ’ 
tension you want—instantly! Reels are sectionalized. There’s 


one for every service in your lube department! 


¢ Exclusive new operating features! Smooth, steady tension 





You can work reels with just half the effort! Fast latching 










feature stops reels at exactly your desired working length 


All-New Wall Alemiter 
with built-in hoist 


© Eye-Catching! Designed to modernize every lube 
department! Its custom-made look builds customer 
acceptance fast! 


Ask Your Alemite Representative 


Ser Cutaphite tebandeaiten «Radin! * Convenient! Simple finger-tip control automatically lifts 


< entire shield and pumps for easy drum changing. Compact 
See You at Alemite Booth 80-81-82 NADA Show design leaves extra room around lifts. One air line 


Washington, D.C. © January 28—February 1 serves three pumps and air hoist. 


al ® Smooth-Performing! All the power you need for every 
A j E mM 4 i E type of lube service! ‘“Super-H” Pump permits ¥% faster 
ne ttc chassis lubrication . . .“H’’ Pump for gear lube, automatic 


Dept. C-16, 1826 Diversey Parkway, Chicago 14, Illinois transmission fluid, or motor oil. 
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| Music Pla ers, Rear Antennas Spurred .. . 





Radios Tuned to Transistors 


(Continued from Page 70) 
components in the conventional 
auto radio.” 


* * * 


T PHILCO, research now is 

directed primarily toward fur- 
ther development of fully transis- 
torized radios and the lower-cost 
hybrid transistor - powered sets. 
Philco engineers are of the opinion 
that it will be some time before the 
cost and availability of transistors 
make it possible for the all-transis- 
tor radio to compete pricewise with 
either a tube radio or a combina- 
tion tube and transistor unit. 


Philco’s research and design 
programs are typical of activities 
in all segments of the industry, 
in that the “second generation” 
of fully transistorized radios is 
being born before the “first gen- 
eration” of hybrid combination 
tube-and-transistor sets even has 
entered mass production. 

While the transistor-powered de- 


sign is being perfected and im- 
proved as the radio of immediate 





future, the all-transistor type (with- | polarized unidirectional antenna for 
out electron tubes) already is being | FM reception. 


groomed to supplant it as the major 


Many companies are working on 


design trend of the longer-term| remote tuning for auto radios. Au- 


future. 
* * 


* 

‘Canned Music,’ FM 
Getting Design Attention 
A= through the industry, a great 

deal of interest is being dis- 
played in the development of record 
players or tape players for auto- 
mobiles. Some startling new ideas 
in this field are being readied for 
introduction later this year. 

Philco reports that considerable 
work is being done on high- 
fidelity sound and that “progress 
is being made in the laboratory” 
on FM radio for cars. 

Much thought also is being given 
to the antenna. Its movement to 
the rear of the car already has be- 
gun—and some engineering pro- 
grams are aimed at eventual elim- 
ination of the outside aerial. It 


7 





tomatic signal-seeking devices, and 
particularly foot-operated radio 
controls, are assuming increasing 
importance as this remote-tuning 
design aspect is explored. 


In some quarters, it is believed 
that such devices eventually may 
be required for control of rear- 
mounted radio mechanisms that 
have been crowded out of the 
front of the car by diminishing 
space through style trends and 
addition of other equipment such 
as front-mounted air conditioners. 


In regard to a trend toward wider 
tonal ranges and progress in “high- 
fidelity” auto radios, it is interest- 
ing to note that the radio audio 
range has been expanded on Chrys- 
ler Corp. cars that have the record- 
playing attachment. 

Normally “clipped” by a filter to 
a level of about 5,000 cycles, the 


would be replaced by a horizontal| range now is “opened up” to about 


7,000 cycles to permit truer repro- 
duction of the record sound quality. 
* * + 
On THE 1956 Pontiac, a new 

radio rear speaker system is 
available as an optional accessory. 
This equipment combines the con- 
ventional front speaker with two 
rear speakers, each having differ- 
ent tonal response characteristics. 
It also embodies a “high-fidelity” 
auto speaker system with stereo- 
phonic sound distribution. 
Returning to 
what some styl- 
ists consider the 
“pothersome and 
unsightly” an- 
tenna, Sam H. 
Dillard, Packard- 
Clipper chief elec- 
trical engineer, 
cited several ad- 
vantages for rear 
mounting. Noise 
created in the en- 
gine compart- 
ment, he said would most likely be 
omitted from pickup. 


Continuing with rear-antenna 
benefits, Dillard indicated: (1) 
They are more accessible for 
servicing; (2) from a styling 
viewpoint, they allow more lati- 
tude for cleaner front lines, and 





8S. H. Dillard 





MORE FOR THE TRUCK BUYER - MORE FOR YOU 


bodies and hoists 


MORE FOR YOUR CUSTOMER 


Here’s what you sell when you specify Heil— 


Unique body design provides great structural strength 


to prevent costly sagging, bulging and distortion—and there’s 


no dead weight to rob pay load. 


Heil fast-acting hoists reduce dumping time and offer 
features you find nowhere else. The independently-mounted 
Perma Pump lines up directly with the power take-off for a 
short, straight shaft with less friction loss, less wear on uni- 
versal joint. Maintenance is easy, too. Readily accessible lube 
fittings lead to all bearing points. The cylinder head can be 
unscrewed to get at piston, packing and other cylinder parts. 


THe HEIL co. 








Heil offers either telescopic or twin arm hoists. 


when you specify HEIL rr 





MORE PROFITS FOR YOU 


When you specify Heil, you’re adding 
profit to the truck sale and giving your 
customer a better hauling unit for his 
truck. Your Heil distributor will provide 
expert mounting, prompt and efficient 
parts and maintenance service. He’ll 
work with you to keep your customer 
satsified and help you earn a profit. 


BH.-61 


(3) rear antennas are “less direc- 
tional” than those at the front of 
the car, since there is less chance 
for transmitter signal loss by ad- 
jacent body metal. 

Another innovation which many 
qualified engineers are stylists re- 
gard as significant in presaging a 
radio and instrument lighting 
trend is the means of dial illumina- 
tion used on the 1956 Rambler 
radio. e <6 - 9 


Electrical Luminescence 


Stimulates Stylists 


~ A complete departure from 
previous lighting techniques, en- 
gineers at American Motors and 
Motorola chose Sylvania’s “panel- 
escent lighting” as an _ effective 
method of “soft glow” illumination 
for the radio dial figures. 

The result is a pleasing lighting 
effect, without glare, and offering 
attractive appearance plus excel- 
lent legibility by night or day. Al- 
though lamp bulbs are not used, the 
entire surface panel glows with 
uniform illumination at night. 

The lighting system is based 
on Sylvania’s discovery of “elec- 
troluminescence” in 1950—a phe- 
nomena by which certain mate- 
rials placed in a fluctuating 
electric field could be made to 
generate light. This is accom- 
plished by applying an electrical 
voltage to two layers of special 
conductive phosphor-treated ma- 
terial. 

In practice, these layers are in- 
sulated from each other and sand- 
wiched between other protective 
and insulating layers, all of which 
have a total thickness of only sev- 
eral thousandths of an inch. The 
outer layer has a glazed surface 
which appears somewhat like glass 
or a porcelain enamel finish. 

Available in a variety of colors, 
including green, blue and yellow, 
panelescent, lighting is said to have 
an “indefinite life span” that nor- 
mally should outlast the car. Syl- 
vanias current development work 
indicates that the new lighting 
effect may be had with a “mirror” 
or chromelike daytime appearance, 
plus, of course, a variety of colors 
for nighttime illumination. 
* + * 

1S developmental area 

with potentially wide applica- 
tion for the electroluminescent 
principle is that of pointers. It now 
appears entirely feasible to provide 
“electrically luminous” pointers for 
radios or dashboard instruments. 

This lighting system now can be 
supplied in any two-dimensional 
form — any shape that can be 
stamped out. It is not yet commer- 
cially available in “contoured” or 
three-dimensional forms. This idea 
is, however, a goal of current Syl- 
vania research. 

As usual, every advance brings 
a host of new problems. One that 
comes to mind here is that volt- 
age required for panelescent 
lighting is several times that 
available directly from the car’s 
electrical system. On the Ram- 
bler, the power transformer in 
the radio set is used to supply 
the necessary high voltage. 

But. what happens when the 
transistor-powered radio enters the 
scene and eliminates the radio 
vibrator and power transformer? 
Apparently, such a development 
may force those who still want the 
electroluminescence feature for ra- 
dio dials and instruments to spend 
a little extra money. 

Some sort of a vibrator and a 
transformer to supply pulsating 
current would have to be provided 
especially for this purpose. So don’t 
rush out and sell all of your vibra- 
tor stock just yet. 


How to Sell 
Nash Kits Offer Dealers 


‘Proved Methods’ 


DETROIT. — Nash has supplied 
new selling kits to its district man- 
agers and zone sales promotion 
managers, Fred W. Adams, assist- 
ant sales manager, says the kits 
are “loaded with dealer-tested sales 
promotion ideas.” 

The kits cover eight sections— 
new and used-car promotion, sales- 
man incentive programs, ideas for 
sales meetings, demonstrations, 
prospecting, showroom displays 
and local advertising. 

Adams said new procedures 
would be added to the kit after 
they are tested in the field and 
found applicable to the national 
program. The initial kits have 20 
ideas. 
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e oe By John T. Benedict 





(Continued from Page 63) 


off—dramatic proof that the plug’s 
radically different firing nose does 
indeed “introduce a new concept 
by controlling the combustion 
process through location and initia- 
tion of ignition.” 

* * 


Standard, ‘Power Tip’ Plugs 


Compared in Identical Tests 


7. power test consisted of oper- 
Z ating a late-model V-8 engine 
under identical conditions during 
two tests—one made with “stand- 
ard” plugs and the other with 
“power tip” plugs. Standard car- 


* * * 





Proving Power Gain— 


Auto-Lite’s press introduction of its new 
“power tip’ spark plug was tailor-made 
for reporters with a “show me"’ attitude. 
in this dynamometer test, convincing proof 
was given of power gain attributable to 
the new plug, as well as its exceptional 
resistance to low-speed fouling. 

* * * 
buretion and ignition system were 
used, and variables such as spark 
advance, air intake temperature, 
etc., were held constant. 

Merely by changing plugs, the 
dynamometer data indicated a 
gain of four horsepower at 2,800 
r.p.m. and five h.p. at 3,600 r.p.m. 
for this engine. One way to account 
for this significant power increase 
is to think of the “long-reach” plug 
as, in effect, providing several de- 
grees of spark advance. 

In the fouling demonstration, 
plugs are operated under a simu- 
lated city-driving test schedule. 
Special instrumentation is used 
to record resistance value of de- 
posits on the spark plug insulator 
nose and to indicate engine mis- 
firing. 

For the standard plug (on this 
severe fouling test schedule), re- 
corded data showed steady misfir- 
ing and shunt resistance in the 
range of 0.8 megohms. With the 
new plug, there was no misfiring, 
and average shunt resistance held 
steadily above eight megohms. 


Next on the program was a pre- 
ignition test conducted in support 
of the claim for a high rating on 
the new plug. The test procedure 
consisted of increasing power out- 
put of a standard single-cylinder 
engine by gradually raising engine 
supercharge until the spark plug 
insulator tip reached a tempera- 
ture high enough to ignite the fuel 
mixture. 

* * * 
V-8 Engine Demonstration 


Utilizes Alternate Cylinders 


T= power output at the point of 
preignition, expressed in IMEP 
(indicated mean effective pressure), 
is the rating of the plug under test. 
Since insulator tip temperature is 
related to engine power output, a 
cold plug will require a greater 
power output level to reach pre- 
ignition and therefore will have a 
higher rating than a hotter plug. 


In the test demonstration, a 
standard Auto-Lite plug, with .526- 
inch tip length, was compared with 
one of the new design, having a 
-636-inch tip. The new “dual heat- 
range” plug design attained a rat- 
ing of 198 IMEP, or 34 IMEP 
greater than that measured with 
the standard type. 


Another test which showed the 


new “power tip” plug to advan- 
tage was the “vehicle required 
voltage” demonstration, in which 
spark plug voltage waveforms 
were recorded. In this test, four 
standard spark plugs and four 
“power tip” plugs are installed 
in alternate cylinders of a V-8 
engine (mounted in a car). 

These plugs had been removed 
|from the standard dynamometer 
fouling schedule after completion 
of the fouling test. Procedure for 
the demonstration involved operat- 
ing the vehicle under conditions of 
varying engine output and using an 
oscilliscope to observe the spark 
plug required voltages and fouling 
indications. 

All in all, the informative semi- 
technical presentations, coupled 
with the laboratory demonstrations, 
comprised quite an educational 
“spark plug conference’—as well 
as an extremely impressive and 











effective means of launching a sig- 
nificant new product development. 
My compliments to the many Auto- 
Lite people who were responsible 


for the success of this. affair. 
* * * 


New Technical Magazine 


Published by Thompson 
a several years of planning 
and months in preparation, a 
new technical publication is mak- 
ing its debut. Sponsored by Thomp- 
son Products, Inc., the “Thompson 
Products Engineering Bulletin” will 
be “published periodically” by the 
company’s central ‘staff engineer- 
ing, research and development. 
Thompson vice-president Arch T. 
Colwell said the purpose of the 
publication is “to present to engi- 
neers and scientists the results of 
research and engineering programs 
conducted by the company’s divi- 
sions and subsidiaries.” 
Responsibility for the new pub- 
lication has been placed in the 
hands of an individual who is, in 
my opinion, one of the country’s 
finest engineer-writers. In editor 


Ernest J. Massard, Thompson in- 
deed has found a man who is emi- 
nently qualified for the post. Mas- 


sard joined 
Thompson last 
year as a staff 
administrative en- 
gineer and head 
of the technical 
data group. His 
previous record 
includes a stint 
on the GM engi- 
neering staff, edi- 
torship of a de- 
sign engineering 
magazine and a 
position on the faculty of the Uni- 
versity of Detroit College of Engi- 
neering. 


Massard says the Engineering 
Bulletin will publish the results of 
TP’s research and engineering ac- 
tivities in the automotive, elec- 
tronic, aircraft and other special- 
ized fields. Initial plans call for 
about six issues a year. The first 
edition (now in the mails) deals 
with metallurgical considerations 
for automotive exhaust valves. 


Thompson Products certainly is 
to be congratulated for this contri- 
bution to the dissemination of use- | 
ful technical information. For my 
part, I pass along to the company 
and long-time friend Massard sin- 
cere best wishes for success in the} 
new venture. 






qs 


E. J. Massard 
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Electronic Tester— 


A specially constructed electronic test 
unit is used by Trailmobile, Inc., Cincin- 
nati, to test its trailer under actual load- 


| and-road conditions. The unit, through the 


use of Baldwin-Lima-Hamilton strain gages, 
reports on all parts of the trailer. Approxi- 
mately 150 to 200 strain gages are used 
during the tests. The equipment is able 
to record 18 strain gages at any one time. 





Wondering how new-car and truck pro- 
duction and sales are making out? AUTO- 
MOTIVE NEWS gives you the entire story 
every week throughout the year. 


Type “98” oil ring—U. S. patent numbers 2,635,022 and 2,695,825 


Engineering triumphs that again raise the standard 


of engine performance...add thousands of extra miles 


with sustained power and greater oil economy 


and the oil rings are plated with thick, 
solid chrome that resists wear, more than 
doubles the life of cylinders, pistons and 
rings. To assure satisfaction, install 
Perfect Circle’s 2-in-1 Chrome set with 
the new Type “98” oil ring in your cus- 
tomers’ cars. Perfect Circle Corporation, 
Hagerstown, Indiana; The Perfect Circle 
Co., Ltd., Toronto, Ontario. 


In Perfect Circle’s 2-in-1 Chrome piston 
ring set, the top compression ring was 
specially designed to perform where pres- 
sures are greatest, heat is highest, and 
lubrication poorest. The new Type ‘‘98’’ 
oil ring with self-expanding spacer assures 
a uniform seal against the cylinder wall 
plus a side sealing action on the ring 
groove. Both the top compression rings 


Better Mechanics everywhere install 


PERFECT CIRCLE 2-in-1 chrome piston rings 


THE STANDARD OF COMPARISON 








Revolutionary new engine plant gives Plymouth dealers 
§ 


CHECKING UP ON ITSELF. A new Hy-Fire V-8 
finds its own way to an empty test block. There, 
guided by electronic brains, it will make all gaso- 
line, water and oil connections, start itself, give 


itself a “trial run’’—and then make a complete 
report on its operation. A major reason why 
Plymouth engines run better when you get them 
...- and why they will last longer. 





finest V-8 engine ever built to sell in the low-price 3 


*90,000,000 ENGINE 
PLANT THAT CANT — 


MAKE MISTAKES! 


Plymouth V-8 engines help build themselves with aid of 


electronic brains ... automatically reject imperfect parts... 


give themselves a trial run and score the results! 


Here is the ultimate, precision marvel of modern engine plants. So new, 
so exacting, that engineers from all over the world come to see the all-new 
Plymouth Hy-Fire V-8 engine build itself to automatic standards of precision. 
Precision that you can put to work in every demonstration in terms of 
top-thrust at take-off . . . blazing power on the highway .. . split-second 
acceleration for safer passing . . . engineering excellence never before possible. 


TERRIFIC BREAKAWAY— made possible by Plymouth’s 
sensational 200-hp V-8 engines made in this new plant 
... and available in ANY and ALL models! 


QUALITY CONTROL is the key to over-all superiority of 
Plymouth engines built in the new Qualimatic Plant. 
Control panel shown is one of thousands of electronic 
“brains” that help build engines to exact measurements. 


A great car to sell...a great car to buy » LY i 0 lJ T H 
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BUMPER JACK—A combination air and 
hand operated bumper jack, featuring a 
1%-ton capacity, is among the displays 
of Joyce-Gridland Co., Dayton, O. The 
jack can be operated by attaching an air 
chuck or by hand in the conventional 


manner. (Booths 41-3.) 
ce .¥ 
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BUMPER SIGNS—Bumpo-Tel signs, in- 
cluding the new Bumpoa-Tel Petite with a 
12 by 40-inch panel, are displayed by 
Warren Hastings Motor Co., Inc., Mounds, 
lil. Signs available for 1956 Ford, Chev- 
rolet, Plymouth, Buick, Dodge, DeSoto, 
Chrysler, Pontiac, Mercury and Oldsmo- 
bile (Booths B5-6.) 

* 


* * 





LEATHER 


INTERIORS 
Leather Group, Inc., New York, previews 


— Upholstery 
1957's leather automotive interiors. Visi- 
tors will vote on interiors of tomorrow 
and see “the Purple Cow," a full-color 
continuous movie on leather production, 


its use and care. (Booths B13-16.) 
ari ae 





BODY REPAIR—Kansas Jack, Inc., Mc- 


Kans., displayed “jack system 
which allows operator to anchor at frame, 
get hold of metal and pull it out at angle 
it was driven in, Exhibit also includes the 
Hagerty electric-powered abrasive body 
file. (Booth A4.) 


+ * * 


Advertising Program 
Local Trademarks, Inc. New 
York, presents copyrighted adver- 
tising campaigns for automobile 
dealers, featuring newspaper ads, 
used-car spot ads, five-point used- 
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Shop Products at NADA Show 


car labels and television commer- 
cials which double as movie com- 
mercials. (Booth 50.) 





TV MOTOR TUNER—Dyna-Vision, a mo- 
tor tuner employing 17-inch television-type 
screens, is exhibited by Heyer Industries, 
Inc., Belleville, N. J. Introduction of the 
device is said to mark the first 
toward making an all-electronic analysis 
available to the average mechanic. The 
unit pictures all of the functional elements 
that govern the process of combustion. 
(Booths B3-4.) 





Co., 
Milwaukee, shows the latest additions to 
its line of automotive jacks. 
Tripod Twins, the jacks come in two lift 
capacities, the one-tone model J-1, and 
the 1¥%-ton model J-2. (Booth 49.) 


* * * 





SERVICE CONTROL — Inter-Communica- 
tion System of America, Chicago, displays 
Flash-A-Call service control program avail- 
able under lease-purchase pian. (Booth 
28.) 


CAR HOIST—Globe Hoist Co., Philadel- 
phia, exhibifs»working scale model of the 
Floor-Mount ‘feist, the newest addition to 
its Frame-Kontact hoist line. The unit 
is installed by boltimg its base plate to 
the floor.. (Booths 110-11.) 
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BOOKKEEPING MACHINE — National | 


Cash Register Co., Dayton, O., displays 
its line of cash registers, accounting ma- 
chines and adding machines. Exhibit high- 
lights Class 31 typewriter-bookkeeping 


machine on general automotive applica- 
tions. (Booths 55-8.) 


° * * 
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| MOTOR Oll—Quaker State Oil Refining 
Corp., Oil City, Pa., exhibits Super Blend 
| motor oil designed for high-compression, 


high-powered cars. (Booth 13.) 
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CONTROLLING TIME SALES—In addi- 


tion to distributing copies of its AFC 
Dealer Newsletter, American Finance Con- 


ference, Inc., Chicago, will show an ani-| 


mated cartoon movie on the subject of 
controlling time sales. (Booth 59.) 








NAME PLATES—Stemac, 
shows latest designs in 
automotive name plates. 


Inc., Denver, 
individualized 
Displays include 


|| color applications, as well as the triple 


chrome-ploted, tarnish and corrosion re- 
sistant emblems. (Booth 81-2.) 
a 


Group Insurance Material 


Prudential Insurance Co., Newark, N. J., 
displays statisticol material referring to 


group insurance. Pamphlets and other 
type of reading material available. (Booth 
Al.) 


* * * 
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Wolf Co., Oklahoma City, presents a pro- 
gram of owner followup and service mer- 
chandising which stresses the value and 
benefit of dealership advertising and cus- 
tomer relations. ‘Blueprint for More Gross 
Profit’ is the newest edition of the pro- 
gram. (Booth 89.) 


x * « 
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REEL BANK—Balcrank, 
exhibits its Multiple Reel Bank for service 
departments and stations. The unit is said 
to handle any combination or number of 
reels of either or both standard and 


heavy-duty reels. (Booths 34-5.) 





VALVE LIFTER SERVICER—Ernest Holmes 
Co., Chattanooga, Tenn., features a serv- 
icing unit said to provide for positive 
and fast disassembly and leak-down test- 
ing of hydraulic valve lifters. Other 
products in exhibit include the H-S valve 
remover, H-S muffler tool and the Uni- 


versal joint tool. (Booths 6-10.) 
i. ae 


TIRE TRUER, REGROOVER — Machine 
which trues tires on or off car is shown 
by Barrett Equipment Co., St. Louis. A 
tire regroover attachment is included. Ex- 
hibit includes brake drum lathes, hydrav- 





lic cylinder reconditioner, braker sizer 
and the B-103 “brake dokter.” (Booths 
73-6.) 


\. » 


SERVICE MERCHANDISING — John E.| 


Inc., Cincinnati, 








ENGINE OIL ADDITIVE—Among the 
products shown by MoPar parts division, 
Chrysler, is the MoPar engine oil addi- 
tive concentrate, the latest deyelopment 
in the firm's car-care materials. The 
concentrate is said to contain certain 
engine maintenance properties said to 
reduce engine wear (Booth 79.) 

i S - 


SAFETY BELT—Saf-T-Lok Mfg. Co., St. 
Lovis, shows its safety belt, said to with- 
stand 5,000 pounds of pressure, as well 
as shoulder harness and restraining straps 
| for babies. (Booth B9.) 





WHEEL ALIGNER — Hunter Engineering 


Co., St. Louis, exhibits the Lite-A-Line 
wheel aligner, which features six light 
|beams to accurately record all wheel 


alignment readings. The unit supplements 
the firm's lines of Tune-ln wheel balanc- 
|ers and Tru-up tire rounders (Booths 
| 95-7.) 


| 








AUTO POLISH—Complete line of Mir- 
ror Glaze products is displayed by Mir- 
ror Bright Polish Co., Pasadena, Calif. 
Firm also presents merchandising plan 
that includes all manner of point-of-sale 
material and literature. (Booths 67-8.) 

a a 


Phillips Hardware Adds 
Studebaker Cars, Trucks 


W. Grayson Hynson, manager of 
Phillips Hardware Co., Cambridge, 
Md., has announced his company 
has signed a franchise for Stude- 
baker automobiles and trucks. The 
dealership will be operated by the 

(Continued on Page 78, Col. 1) 
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| DYER AUTO AUCTION 





DYER, INDIANA 


| — 300 CAR SALE EVERY FRIDAY, 12:30 P.M. SHARP—DEALERS ONLY — 


25 Miles from Chicago Loop on U. S. Route 30 at Ind.-Ill. State Line — Union 5-2361 or 5-4051 
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GEORGE LAWSON — owners —BUD FENNEMA 


The automobile business is getting to be as hazardous as betting horses and you need to get your information direct from 
the horse's mouth. Our market tells you what the horse would say if he could talk — FACTS. 


You send your employees to school for special training. This is the best school in the world to learn car values — SCHOOL 
OF FACTS. Send them here. 


Checks and Titles Guar- adil Sellers Bring Cars and 


e Att 1 _ 

anteed by USandInsured 4 you Check the Auction yey : idea Toke een ume 
. ' tection: cet 

a . 4 heer _— Do You Get This Prote Deal Direct With Us. No 


Waiting, No Red Tape. 
Ask the Dealers that Know Our Customers. — 9 Years in the same Location. 
GET OUR PRICE GUIDE MAILED WEEKLY, FIRST CLASS, $12.50 PER YEAR — YOU CAN'T AFFORD NOT TO HAVE IT 





me WE WILL BE 

| HAPPY TO PRE- | 
= SENT THE KEYS | 
Ss TO THESE FINE | 
CARS TO THE | 
LUCKY DEALERS. a 








FREE 1956 THUNDERBIRD FREE 1956 FORD CONVERTIBLE 


Worthwhile Cash Drawing at the End of Every Sale for Buyer and Seller of Lucky Car. 
$200.00 ADDED WEEKLY UNTIL WINNING TICKET IS PULLED. 
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automotive division of the com-,lington, Va., shows the Vari-Flare 
pany, which also sells Packard. model G economy-engineered high- 
ie SEE. way safety flare with durable chan- 
nel base and 24-candlepower Stim- 
sonite lenses. (Booth B-11.) 
* * ” 


Krone and Leveridge Open 


Oklahoma Hudson Deals 


Krone Motor Co. 315 N. E. 
Twenty-Third St., and Leveridge 
Motor Co., 1526 S. W. Twenty-Ninth 
St., Oklahoma City, have been 
named Hudson dealerships. 

The announcement by Hudson 
came on the eve of the 1956 model 
unveiling in the Oklahoma capital. 


* * * 


McClure Opens 2nd Deal 
Mitch McClure, president 
Courtesy Chevrolet, Los Angeles, 
has opened another dealership of 
- <e the same name in Phoenix, Ariz. 

‘ . McClure also owns dealerships in 
Highway Warning Flare Fontana, Calif. and North Long 
Art Advertising Associates, Ar-|Beach, Calif. E. J. Fitzgerald will 





REPAIR ORDER HOLDER—A soil-proof 
repair order holder is exhibited by Nor- 
ick Bros., Oklahoma City. Designed to 
meet all the clipboord needs of the serv- 
ice manager, the aluminum holder fea- 
tures a storage compartment for com- 
pleted forms. (Booths 98-100.) 
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be general manager in Phoenix.| Buick Co. formerly operated by|corporation since 1921, founded by 


McClure quit teaching school in 
1931 to sell autos, but still holds 
classes for his employes and insists 
on strict attendance. 

o * = 





ACCOUNTING MACHINE — Underwood 
Corp., New York, displays the Sundstrand 
model D accounting machine for day by 
day accounting control. (Booths 44-6.) 

ss 


Hansen Buys Out Gordon; 

Quits Whiting for Chicago 
Art Hansen has been appointed 

a Buick dealer at 1000 S. Wabash 


Ave., Chicago. Hansen purchased 
the business known as Gordon 


B. D. Gordon at the same address. 

Hansen has been a Buick dealer 
at Whiting Ind. since July 1947. Pre- 
viously he had been sales manager 
with Robertson Buick, starting in 
1939. 


x * * 


Persia Buys Ormsby 


Mike Persia, of Mike Persia 
Chevrolet Co., Inc., New Orleans, 
has purchased Ormsby Chevrolet 
Co., 457 South St. Mary St., San 
Antonio, and will change the 
name to Mike Persia Chevrolet, 
Inc., T. M. Benson will manage 
the San Antonio operation. Per- 
sia started in the automobile 
business in 1931 as a salesman for 
Ormsby Chevrolet, purchased the 
New Orleans dealership in 1949 
and will operate both dealerships. 

* * + 


Ward Dahlberg Leaves 


|Ford Deal, Enters Oil 


| Earl Dahlberg, president, Dahl- 
|berg Bros., Inc. (Ford), Hopkins, 
|Minn., together with his brother 
|Ward Dahlberg, has announced 
|that Ward is leaving the company 
|to devote full time to his oil dis- 
|tributing business after 20 years 
| with the firm. 

| Dahlberg has been a continuous 
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Cutaway view, actual size, of 
formed piece shown above. 





-with Bonderite and Bonderlube! 


These two Parker products effect big savings 
in other ways besides raising production levels. 
Tool and die breakage declines sharply, fewer 
process anneals are necessary, operation is 


An experienced production man looked at this 
blank and the formed parts and said flatly, “It 
can’t be done!” But i¢ is being done —in one 
operation — on a production basis of thousands 
of units per day. 


The blank is treated with Bonderite, and then 


with Bonderlube. This combination works with 
remarkable effectiveness. 


@rarke 








simplified, scrap is minimized, 
operations are reduced. 


and machining 


Cold extrusion, with Bonderite and Bonder- 
lube, may hold the key to cost-cutting for you. 


Write for information! 


*Bonderite, Bonderlube, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 


BONDERITE and BONDERLUBE PARCO COMPOUND PARCO LUBRITE 
—<— — aids = cold forming rust resistant weor rata bag friction 


RUST PROOF COMPANY 


2164 E. Milwaukee, Detroit 11, Michigan 


TROPICAL 
heavy duty maintenance 
paints since 1883 





Oscar Dahlberg, father of Earl anc 
Ward. 





MOTOR ANALYZER—The Allenyzer, a 
6 and 12-volt motor analyzer, is one of 
16 pieces of testing equipment displayed 
by Allen Electric and Equipment Co., 
Kalamazoo, Mich. Others featured in the 
exhibit include the Genreg Vari-Speed 
regulator-generator servicer, and the 
Powr-Tuner and Deluxe Uni-Tuner tune- 
up instruments. (Booths 69-70.) 

_-*% * 





AUTOMOTIVE EQUIPMENT — Big Four 
Industries, Inc., Cincinnati, shows its line 
of automotive and merchandising tools 
and equipment, including the Henderson 
tire changer, wheel balancer, tire lubri- 
cant and automatic air inflators. (Booths 
51-2.) 





BRAKE DRUM LATHE—Model 525 Drum 
Master, said to handle car and light 
truck drums up to 5% inches in depth 
and 18 inches in diameter, is among 
products shown by Lempco Products, Inc., 
Bedford, O. (Booth 32.) 


* * * 





TRAILING AXLE —Truckstell Mfg. Co., 
Cleveland, features the Hydro-Trac trail- 
ing axle designed to give six-wheeler 
operators most of the advantages of dual- 
axle drive while permitting the econo- 
mies of single-axle operation. The exhibit 
also includes the swivel frame and dual- 


axle drives. (Booths 93-4.) 
. b+ 


Smith Sells Frederick 
Half of Pontiac Deal 

J. Raymond Smith, owner of 
Smith Motor Co., Parsons, Kans., 
has announced sale of a half inter- 
est in his firm to Leo Frederick. 
The company now operates as 
Smith-Frederick Pontiac. 

Smith has been in the automobile 
business in Parsons since 1924. 
Frederick entered the automotive 
field in 1949 in Parsons. Until re- 

(Continued on Page 80, Col. 1) 
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IFF-DAVIS ENTERS 


+ JHE AUTOMOTIVE FIELD 
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Perhaps no other group is more representative of today’s American way of life than the automobile enthusiast. 
For the past several years, Ziff-Davis (Publishers of Popular Photography, Modern Bride, Popular 
Electronics, Radio & Television News, Flying) has watched the growth of this special interest market. We have 
now purchased SPORTS CARS ILLUSTRATED and HOME and AUTO MECHANIC. 
Our stated aim is to make these two publications the leaders in their fields just as every other Ziff-Davis 
publication is the leader in its field. 
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SPORTS CARS ILLUSTRATED reaches the read- The HOME and AUTO MECHANIC audience is part of the do-it- 
ers who turn a fad into a trend...alert, active, upper- yourself world we live in. Here is a giant home-owner market of men 
income pace setters. This is a fast-moving buying who make their own repairs ...install new gadgets...add a tire mount 
m group, important as purchasers and equally impor- or build a carport. There is no other effective way to reach this market 
; tant as an influence on the buying patterns of others. but by appealing to it directly in the magazine tailored to their needs. 
9 
4 Beginning with the April issues, Ziff-Davis will be applying the full force of its editorial and circulation experience 


with special interest magazines. Both SPORTS CARS ILLUSTRATED and ‘HOME and AUTO MECHANIC 
will be revamped from logotype to back cover. Each issue will be packed with articles by the world’s leading 
automotive experts. Ken Purdy, internationally known auto authority, author and former Editor of True 
Magazine, has joined us as Editorial Chairman of both SPORTS CARS ILLUSTRATED and HOME and — 
AUTO MECHANIC. 
To take advantage of our initial rate structure, offering the outstanding buy in the specialized automotive 
; market, call or wire collect for immediate information: Arne G. Gittleman, Advg. Mgr., Sports Cars Illus- 
- trated and Home and Auto Mechanic, 366 Madison Avenue, New York 17, N. Y., MU 7-8080. 
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. ZIFF-DAVIS PUBLISHING COMPANY 
_ Specialists in Special Interest Publications 
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366 Madison Ave., New York 17, N. Y., MUrray Hill'7-8080 © 64 Eas? Lake St., Chicago 1, lll., ANdover 3-5200 900 Wilshire Boulevard, Los Angeles 17, Cal., Michigan 9856 
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FOR 45 YEARS IN ISSENTIAL AUTOMOINE SEQYK 





AUTOMOTIVE SERVICES 
Market Report, Inc., Chicago, displays its 


National 


official used-car appraisal guide, ‘Red 
Book,” together with four other publi- 
cations specializing in automotive serv- 
ices. (Booth A3.) 


* * * 


Packard Adds Studebaker 


Packard Milwaukee Co., Milwau- 
kee, has been appointed a dealer 






















AUTOMOTIVE NEWS, JANUARY 30, 1956 


Shop Products at NADA Show 


(Continued from Page 78) 


cently he was manager of G & H| for Studebaker. It now handles both 
Motors (Dodge-Plymouth) used-car| Packard and Clipper. Fred Bartz, 


once general manager of Dahl Mo- 
tors, a former Studebaker dealer- 
ship, will head Studebaker sales. 


Bowlin-Gaff to Open 
Evansville (Ind.) Deal 


Two officials of Allen County Mo- 
tors, Inc. (Ford), Ft. Wayne, Ind., 
plan to open a new Ford dealership 
in Evansville, Ind. It will be known 
as Bowlin-Gaff Ford Sales, Inc. 
Richard R. Bowlin will be president 
and Glenn W. Gaff, vice-president 
and general manager. 

Bowlin is president and general 
manager of Allen County Motors 
and Gaff has served as business 
manager for three years. Gaff goes 
to Evansville to operate the new 
dealership. Bowlin said formation 
of the new company is completely 


separate from Allen County Motors, 
which will continue operations. 
* + * 
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LUBRICATING EQUIPMENT — Stewart- 
Warner Corp., Chicago, shows the Wall 
Alemiter, which features a bulit-in air 





Here’s a new idea from Graco that’s 
catching on like wildfire! 


hoist, and other lubricating equipment 
and automotive chemical products. (Booths 
80-2.) 


x * * 


Keller-Koch Takes 


Chicago Dodge Deal 
Hart Motor Co., 4611 Madison 
St. called the oldest Dodge 
dealership in Chicago, has been 


succeeded by Keller-Koch, Inc., 
which also operates a Chrysler- 
Plymouth dealership in Birming- 
ham, Mich. 

Victor C. Koch, son of a retired 
Fisher Body executive, will be 
general manager in Chicago while 
Rick W. Keller, son of K. T. 
Keller, Chrysler Corp. board 
chairman, will be in charge of 
the Birmingham dealership. 


* * * 





AUTO TURNTABLE—Macton Machinery 


Co., Inc., Stamford, Conn., exhibits the 
improved Paravane turntable that consists 
of four parts, and requires no tools or 
anchorage. (Booth A2.) 
a 
Elliott Buys Voth L-M 

Cecil Elliott, of Elliott & Son 
(Lincoln - Mercury), McPherson, 
Kans., has announced that his firm 





By pumping off the top surface of 
the grease, the new Graco ‘Topper’ 
accomplishes wonders: Contamination 
and aeration are completely eliminated. 
The ‘Topper’ pumps any and all heavy 
duty greases at greater volume and 
velocity for better, more thorough lu- 
brication. There is less physical change 
in the grease, and original density is 
more closely maintained. 

The new Inductor Seal positively 
seals out all dust and dirt. Drums are 
completely evacuated, and messy hand- 


cleaning is gone forever! ‘Topper’ 
Pump literally “sucks” its way to the 
bottom, eliminating channeling and 
keeping grease “refinery clean” all the 
way to the bearing. Milling and churn- 
ing of grease are minimized. 

The ‘Topper’ handles the heavy 
greases easily at low temperatures, 
right down to the last ounce of lube. 
Smart operators will speed up lube 
service with ‘Topper’ at work! And car 
owners are assured a better lube job 
every time! 







CHECK THESE OUTSTANDING NEW FEATURES 


@ Grease completely sealed from contamination. 
@ Channeling and aeration are eliminated. 
@ Drums cleaned and evacuated thoroughly. 


Ld = 


OLD WAY. Here you NEW WAY. See how 
see how, with an the Graco ‘Topper’ 
old-style pump, works. ‘‘Top pump- 
grease channeling ing” is the answer. No 
and aeration can channeling. No aera- 
occur. tion. No wasted grease. 





CLEAN DRUMS! Note 
how clean drum walls 
are. ‘Topper’ evacu- 
ates grease complete- 
ly. No more hand 
transferring. 


THE ‘TOPPER’ Inductor 
Seal completely elim- 
inates contamination 
from dust, dirt, or any 
foreign objects.Grease 
is never exposed. 
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DON’T WAIT!.. Write for new catalog today! 
Another pace-setting development by GRACO 


GRAY COMPANY, INC. 


Engineers and Manufacturers 
142 Graco Square * Minneapolis 13, Minnesota 


New York (Long Island City) « Detroit « Atlant< 
Philadelphia e Chicago * San Francisco 


Factory Branches: 


has bought Ed Voth Lincoln-Mer- 
cury, Newton,. Kans. Elliott said 
the McPherson firm would continue | 
to operate with Al Ekland, parts | 
manager, as manager. Russell Mor- 
ton, with Elliott for seven years, 
will manage the Newton dealership. 


* * * 





public 
_ grand 
. the d 
/ In ad 
ploye¢ 
servic 





ADDRESSING MACHINE — Master Ad- 
dresser Co., Minneapolis, exhibits model 
60 Master Addresser, designed to write 
names and addresses or other repetitive 
data on a wide variety of forms. (Booth 
33.) 
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INFRARED OVENS—Dry Clime Lamp 
Corp., Greensburg, Ind., presents its Dri- 
Quik infrared baking ovens, including 
model No. 20, above, designed for use 
on trucks and other jobs where a wide 
area of baking is required. (Booths 29-30.) 

a a 
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LUBRICATION EQUIPMENT—Lincoln En- 
gineering Co., St. Louis, shows Multi- 
Luber power lubrication kit for late model 
Chevrolets and Fords, air-operated ceil- 
ing reel and portable cabinet-type lubri- 
cating equipment. (Booths 65-6.) 

.* *¢ @ 
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TIME RECORDER—A combination job 
and payrool time recorder, as well as a 
line of time cards and card racks, are 
displayed by Lathem Time Recorder Co., 
Atlanta. The machine, electrically oper- 
ated, is said to print the time in two 
colors along the edge of any size or 
shape form. (Booth 21.) 

>. & =*s 


Orr Opens Nash Deal 





In Asheville, N. C. FLC 
Ed Orr Motors, Inc. (Nash), pases f 
Asheville, N. C. has opened its new onines 
home in a remodeled building in am 
the heart of the city. 7 
R. E. Orr is president and John j H 
E. Orr is secretary-treasurer. The Ar 


(Continued on Page 81, Col. 1) 
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Shop Products at NADA Show 





(Continued from Page 80) 


public was invited to attend the 
grand opening which coincided with 
the display of the new Nash cars. 
In addition to the Orrs, 13 are em- 
ployed in the company’s sales and 
service departments. 

* * + 





chased Gordon Buick Co., formerly 
|operated by B. D. Gordon. Hansen 
|has been a Whiting (Ind.) Buick 
| dealer since 1947. 

” 2 * 


L. A. Mayor Clips Tape 
At Cadillac Opening 


Mayor Norris Poulson presided at 
the ribbon-cutting ceremonies 
which opened the new $1,750,000 
Cadillac sub-branch at 5151 Wil- 
shire Blvd., Los Angeles. 

J. D. Herndon will head the new 
sub-branch and F. H. Murray is 


| general manager of the Los Angeles 


branch. 
” cd os 


Weaver Takes Partner 
Phil Weaver has sold a _ half- 


interest in Weaver Motor Sales 


(Oldsmobile-Cadillac), Falls City, 


‘|Neb., to Thorlow Smith, Pender, 


Neb. The firm now is known as 
Weaver-Smith Motors. Weaver said 


he sold because of pressing duties 
as congressman. 
+ = 










HYDRAULIC JACKS—Walker Mfg. Co., 
Racine, Wis., shows line of hydraulic and 
mechanical jacks, including pedestal and 
floor type models of Uni-Cradle, designed 
for “one-man” servicing of all automatic 
transmissions. (Booths 101-2.) 

>=, .2 


Willys Adds 6 Dealers 


Willys has added six dealer- 
ships in the Minneapolis zone. 
They are: Roffers Implement & 
Auto Co., Ashland, Wis., Frank 
T. Roffers; K. B. Supply Co., Hib- 
bing, Minn., Paul Keller, and its 


subsidiary, K. B. Supply Co., Min- 


neapolis, Charles Kring; Howard | chise for 35 years. 


& Sell, Superior, Wis., Vernon 
W. Sell; Economy GMC Truck 
Co., Sioux Falls, S. D., James 
Bim, and Aberdeen Motors, Ab- 
erdeen, S. D., Lars Kleppe. 

+ 


* * 


WASH RACK JACK—Weaver Mfg. Co., 
Springfield, Ill., displays wash rack jack, 
model WA-135, said to provide a faster 
and more convenient method for washing 
rear wheels. Built-in wheel automatically 
positions car over jack. (Booth 78.) 

C-~ Sais 


Dietz Succeeds Zepp 


Lee Dietz, formerly manager of 
C. Zepp, Inc., Chicago, has taken 


Inc. C. W. Zepp has held the fran- 





BRAKE EQUIPMENT — A safety brake 
graph which records braking efficiency 
under operating conditions and tells 
which wheel grabs or causes pulling is 
among products displayed by Ammco 
Tools, Inc., Chicago. Others are the Zip- 
O brake bleeder and the No. 4140 grind- 
ing fixture. (Booths 24-7.) 

_ ae ey. 


Bryan Opens Chevrolet 
James J. Bryan has been ap- 


over the Ford dealership and is| pointed a Chevrolet dealer in Al- 


operating as River Park Motors, 


(Continued on Page 88, Col. 1) 








AUTO VACUUM—National Auto Recon- 
ditioning Corp., Lyons, Ill., displays the 
all-aluminum Tipton automotive vacuum, 
designed for used-car reconditioning. The 
machine is said to have both wet and 
dry pickup. Other products include Tip- 
ton-Sol engine degreasing shampoo, Tip- 
ton chrome protector remover, a rubber 
renewer and a Miracle Wash for car 
interiors. (Booth B-7.) 





CAR WASH—U.S. Washmobile Corp., 
Newark, N. J., shows the Washmobile 
'49er, a low-priced automatic car-washing 
unit, and the model FSE, a precision-built 
unit that incorporates a new emulsifying 
action. They are said to fit wash racks 
without structural changes. (Booths 47-8.) 

* * * 





AIR COMPRESSOR — A 15-horsepower 
tank-mounted compressor is displayed by 
Curtis Mfg. Co., St. Louis, as representa- 
tive of its line of automotive compressors 
ranging from Y% to 50 horsepower. Other 
products include auto, truck and bus lifts. 
(Booth 12.) 





FLOOR MAT—Staput Cover Co., Muske- 
gon, Mich., displays work covers for 
mechanics and disposable floor mats, 
called Protecto-Mats, designed to fit all 
cars. (Booth 87.) . 


” - 
Hansen Opens Buick Deal 
Art Hansen has opened a Buick 
dealership in Chicago. He pur- 


ATA WANTS IT 
Signal-Stat 


HAS IT! 


+k New ATA Recommended Equipment Specification E-3-1955 


THE PROBLEM: 


ATA RECOMMENDATION: 


“The purpose of this ATA Recom- 
mended Equipment Specification is to 
establish uniform specifications for the 
wiring and lighting of commercial 
motor vehicles. It is intended that rec- 
ommendations herein contained will 
be used when re-wiring old vehicles 
and also used as the specifications 
for wiring and lighting when new 
vehicles are being purchased. Safety, 
efficiency, performance and uniformity 
are the objectives of this recommended 
practice.” 


THE PRODUCT 
THAT DOES IT: 








Insist on 
for all around signaling protection 


For more information about Sig- 
flare and a complimentary copy of 
the new ATA Lighting Recommen- 
dations, see your jobber, or write to: 


3.09 


6.01 


6.04 


7.01 


To improve truck lighting and cure “Sitting-Duck” accidents. 


Turn signals are lamps which indicate a change in direction by giving 
flashing warning lights on the side toward which the turn will be made. 
(SAE Class A, Type 1, only are to be used. ) 

Front turn signals shall be of the double faced (amber to front, red to 
rear) Class A, Type 1, mounted in accordance with SAE mounting 
specifications except when impractical due to vehicle design. 

Turn signals shall be wired in such a manner that they will flash 
simultaneously to indicate vehicle disability. 

Stop-Tail photometric requirements shall be in accordance with the 
current SAE specifications. 


SIGNAL-STAT SIGFLARE, the multi-purpose signaling system that con- 
forms with every new ATA Lighting and Wiring Recommendation. It 
provides... 

A—The most powerful Class A, Type 1, directional signals on the 
market with Double Face Lamps for front mounting and rear lamps 
to suit your individual installation. 

B—The flare feature with positive pilot action that instantly and simul- 
taneously flashes all 4 signal lamps to warn oncoming traffic that the 
vehicle is disabled. 

C—2 Stop Lamps as powerful as Class A, Type 1, signal lamps. 

D—2 Tail Lamps as powerful as the law allows. 

... all in one system with as few as 4 Lamps and 1 Switch—a specially 
designed heavy duty flasher for tractors and combinations and a range 
of Stop/Tail lights for every type of installation—all exceeding SAE 
specifications. 


DIRECTIONAL SIGNALS - SWITCHES - FLASHERS 
Signal-Stat Corporation, 523-539 Kent Ave., Brooklyn 11, W.Y., U.S.A. 


See it demonstrated at Booth 42, Pacific Automotive Show 
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Bellows Replace Leaf Springs . . . 


GMC Trucks Will Ride on Air 


(Continued from Page 63) 
trailer remain at a constant height 
even under full-load conditions. 
Brains of the suspension system is 
the automatic height-control valve, 
which is link-connected to the axle. 
Its function is to keep platform 
height constant and maintain the 
correct riding clearance above the 
axle. 

Even with a partial load lo- 
cated to one side of the trailer, 
the floor remains level, because 
the air springs on that side of 
the trailer automatically are sub- 
jected to more air pressure, which 
compensates for the unbalanced 
load distribution. 

The height-control valve never 
admits or exhausts air, except when 
the load is changed. It ignores nor- 
mal axle movements that occur 

when the vehicle is moving over a 
rough road. This feature is pro- 
vided by a built-in hydraulic damp- 
ing device which is designed so 
that the valve does not operate 
except when the change in distance 
between axle and platform is very 





slow and steady, such as when 
loading and unloading. 
* * * 
S THE trailer load increases, 
the valves send air into the 
bellows, and, as the load decreases, 
they release air from the system. 
The bellows thus are properly in- 
flated for varying load conditions 
at all times. 

Further advantages of the level- 
height action are automatic adjust- 
ment for high-crowned roads and 
constant trailer-bed height for con- 
venience at the unloading dock. 

With constant tractor frame 
and trailer floor heights (35% 
inches in the tractor and 46% 
inches in the trailer of the ex- 
perimental rig), loading docks 
ultimately could be standardized. 
Lifting forks for loading and un- 
loading the trailers then would 
move smoothly between trailer 
floor and loading platforms. 

GMC engineers also pointed out 
that the constant height main- 
tained for tractor and trailer could 
mean an increase in trailer cubic- 





foot capacity. Trailer manufactur- 
ers could build the units to the full 
maximum legal height of 12% feet, 
without having to allow for “deflec- 
tion” space between the full-loaded 
and empty trailer height. 

In the experimental GMC trac- 
tor-trailer combination, the trailer 
reportedly has 37 cubic feet more 
cargo space than similar vans with 
conventional leaf springs. It is be- 
lieved that further refinements in 
design could increase the trailer 
capacity to an even higher figure. 

x » * 


Bellows, Beams, Chambers 


Replace Metal Leaf Springs 
figs air-suspension system dis- 

closed by GMC is composed 
basically of air bellows, leveling 
valves, air beams, air chambers 
and an air storage tank. 

The tractor has six bellows, four 
in front and two over the rear 
axle. Two small bellows are} 
mounted on each end of the front | 
axle and a large bellows is installed | 
at each end of the rear axle to pro- | 





Bellows Test— 


Development engineer Don LaBelle 
shows the test setup for checking man- 
ufacturing quality control and abrasion 
resistance on rubber air bellows for ex- 
perimental air suspension on GMC trucks. 
Severe operation is simulated in this 
“bounce fixture’’ which typically is op- 
erated for 10 million cycles at a rate of 
130 cycles a minute. 

ee 
vide adequate support for the trac- 
tor’s above-frame structure. 

Four large bellows support the 
trailer. Two of the units are 
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Washmobile fits into your present 
wash area--no structural changes. 


“One wash a day pays the way” 


U. §. WASHIMOBILE 


276 Halsey St., Newark 2, New Jersey 
Offices in major cities 
Factory: 2350 W. 58th St., Chicago, lilinois 


emulsifying action. 
equipment engineered for low cost operation. 


“WASHMOBILE 49 er", 
lower-priced automatic car washing unit. Now 
there's a Washmobile for every dealer's budget. 





Take your pick 


but take 


Here's the 1956 model of the famous WASH- 


Foam FSE with exclusive 
Precision-built car washing 


our new 


—— 


Now Washmobile o 





ffers 


TWO great automatic 
car washing machines for 1956. 


Create profits in your car washing 


department with faster, more effi- 


cient service. 


Increase goodwill 


wants it. 


Pep up sales with 


Remember, the car 


ing clean. 


WIN 


Pee) et) 


U. S. WASHMOBILE, 276 Halsey St., Newark 2, N. J. 


I'd like to know more about the Washm 
Send free information today. 


(0 Please send representative: 


Name of firm. 


NAME....... 


ADDRESS. 


CITY STATE 


by giving your 


customer a really clean car when he 


sparkling demos 


and cleaner used cars. 


stands still while 


Washmobile rolls over it spraying 
water, applying detergent, and rins- 


obile "FSE" and "49'er'’. 


PHONE 





mounted on each side .of the 
trailer between the axle and the 
trailer-body. 

Compressed air is supplied to the 
bellows, air beams and air cham- 
bers from the tractor’s air system. 
The air moves from the storage 
tank to the leveling valves that 
meter it into the bellows, beams 
and chambers. Air is available to 
the suspension system from the 
supply tanks only when pressure 
has been developed to maintain a 
safe margin for the air brake 


equipment. 
A FAILURE of any part of the 
suspension system is said to 
| be unable to cause a loss of vehicle 
|control, since the frame would 
come to rest on heavy rubber 
blocks so designed that “all linkage 
relationships are properly main- 
tained.” 


Torque rods, a sway bar and 
lateral stay bars maintain the posi- 
tions of each axle against lateral, 
longitudinal and torsional move- 
ment. All linkage is mounted in 
rubber. Suspension life is rated as 
“much improved” over metal 
springs. Engineers estimate that 
the bellows will have a service life 
of approximately a million road 
miles. 


GMC highway tractors with air 
suspension will be able to haul 
trailers and semitrailers with 
conventional leaf springs, as well 
as those having the new air sus- 
pension. 


“General use of this new type of 
suspension in trucks and trailers 
|by the nation’s trucking fleets 
| could mean millions of dollars 
| gained by increased payload poten- 
| tial, decreased freight damage and 
| reduced maintenance expense,” 
| Monaghan said. r 


| “Another area of considerable 
| Savings,” he said, “can be in the 
| packaging of goods for shipment 
| by air-ride trucks. The suspension 
| cushioning of cargo against road 
| Shock will permit lighter, less rigid 
| and less expensive crates and con- 
| tainers.” 


* * * 
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Spring Comparison— 


This chart provides a graphic com- 
Parison of rate and frequency at various 
loads for air suspension versus metal 
leaf springs in a bus. The air bellows 
variable spring rate principle carries over 
into the new truck application and is 
responsible for the improved charac- 
teristics. 


Mexico Increases 


Import Car Price 


MEXICO CITY.—The Ministry 
of Finance has raised the official 
prices of foreign automobiles on 
which import duties are based. 
This will mean, it was reported, a 
substantial hike in the duties. 

At the same time, General Mo- 
tors de Mexico, Ford Motor Co. de 
Mexico, Armadora Willys and Arm- 
adora Mexicana have announced 
that every assembly plant in Mexi- 
co wants to reduce auto prices so 
as to get more of them in service 
and hike consumption of gasoline. 

The new prices include: U. S. 
Ford, $1,680-$2,960; German Ford, 
$1,360-$2,160; British Ford, $880-$2,- 
240; Mercury, $2,240-$2,960; Plym- 
outh, $2,000-$2,080; Buick Century, 
$2,720; Simca, $1,280-$3,040, and Al- 
fa Romeo Giulietta Sprint, $2,400. 


Cooke Starts Buick Firm 


James W. Cooke, former sales 
manager of Thurston Cooke Ford, 
Inc., Louisville, has opened Jim 
— Buick, Inc., in New Albany, 
nd. 
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than any other newspaper 


$896,000,000! That’s what the people of 
Greater Philadelphia spend for automobiles 
and accessories each year. 


How do you get your share of these sales? 
Talk to the prospects! Contact them regu- 
larly with your sales message in their favor- 
ite newspaper, The Evening* and Sunday 
Bulletin. 


Throughout giant, growing, 14-county 
Greater Philadelphia (A.B.C. City and Re- 
tail Trading Zone), The Bulletin is a potent 
sales-starter. Philadelphians trust it, shop 
it, respond to the advertising in it. 


And they are showing particular interest in 
The Sunday Bulletin and its colorful new 
format. Featuring 10 different sections, 
with R.O.P. editorial and advertising color, 
it is bright, fresh and easy to read—pub- 
lished on our new presses, in new type, in 


the most modern newspaper plant in the 


world. 


Philadelphia families, long noted for their 
solid buying power, make ideal, regular cus- 
tomers. To sell ’em, tell ’em in The Bulletin. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 





reads The Bulletin. 


Advertising Offices: 


New York, 285 Madison Ave. * 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Los Angeles * ; 


Atlenta * 


Philadelphia, 30th and Market Streets 
Chicago, 520 N. Michigan Ave. 


San Francisco 

















New Era in Spark Plugs 


Auto-Lite Official Predicts Increased Use 
Of New Protruding-Tip Design 
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(Continued from Page 63) 


the exhaust stroke, so deposits may 
burn away clean. In addition, the 
longer fouling path from the elec- 
trode to the shell reduces electrical 
short-outs. 

At high speeds, on the other 
hand, the protruding ceramic 
nose takes advantage of the cool- 
ing action of the richer fuel mix- 
ture at wide-open throttle, so 
that it cools more rapidly and 
reduces the likelihood of pre- 
ignition during compression. This 
action keeps the temperature 
within safe limits for the next 
firing cycle. 

Middleton says, “For several 
years, Auto-Lite has been conduct- 
ing an intensive research program 
aimed at the development of a line 
of spark plugs that will provide 
satisfactory operation under all 
driving conditions in the new high- 
horsepower automotive engines.” 

+ * * 


Firing Nose Protrudes 


a program has resulted in 
development of the new “power 
tip” spark plug. The new design 
differs from conventional spark 
plugs principally in that a “radi- 
cally different” firing nose is used. 
The firing nose now protrudes 
deeply into the combustion cham- 
ber, resulting in higher tempera- 
tures under low-speed, light-load 
conditions. 

At high speeds, a charge cool- 
ing effect provides lower nose 
temperatures than with conven- 





New O-Ring Process— 
A sheet of raw rubber is being slipped 
between the opened die mounted in a 
Dauby process molding machine. When 
the die is closed, each die cavity will 
“cut its fill’ from the rubber sheet. 


* a = 
O-Ring 
(Continued from Page 64) 
molding pressure so rapidly that 


no one part of the O-ring can vul- 


canize before another. 
* ” a 


co is accomplished by a spe- 
cial die design which might be 
compared to an old-fashioned mul- 
tiple cookie cutter which could cut 
several cookies from a sheet of 
dough in a single stroke. 

In use, the die halves part 
slightly and a sheet of raw ma- 
terial is inserted between the 
halves (see picture), according 
to the company. Pressure is then 
applied to close the die and as 
the halves come together, just 
enough of the raw material is cut 
from the inserted sheet to. fill 
each O-ring cavity. 

The firm said that the geometric 
design of the cutting edges of each 
die cavity assures that just enough 
material will be cut from the sheet 
to fill it. The die then continues 
to close, and the necessary vulcan- 
izing pressure is applied immedi- 
ately. 

The net result, according to 
Plastic & Rubber Products, is an 
unlaminated O-ring minus any in- 
ternal stresses after it is removed 
from the die. They are described 
by the firm as being much like 
“normalized” steel that has been 
heat-treated to remove all internal 
stresses and for that reason have 
been designated as “normalized” O- 
rings. 


tional plugs, thus “providing a 

greater factor of safety against 

— according to Middle- 
n. 


Protrusion of the firing nose also 
was said to “provide more nearly 
optimum location of the ignition 
spark and result in greater com- 
bustion efficiency and better igni- 
tion of abnormal mixtures.” 

* * * 
HE protrusion of the ‘power 
tip’ firing nose into the com- 
bustion chamber gives a substan- 
tial improvement in initiation of 
the combustion process,” Middleton 
explained. 

The ignition spark is shifted 
closer to the center of the cham- 
ber, resulting in an increase in heat 
available to propagate the combus- 
tion process and a decrease in total 
flame travel distance, he said. 


The “more effective initiation 
of combustion” obtained with this 








type of spark plug allegedly pro- 

vides an improvement in econ- 

omy, performance and power 
output in “the great majority of 
vehicles.” 

Where spark timing already is 
set at the detonation level for the 
fuel being used, installation of the 
new plugs may require the use of 
a slightly higher octane fuel, or 
retardation of ignition timing for 
peak performance. 

~ * * 

Special Alloys Required 

HE “power tip” plug is “more 

than an ordinary spark plug 
with a protruding insulator nose.” 
Projecting the ceramic tip farther 
into the combustion chamber cre- 
ated some problems that called for 
extensive research before they 
were solved. 

The electrodes are a case in 
point. Early in the development 
program, Auto-Lite engineers 
found that alloys normally used in 
the side and center electrodes of 
plugs were not satisfactory for the 
new long-reach designs. 

Conventional materials could 
not stand up under the intense 
heat (gas temperatures in the 
range of 1,700 degrees) encoun- 
tered when the spark gap was 








Spark Plug Comparison— 





The difference in design between the new Auto-Lite spark plug with “power tip” 
(left) and a conventional plug is readily seen in this side-by-side comparison. In the 
new plug, the ceramic insulator nose has been moved out of the shell to get closer 


to the center of combustion. 
eS #6 


moved closer to the center of 
combustion. 


After nearly three years of 
research, two new alloys were 
selected, one for the side electrode 
and the other for the center elec- 
trode. These new metal alloys were 
chosen for their special character- 
istics, such as ability to resist ther- 


> 


COURTAULDS'’ 


* * * 


mal erosion and to keep the spark 
gap constant throughout the plug 
life. 

“And we're not through yet,” 
Middleton said. “We plan to go 
deeper into the combustion cham- 
ber as we find alloys that are able 
to operate satisfactorily under the 
more severe conditions.” 
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Technical PERSONNEL CHANGES 


Ray A. Scharer & Co. has an-|in 1923, Butler in 1925 and Gilbert 
nounced appointment of Fred C.| in 1926. 
Raub as consulting engineer. Raub 
will act as consultant for Scharer| Plymouth Ups McCarroll 


customers on forging problems deal- In Industrial Engineering 


ing with cost reduction, material BR. A. McCarroll, who as master 
selection and production. Raub has} ochanic at Plymouth played a 


been superintendent and chief leading role in the tooling of the 
metallurgist for several U.S. Steel 


Corp. mills. 
* 





* * * 


' 


matic” engine 
plant, has been 
promoted to man- 
ager of industrial 


* * 


3 Veteran Sales Aides 


| Promoted by Alcoa J engineering. 
a Three employes with a total of | j In re ll 
* 91 years’ service have been ap- sition, McCarro 


will be responsible 
for all activities 
directly related to 


pointed to new sales posts by Alu-/} 
minum Co. of America. 

Charles Braglio has been named 
manager of jobbing sales, replacing 
William R. Butler, who becomes 
manager of die casting sales, and 
Warren Van R. Gilbert has been 


purchasing, plant 
engineering, mas- 
ter mechanic, time study and esti- 
mating. He joined Chrysler Corp.’s 





appointed assistant manager of| gear and axle plant in 1948 as tool| 


forging sales. Braglio joined Alcoa| trouble man, and was named master 


8 Coloray colors resi 





firm’s new “Quali-| 


staff operations, | 


mechanic of Plymouth’s Detroit 
plant in 1953. 
AZ * s 

| Johnson and Leighton 
|Appointed by Pontiac 

| ©. O. Johnson has been appointed 
general superintendent of manufac- 
| turing operations in Pontiac’s heat 
treat, axle, foundry and engine 


| plants. He joined General Motors | 


Corp. in 1923. 

M. L. Leighton has been named 
general superintendent of manufac- 
| turing operations in Pontiac’s plat- 
jing, sheet metal and car assembly 
plants. 





| 

SKF Appoints Fox 

| SKF Industries, Inc., Philadel- 
phia, has appointed Holton F. Fox 
as field engineer in its Pittsburgh 

| district office. Fox has been field 

| engineer in the sales department of 


| the Boston and Hartford territories. | 


* * * 


Standard Names Brainard 
Appointment of George C. Brain- 


|W. Brock as assistant research and 
| developement director has been an- 
nounced by Standard Products Co. 
‘Brainard formerly was operations 


st fading— 


even after 500 test hours 


in direct tropical sunlight... 


and there’s no rating high enough 
to describe so much colorfastness! 
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Ratings* (Direct Weathering) Ratings* 


He joined Pontiac in 1927. | 
* * ® | 


ard jr., as assistant to the manufac- | 
turing vice-president and of Henry | 


manager for John C. Virden Co., 
and cool strip mill assistant super- 
intendent for Youngstown Sheet & 
Tube. 


Eaton Promotes Schultz 


To Chief Engineer Post 


| A. D. Schultz has been promoted 
to chief engineer of Eaton Mfg. 
Co.’s stamping division, Cleveland, 
E. M. deWindt, 
general manager, 
has announced. 
Schultz began 
with Eaton in 
1942 as a drafts- 
man in the stamp- 
ing division and 
. was made prod- 
: uct engineer in 
Y; 1950. Prior to 
P? joining Eaton, he 
ei was a stationary 
A. D. Schultz engineer with 
Standard Oil Co. of Ohio from 1939 
to 1942. 


e- » 





* * * 


Alpert, Wexler Named 


Two Westinghouse research sci- 
|entists, Dr. Daniel Alpert and Dr. 
Aaron Wexler, have been named 
associate directors of the Westing- 
‘house Research Laboratories, it has 





BARRIER! 


No other range of textile colors—anytime—anywhere—have been known to come close 


blazing South Florida sunlight. 


After 500 hours of exposure—still no effect on Coloray turquoise, peacock blue, 


terra cotta, tan, medium brown, silver grey, slate grey and black. Other “colorfast” 


And here is light-fastness over 6 times better! 


That’s typical of the phenomenal fastness of all 19 Coloray colors . . . a range that 


500-hour exposures. The sound 


loray colors are not superficially dyed, but 


Conducted by South Florida Test Service 


Hours of Exposure 


Hours of Exposure 
(Under Giass) 


Color Ratings* (Direct Weathering) 





Courtaulds’ rayon fiber with Captive Color.,.“can’t escape!” 


man-made fibers, first name in solution-dyeing 
20 + Greensboro, N. C. + Le Moyne Plant, Mobile, Alo. 


colors claim superior light-fastness after only 80 hours of sun exposure without fading. 


solution-dyed. Meaning the color is caged inside the fiber as the fiber forms! That’s why 


Coloray colors have a deep-down beauty that adds dollars to the appearance of merchandise. 


That’s why you can count on Coloray colors to break the sales barrier in your business! 
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been announced by Dr. Clarence 
Zener, acting director. 

Dr. Alpert joined Westinghouse 
in 1941, Dr. Wexler in 1947. 


Douglas Joins Dana 
In Product Engineering 


Earl M. Douglas has been named 
vice-president of Dana Corp. with 
responsibility over technical activi- 
ties relating to product engineering. 

Douglas entered the automotive 
field with Haynes-Apperson Co. In 
succeeding years he was affiliated 
with Marmon, Stutz and Stude- 
baker, among other firms. 

* * o 


GMC Names Little to Post 
Of Assistant Chief Engineer 

Sheldon G. Little has been ap- 
pointed assistant chief engineer of 
the GMC Truck & Coach division, 
Pontiac. Formerly 
the engineer for 
the GM styling 
section, Little will 
report to C. V. 
Crockett, chief 
engineer of the 
division. 

Little joined the 
engineering staff 
of Cadillac in 1929 
as a GM Institute 
student, and was 











S. G. Little 
Later he was staff engineer in 
charge of testing and development 
at the Cleveland tank plant and in 
1951 was appointed assistant chief 
engineer at the tank plant. 


graduated in 1933. 


a 


Briner Moves Up 


William M. Briner, supervisor of 
industrial relations has been 
named production control manager 
in the fastener division at Standard 
Pressed Steel Co., Jenkintown, Pa. 

x cd * 


Findley Takes Reins 


Howard J. Findley has been 
elected president of Cleveland Hob- 
bing Machine Co. The position was 
vacated with the retirement of Wil- 
liam Staples. 

* 


* * 


* 


AC Transfers Sanders 


Bernard E. Sanders now is serv- 
ing as sales engineer in the Detroit 
office of General Motors’ AC Spark 
Plug division. He formerly was a 
| sales correspondent at the Flint 
| plant. 


* * * 


Vokar Names Dailey 


As Vice-President 


Robert G. Dailey has been ap- 
pointed vice-president, Vokar Corp., 
Dexter, Mich. He joined Vokar in 
1954 as general 
sales manager 
and will continue 
to direct all sales 
activities. 

Daily formerly 
was sales promo- 
tion manager of 
GMC. Before that 
he was sales man- 
ager, Reid divi- 
sion, Standard 

"i Products Co, 
R. G. Dailey Cleveland. Vokar 
has announced production of an 
electrically-activated lock for auto- 


mobile doors. 
* 








Bellows Names Adair 

Lowell E. Adair jr. has been 
appointed a field engineer for Bel- 
lows Co., Akron. He will be based 
in Louisville and will be responsible 
for sales and servie in western 
Kentucky and southern Indiana. 

” * = 


Tech-Art Picks Woodruff 


William J. Woodruff has been ap- 
pointed sales manager of Tech-Art 
Plastics Co., Morristown, N. J. He 
has been with the company a year. 


AUTO SAFETY BELT 


Revolutionary with split second release, 
metal on metal locking device, automatic 
lock on adjustment, quick installation 
mounting bracket, overall installation 
meets 5,000 it test. 

The best looking, strongest, most durable 
belt on the market. 

Basten, distributors send for further de- 
ails. 


SAF-T-LOK MFG. CO. 


Box 2625 Gravois Sta., St. Louis 16, Mo. 
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New “Intagrille Bumper”—the look of tomorrow, 
in Oldsmobile for ’56! It’s both a handsome, modern 
grille and a full-depth, double- protection bumper! 


TOP VALUE TODAY ... TOP RESALE TOMORROW ! 


faa. Co Gar 


DIVISION. Oo F GENERAL MOTM®s 





HERE’S EVERYTHING IT TAKES... 
TO MAKE ’SG ANOTHER BANNER YEAR 


FOR OLDSMOBILE DEALERS! 


High-compression power! High-compression action! The Rocket started it all! 

And today, with the new Rocket T-350, Oldsmobile is soaring to new highs of 
popularity with the most wonderful sales attractions of them all. For the Rocket 
means flashing take-off . . . brilliant action . . . and real economy on the 

road. That’s why a Rocket Ride is one of the best sales clinchers in the business. 
The Rocket does all the talking. And what sweet music it makes! 

What’s more, Oldsmobile introduces a new era of driving advances with new 
Jetaway Hydra-Matic.* In style, too, Oldsmobile stays ahead with features that 
spell out the future . . . give prospects more for their money today . . . promise 
more in trade tomorrow! It’s plain to see that Oldsmobile is on the go... 


and you’re smarter than ever to be with Olds! 


ae. 


Loar * 


ONLY OLDS HAS ALL THESE 


Peal of the Fut, ! 
>» Rocket T-350 Action! * New Safety-Ride Chassis! 
* Jetaway Hydra-Matic* Smoothness! * Trend-Setter Instrument Panel! 


* Stunning New Starfire Styling! * Flairaway Fender Design! 


* New Intagrille Bumper! * Fashion-First Interiors! 


*Standard on Ninety-Eight models; optional at extra cost on Super 88 models. 


re 


NAO BILE 


Ss CORPORATION . LANSING, MICHIGAN 
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Shop Products at NADA Show 


(Continued from Page 81) 


giers, La., and is operating at 440) 
Homer St. under the name of Bryan 
Chevrolet, Inc. 

* 





INTERCOM SYSTEM — Executone, Inc., 
New York, displays its automotive service 
dispatcher system, as well as its voice | 
paging and administrative intercom sys- | 
tems and the specially-designed signal 
light system. (Booths 1 and 2.) 

a 


Morgan Sells to Noll 


W. B. Morgan, for 22 years a 
Packard dealer in Pasadena, 








Calif., has sold his dealership to 
Noll Auto Co., 1285 E. Colorado 
St., Pasadena. The Noll company 
also operates a Packard dealer- 
ship in Highland Park, Calif. 
Morgan plans to concentrate on 
other business enterprises. 
+ oa * 


Southgate Ford Opens 
Southgate Motors, Inc. (Ford), 
Seattle, has opened under owner- 
ship of V. A. Mennella and E. C. 
Wagner at 14600 Ambaum Rd. The 


new building was built at a cost} 


of $130,000, it was reported. 
+ 


Packard-Clipper Names 
Six New Dealerships 


Appointment of six new dealers 
has been announced by Packard- 
Clipper. 

They are: Wood Motor Co., 
Marshall, Tex.; Suburban Motors, 
Inc., Maple Heights, O.; Van Pelt 
Motors, Bremerton, Wash.; Jack 
Ivey Motors, Ft. Pierce, Fila.; 


Hogan Brothers, Inc., Marengo, 
| Ia. and Whitley Auto Sales, 
| Smithfield, N. C. 





ENGINE RECONDITIONING—Additions 
to the Kwik-Way line of engine recon- 
ditioning equipment is exhibited by Cedar 
Rapids Engineering Co., Cedar Rapids, 
la. The display features Super-Matic 
valve facing machine and the model 
SSG seat grinder. (Booths 4-5.) 

es 


Gillman Changes Name 


Simpson-Gillman Pontiac Co., 
1621 Milam, has changed its name 
to Frank Gillman’s Pontiac Cen- 
ter. Frank Gillman is president; 
Cc. C. Currie, vice-president and 








used-car manager; Leo Jarnigan, 
general manager; E. J. Bean 
secretary-treasurer; R. K. Wright, 
service manager, and C. C. 
Springer jr., parts manager. 





ACCOUNTING MACHINE — Burroughs 
Corp., Detroit, demonstrates Sensimatic 
accounting machine's ability to handle a 
complete record-keeping program for 
dealers. Exhibit also includes microfilming 
equipment and full-keyboard and 10-key 
adding machines. (Booths 104-6.) 

o. e- @ 


Massey Sells to Little 


Luther Massey has sold his Buick 
dealership in Beaumont, Tex., to 





Class 2000 Cash Register. 


“We realize *9,000 profit 
per year (133% return) with 


our C4alional system” 


—Union County Buick Co., Elizabeth, N. J. 


? 


‘‘Based on our present volume,’ 
writes Mr. Cory S. Kammler, Vice 
President, “our complete National 
System will show a profit of $90,000 
during the next ten years! And it 
paid for itself in the first nine months 
after installation. 

“Our National Class 2000 register 
secures the daily summary on the 
spot, without any additional break- 
down of items. Our National Class 31 
accounting machine saves us many 
hours—and additional employees— 
handles a complete payroll, quar- 


he National 





MORE WORK per hour, per employee, is accomplished 


with the National Class “‘31’’. 





A THRIVING BUSINESS, the Union County Buick Co., 





finds the speed and accuracy of their National 


terly reports, cash summary, accounts 
receivable and accounts receivable 
aging. 

“Our National System not only 
saves time and money, it stands as 
an accurate, up-to-the-minute pulse 
of our business. There is no more 
danger of lost or forgotten charges, 
none of the problems of balancing 
cash. The figures are before us, 
quickly and accurately, at the end of 
each day. We certainly recommend 
the complete National System to any 
automobile dealer.” 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


986 OFFICES IN 94 COUNTRIES 


System a tremendous asset. 


Mr. Kammler’s enthusiasm is not unusual 
among dealers using the complete Na- 
tional System. Don’t you, too, need this 
control, the protection that saves money, 
the information that makes money? Your 
nearby National representative, a trained 
systems analyst, can show you how to 
save time and money, gain ezira profit. 
Call him today. You’ll find him listed in 
the yellow pages of your phone book. 











Hubert Little, who has changed the 


name to Little Buick Co. Massey 
will continue to operate the used- 
car department. 





VALVE TOOL SET—The No. J-6049 
tool set for disassembly, reassembly and 
adjustment of the three height control 
valves used in the air-suspension models 
of GMC coaches is displayed by Kent- 
Moore Organization, Inc., Detroit. (Booths 
71-2.) 





MERCHANDISING AID—A point-of-pur- 
chase merchandising aid, called the Sales- 
Viewer, is displayed by Nelson Associ- 
ates, Inc., Detroit. The exhibit also in- 
cludes new and used-car post cards. 
(Booths 36-7.) 





TRAVELING OVEN — Fostoria Pressed 
Steel Corp., Fostoria, O., exhibits its 
traveling infrared oven designed for the 
body shop where space is at a premium. 
Designated model 414V, the unit is said 
to be completely automatic in operation. 
(Booths 39-40.) 


RADIATOR SERVICING — Inland Mfg. 
Co., Omaha, displays following radiator 
servicing equipment: Flo-Test machine, 
which determines degree of radiator 
plugging; hot cleaning vat, and radiator 
test and repair bench. (Booths 18-20.) 


* * * 


Oldsmobile Names Rice 


Rice Oldsmobile, Inc., 1902 S. 
Harrison St., is a new Oldsmobile 
dealer in Fort Wayne, Ind. Don 
Rice is president; Bob Rice, general 
manager; Gene Hart, business 
manager; Naum Bircheff, used-car 

(Continued on Page 90, Col. 1) 
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Here, ob ix table 


/ 


PLANNED TOMORROWS ARE BORN. 


The executive conference table of The Mitchell-Bentley Corporation is 
the nerve-center of a tremendously vital organization which is providing 
present needs of a diversified manufacturing clientele while keeping an 
eye on tomorrow. Sparked by fresh new thinking implemented by creative 
ability, The Mitchell-Bentley conference table is providing the engineering, 
and designing assistance that will make tomorrow’s products better. If 
you have a problem in design, engineering, production, bear in mind that 
all the facilities of The Mitchell-Bentley Corporation are at your disposal 


—to serve you as it is serving many of the biggest names in industry. 


Copyright 1955—Mitchell-Bentley Corporation 


The MITCHELL-BENTLEY CORPORATION 


TONIA, MICHIGAN 


IONIA MANUFACTURING CO. DIV. OWOSSO MANUFACTURING CO. Div. 
IONIA, MICHIGAN OWOSSO, MICHIGAN 











moving to 222 W. Main St. He will 
| operate as Glenn Weaver Nash. 
* 


Shop Products at NADA Show | 


(Continued from Page 88) 





manager; Jim Crace, service man-| former Chrysler dealer in San Pe- 
ager, and Glenn Steinbacher, parts; dro, Calif., is general manager. 
manager. | * * 


'Packard-Clipper Adds 
Eight New Dealerships 


Eight new dealers have been 
signed to Packard-Clipper fran- 
| chises, according to Donald R. 
Stuart, general sales manager. 
They are: 


Farmer Motor Co., Lexington, 
Ky.; Motor Inn Garage, Abbots- 
ford, Wis.; D. Berry & Sons, 
Jersey Shore, Pa.; Billingsley Mo- 
tors, Portland, Ore.; Packard on 
Broadway, Gary Ind.; Boulevard 
Motors, Inc., Stamford, Conn.; 


* 


WHEEL BALANCER — Bear Mfg. Co., 
Rock Island, Ill., displays its On-A-Car 
balancer, available in either a single 





stand and seat, and spinners designed 
for use on frame, alignment or lube rack. 
Other products include a tire truer, wheel 


Langley-King Co., Thief River truer and the telaliner front end service. 
Falls, Minn, and Ben Stepman | '®ths 90-1.) 
Packard, Webster Groves, Mo. | 


* * * 


STEEL MERCHANDISERS — Shure Mfg. | 
Co., St. Louis, displays line of steel mer- 
chandisers, steel cabinets, work benches, | 
wall backgrounds, stationery and portable 
benches and steel fixtures and furniture | 
for stations. (Booths 107-9.) 


Gray Picks DeSoto 
Harold O. Gray has opened a De- 
soto-Plymouth dealership in Wil- 
mington, Calif. D. P. J. Randall, 


* 


Black Buys Dual Deal 
Weaver a Nash Dealer Adamson Cadillac-Olds, Inc., 
Glenn Weaver, a Spartanburg (S.| Market and Forbes Sts., Greens- 
C.) used-car dealer for 20 years, has | boro, N. C., has been purchased by 
received a Nash franchise and is! William H. Black II, of Atlanta, 


* * 













CORRECTS! 
Frees hydraulic valve lifters 
Permits valve lifters to operate quietly 


Dissolves engine sludge and varnish 


quicktY 
enoine StU 


pra a 
a Paty 1 hineail 


4 Cools as it lubricates 
4 Protects engine parts 
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BS 


MARVEL MYSTERY 
OILER 


7 


Order from your jobber, or write to Dept. 317 







or dual motor spinner, combination tool | 


MAINTAINS! 


i 4 Keeps valves and lifters free 
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and henceforth will be known as | Macon. Jackson moved to Macon 
E. B.|from Atlanta. 





Black Cadillac-Olds, Inc. 
Adamson had held the dealership 
|for 35 years. 


POWER WRECKER — Weld-Built Body 
| Co., Inc., Brooklyn, N. Y., presents the 
model M6B wrecker which features two 
separate power winches for a combined 
12-ton capacity. Possible pulling capac- 
ity on single line is said to be 24,000 
pounds. (Booths 16-17.) 


* 


+ 


Jackson Olds Deal Opens 


Leland Jackson has been named 
president of newly-organized Jack- 
son Oldsmobile, Inc., 717 Third 
| Street, Macon, Ga. Jackson suc- 
|ceeds Charles H. Yates Motors Co. 
as franchised Oldsmobile dealer in 


| * 
} 
| 
| 





4 Increases the life of your car 


a DO YOUR CUSTOMER A FAVOR! TELL HIM ABOUT THIS EASY 


Two-Step Treatment— He'll show his appreciation in repeat business! 
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INVENTORY CONTROL—Reynolds and 
Reynolds Co., Dayton, shows its all-metal 
tub file for parts inventory control, repair 
orders produced on paper requiring no 
carbon and other service control sys- 
tems. (Booths 60-4.) ‘ 


ee eon Cree nee a nS eee ney 


ah Sta sect 


TRUNK MAT—Newark Auto Top and 
Body Co., Newark, displays its trunk mat 
kits for Cadillacs. Available in two colors, 
the mat is said to duplicate original 
equipment, and is made of material 
equivalent to Cadillac trunk lining ma- 
terial. (Booth 14) tc ; 





AUTOMOTIVE PRODUCTS — Arthur H. 
Kitson, Inc., Detroit, shows No-Wipe, a 
cleaner for washing cars and leather, 
vinyl and fabric-type upholstery; decora- 
tive automobile keys, Handee key-code 
punch, and a door-lock emblem shield. + 
(Booth 11.) 


amelie Neem ve 


WRECKER SERVICE—Koenig Iron Works, 
Inc., Houston, shows this road service 
equipment, including wrecker frame and 
boom, front-mount winch, air compressor 
and utility cabinets, installed on four- 
wheel drive Jeep. (Booths A6-7.) 

. 7.9 





TIRE CHANGER—The Coats tire changer 
for tubeless and regular truck tires is ex- 
hibited by Jack P. Hennessy Sales Co., 
Englewood, N. J. (Booths 83-5.) 
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CADILLAC 


looks to the future in its dramatic motor car display 
at the 


| GENERAL MOTORS MOTORAMA 


aI 
ir 
° 
5. 













Pictured here are fov~ of the most dramatic Cadillac cars ever designed —the 
General Motors Motorama Show Cars. 
During their nationwide tour, these inspiring creations will provide the 
, Pamir og, motoring public a revealing glimpse into the future of the automotive art. And 
fee they will also carry with them visual proof of the vision and the advanced 
. Po sasess F planning that have made the Cadillac franchise so unique . . . and which promise 
continuation of its matchless records . . . 
. .. enduring leadership in every phase of motor car design and engineering 
... representation of the most widely admired and respected product of the 
automotive industry 
... service to the most loyal and devoted group of motor car owners in the land 
...and occupation of the most favorable profit opportunity in the world of auto- 
| motive commerce. 
Here, in brief, are four wonderful reasons why Cadillac dealers everywhere can look 
to the future with pride and with confidence. 









CADILLAC MOTOR CAR DIVISION «+ GENERAL MOTORS CORPORATION 
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NADA Covers Sales, Service, Parts, Bodies, Equipment . . . 
Truck Clinic Probes Headaches 


(Continued from Page 49) 


that our sales volume has more 
than doubled and our service and 
parts business has tripled. 

If one were to ask me what 
was the most important single 
factor in the improvement of 
our business, I woud say it was 
the opening of our night shift. 

For it is of great importance to 
the truck operator for him to have 
the opportunity of leaving his truck 
at 5 o’clock after a day’s work is 
completed, and then being able to 
pick it up, repaired and ready to 
go at 8 o’clock in the morning in 
time to do day’s work. 

This shift is especially appreci- 
ated by the one-truck owner or 
the small operator who cannot 
afford to “lay-up” his equipment 
even for a single day. 

+ * * 


Chassis Records 
Now, I am sure that many of 





you will think that the night shift 
is too costly an operation due to! 


the fact that you are paying pre- | 
mium rates to your men. This} 
cost, however, is more than offset 
by the increased business reflected | 
from the help you give your cus- 
tomer in preventing “down time.” | 
I know of no advertising cam- | 
paign that will pay off as well as 
the words that your salesman uses | 
when he says, “Our shop is open 
1642 hours a day.” | 

This means to the customer | 
that there is no need to “lay- 
up” his trucks; if the work is | 
not completed by 4:30 and. the 
job warrants it, it will be done | 
before morning. He’s in  busi- 
ness! | 
The next important factor in the | 
operation of a good service depart- | 
ment is records, and when I say} 


|records I stress chassis records. I | 


will never understand why so many 
operators fail to keep a complete | 


set of chassis records when the|!a good system of chassis records|loss to the employer. 


time and money to make these 
records available to his dealer. 
* * - 

In the first place, no good parts 
department can function properly 
without adequate chassis records. 
If your parts manager does not 
know the parts that went into the 
trucks that your customers bought, 
he is not able to keep the right 
kind of parts in stock that he needs 
to make these repairs. 

Without these specific parts 
your service department cannot 
make the required repairs unless 
they go to the trouble of mak- 
ing them, or take the time to 
order them, both actions hold- 
ing up production. Thus that 


| failure to keep adequate chassis 


records often results in long and 
costly delays to your customer. 


Then too, your service manager | 


is handicapped without proper 
chassis records. 
spend hours trying to unravel the 
component parts of the truck when 


Why must he} 
|an engine-rebuilding program, that 





minutes? There should be no ex- 


cuse for poor chassis records. 
* * * 


Engine Rebuilding 


Every good service organization 
should be engaged in the engine re- 
building program. 

If you have kept your chassis 
records up-to-date, you know what 
engines are most popular in your 
territory. Think of the satisfaction 
of your one-truck operator when 
he comes in for an engine job 
which he expected would take two 
or three weeks, and you tell him 
you have a rebuilt engine to put 
into his truck immediately. Not 
only does this program benefit the 
customer, but also your own shop. 

An engine-rebuilding program 
helps to take up the slack time 
when customer’s work is not 
available and avoids laying off 
your men in slack periods. 

This program need not be con- 
fined to engines, but may be ex- 
tended to other parts of the 
vehicle. 

One of the best ways to keep 
good men is to see that they are 
employed 52 weeks a year. With 


is possible without any monetary 
In other 


supplier is willing to spend the!will give him the answer in | words, I stress the very best use of 


How would you like to have a daily operating 
Statement on your desk every morning, showing 
sales, cost of sales and gross profit by every 
department of your business? An Underwood 
Sundstrand Accounting Machine provides these 


figure facts daily. 


You, as an automobile dealer, get these four impor- 
tant advantages when you simplify your accounting 
with an Underwood Sundstrand: 


1. Daily Operating Statement in minutes, 
not hours! 


2. Monthly Financial Statements in hours, 


not days! 


3. Automatic proof of accuracy for every 
item posted! 


4. Simultaneous posting and proving of 
statements, ledgers and journals! 


These are just a few of the many benefits that are 
yours with an Underwood Sundstrand Accounting 
Machine. May we tell you about the others, and 
show you a sample system for your franchise? 


Just phone your local Underwood Office, or write 


to Underwood 


Corporation, One Park’ Avenue, 


New York 16, N. Y. Why not do it today? 











Visit us at the 
N.A.D.A. convention 
Sheraton-Park Hotel 
Washington, D. C. 
Booth Nos. 44, 45 & 46 


$2@e 
UNDERWOOD @@ifimc onFORATION 


One Park Avenue, New York 16, N, Y; 


both equipment and personnel-—- 

those things in those areas which 

are so often overlooked to the det- 

riment of the organization and 

therefore the business as a whole. 
2 = * 

Last, but not least, are the men 
who work on the trucks. I have 
left discussion of personnel and 
their relations with each other and 
with the public until last because 
it is the most difficult to solve. 

Foremost and of prime impor- 
tance is a good service manager. 
He must be not only a good me- 
chanic and executive, but also a 
good public relations and labor re- 
lations man. He has more contact 
with your customers and your em- 
ployes than any other man in your 
organization. 

The best type of service man- 
ager is often the man who came 
up from the ranks. The right 
kind of man has earned the 
respect of his fellow workers. 
He also understands the prob- 
lems of your customers. 

Our service manager has been 
with the company 22 years and 
started as a mechanic on the 
bench. 


* a * 


Attracting Skilled Labor 


The problem of obtaining skilled 
labor is the most difficult of all 
to solve. Here again, a good serv- 
ice manager comes into the scene. 
He knows his good, mature, expe- 
rienced men and builds an organi- 
zation around them with younger 
men who are trained on the job. 

In connection with this, I would 
say that a good prework training 
program pays off. There are a 
great number of technical high 
schools available in almost every 
locality. These schools are always 
anxious to place their graduates. 

While our experience has been 
that only one out of every six 
men we train becomes a worth- 
while employe, we believe these 
training programs more effective. 
While I know that the automo- 
ble industry, in the main, operates 
on a job basis, I believe this is 
not feasible in the trucking in- 
dustry. 

The man who gets paid by the 
job is often prone to take short 
cuts which are not to the best 
interests of the customer—and 
therefore to the business. Too 
often, under this system. you will 
find that you have a dissatisfied 
customer. Under the arrangement 
whereby you charge the customer 
an hourly labor rate, the danger 
of shortcuts is minimized. There 
is no incentive for the mechanic to 
do a poor job. 

~ x * 

If one of your emploes does poor 
work because he is under high 
pressure, you either have a dissat- 
isfied customer who will remember 
that faulty work the next time he 
is ready to buy a new truck—or 
you have to have the job done 
over at your expense. Either way 
the job basis for charging is too 
expensive. 

Now, the greatest problem in 
operating on an hourly basis is 
the large jobs which run far 
beyond the number of hours you 
feel justified in charging the cus- 
tomer. In such- cases you have 
to take the loss by billing the 
customer only for the number 
of hours the job should have 
taken. 

Such “lost” hours can be held 
to a minimum by the constant su- 
pervision of your men by a.work- 
ing foreman, or in the larger shop, 
by a nonworking foreman. 

The maintenance of an accurate 
system of timing your jobs is also 
a great aid -in controlling the num- 
ber of hours spent on each job. 

* * a 


Difficult but Profitable 


In the short time alloted to me, 
I have tried to outline, not only 
the need for a good service organ- 
ization to back up your sales or- 
ganization, but have also tried to 
point out some of.the methods by 
which this can be accomplished. 

I know that many of you will say 
that if we do all-the things you 
recommend, we cannot make 
money in our shop. 

I will concede that these prob- 
lems are difficult, and that if you 
do all the things I have recom- 
mended you: may operate in the 
“red.” But I firmly believe that 

it is possible-to do everything 
I have outlined and make a profit 
apace we have managed to do 

It has been my experience that, 

(Continued on Page 94, Col. -1) 
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if the sales department is backed 
by a good service organization, 
they are able to get a better price 
for the product. The satisfied cus- 
tomer is willing to pay a fair price. 
Your real profit should be realized 
from the new truck sales and not 
in the service department. 


The service department should be 
considered as just what the name 
implies, a service for the benefit 
of the customer, which may be 
profitable to you, and which, of 
course, should not operate at a 
loss. 

* ’ * 

Your customer succeeds finan- 
cially only by virtue of the fact 
that he is able to keep his truck 
rolling. If your service department 
has played its part in helping him 
make money, you will find he is 
willing to pay a fair price for the 





new trucks he will 
need. 


The cheapest form of advertis- 
ing for any truck dealer is a 
good service department. With- 
out it, he is caught in the mael- 
storm of the price-slashing 
market and cannot hope to exist. 

Don’t be afraid to spend the 
money necessary to have the kind 
of organization that your customer 
boasts about. It may cost you 
some of the immediate profit you 
are trying to earn, but the end re- 
sult will be a solid, successful and 
flourishing business that will with- 
stand not only national economic 
lags and tension, but also the 
occasional unfortunately unavoid- 


undoubtedly 


able dissatisfied customer. 

An excellent service department 
is one of the most important as- 
sests a truck dealer has in building 





YOU CAN TELL FROM THE 25877 stamped on the cone, 
coupled with 25821 on the cup, that this tapered roller bear- 
ing is a type and size commonly used on rear wheels. But 
when you also see the trade-mark ‘“Timken” stamped on the 
bearing, the number tells a much bigger story—about the quality 
that’s built into the bearing and the service that goes with it. 


BIG NUMBER 
THAT TELLS AN EVEN 
BIGGER STORY 





ACCURATE TO 50 MILLIONTHS of an inch, this Uni- 
versal Measuring Machine checks the gages and machine 
parts used to make Timken bearings. The Timken Company 
has one of the world’s best-equipped gage inspection rooms. 
It contains precision equipment, some of which is so unusual 
we had to develop it ourselves. It’s another reason Timken 
bearings are the number-one value for your car’s moving 


parts—the vital zone. 


goodwill, without which he can- 
not hope to survive in business. 
= = = 


Parts 
By Chris M. Barth 
W. O. Strausbaugh (Dodge-Plymouth), 

Youngstown, O. 
7. oo truck business is growing. 
Numbers of trucks on the road 
show a steady increase — mileage 
driven is also increasing. New 
applications are coming every day 
with a growing variety of refriger- 
ated units, tankers and other special 

purpose jobs. 

The shift of residences to widely 
scattered suburbs means that more 
deliveries must be made by down- 
town stores. The decentralization of 
manufacturing plants means a 
greater volume of interplant haul- 
ing, mostly by truck. 

Improvements in roads and 
highways means a _ continuing 
advantage of truck delivery over 
other methods of transport. All 
of these things indicate increased 
volume of truck sales, truck serv- 
ice and truck parts sales will be 
available in the years to come. 

There is profit in the truck busi- 
ness. There are many things that 
truck dealers must do to participate 
in these profits, and I am going to 


talk about only one of them—the 
organization and management of 
the parts department. I firmly 
believe that in the parts room lies 
one of the important keys to truck 
profits. : 

Available truck parts help sell 
trucks. Car buyers aren’t so much 
interested in parts — they don’t 
expect repair bills and hence give 
them no thought. Truck buyers on 
the other hand know that over the 
life of their truck, they spend as 
much for parts and services as they 
spend for the truck originally. 

Therefore, when they are buy- 
ing a truck, they have in mind 
that when repairs are necessary 
they want results fast. There 
must be no waiting for parts to 
be shipped from the factory. 
Every hour that truck is out of 
service costs them money—lots of 
money with drivers standing idle, 
hauling revenue lost and deliv- 
eries not made. 


Every truck dealer knows that it 
is hard to make a profit on truck 
sales. I believe that it is easier to 
make money on truck service and 
parts sales than on selling the 
trucks themselves. 

Truck parts help sell truck serv- 
ice. Truck service is profitable 
because higher labor rates can be 








WE NEED THE WORLD’S BEST bearing steel so we 
make our own. We’re America’s only bearing manufacturer 
that does. And we make it nickel-rich for superior tough- 
ness. Shown above is a piercing mill that makes seamless 
tubing for Timken bearing cones and cups. This mill uses 
the Timken-Company-developed “‘elongator” process that 
gives closer size tolerances than conventional mills. 





WE WORK FOR YOU, making special tests and studies 





This test simulates actual driving loads on truck front axles. 
It “runs” axles thousands of miles, helps show truck manu- 
facturers how to get longer bearing life. Service like this is 
another reason for always specifying ‘“Timken” with the 
bearing number. And for full value always use a Timken 
bearing cup with a Timken bearing cone. The Timken Roller 
Bearing Company, Canton 6, Ohio. Canadian plant: St. 
Thomas, Ontario. Cable: ‘‘TIMROSCO”’. 


TIMKEN is number 1 for VALUE 
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charged and most jobs' run 
quite a few dollars. 


However, a truck service shop is 
only as good as its parts depart- 
ment. In a great many cases parts 
cannot be specified or ordered until 
a truck has been taken down, and 
once down, it usually occupies 
profitable truck service space until 
repairs are completed. A good truck 
parts stock therefore is absolutely 
necessary. 


into 


* * * 


Complete Stock Needed 


oo parts should be stocked 
in reasonable volume, even if 
indicated movement is slow. The 
great variety of springs, axles, and 
gears used on modern trucks 
creates a problem from the stocking 
point of view, but stocks neverthe- 
less should be on hand and 
provision should be made for a 
reasonable amount of obsolescence 
losses. 

These losses can be provided for 
out of increased sales and service 
revenue gained by having better 
and more complete parts stocks. 

The toughest job in parts man- 
agement is deciding what to 
stock. You are always between 
the devil and the deep blue sea. 
The devil is not having a part 
when you need it—the deep blue 
sea is heavy obsolescence losses. 

Deciding what to stock is not an 
easy job, and the decision is a 
vital one. Right decisions mean 
parts sales, satisfied truck owners, 
high labor sales and good prefits. 
Wrong decisions mean out-of-stock 
conditions, lost sales, heavy obso- 
lescence, unhappy truck owners 
and shops filled with crippled 
trucks. 

* * * 
NE of the biggest mistakes that 
many dealers make is entrusting 
the important decision of parts 
management to stockroom clerks 
who are inexperienced, uninformed 
and underpaid. 

Gentlemen, parts management is 
an important job and deserves a 
first-class man who will study the 
problems and stay with the job 
until he knows something about it. 
Very few dealers have the time or 
the inclination to learn much about 
the many details of parts manage- 
ment. In view of this, the only 
sound thing a dealer can do is see 
to it that he has a first-class parts 
man who is well paid for a good 
job. 

Gentlemen, your parts depart- 
ments can net you thousands of 
dollars in profits or they can lose 
your shirts. Get yourself a good 
parts manager and keep him. 

There is no easy answer to the 
problem of deciding what to stock 
and of what not to stock. There 
are no formulas, no usable national 
averages. What is right for one 
parts department is dead wrong for 
one across the street. 

There are no experts who can 
come in and tell you exactly what 
to do. All any so-called expert can 
do for the dealer or his parts man- 
ager is to mention the various 
factors that should be kept in mind 
when ordering parts for stock. 

* = x 


Remember These Points 


OME of these factors are: 

1. How close are you to your 
wholesale source of supply for 
parts? Obviously, the farther you 
are from your source of supply the 
larger the stock which you must 
carry. 

2. What types and sizes of vehi- 
cles are used in your market area? 
Are you stocking parts for farm 
trucks, over-the-road freighters, 
town delivery trucks or what? You 
must know your market potential. 
Are trucks used off the road? This 
changes the picture altogether inso- 
far as parts are concerned. 

3. What kind of information is 
available as to parts movements? 
All manufacturers provide figures 
which are useful guides in decid- 
ing what to stock. Some whole- 
salers have information of the 
same kind but applicable to a 
more particular area. Obtain all 
available information of this kind 
and then interpret it in the light 
of your own local conditions. 

Study the frequency of service 
operations which come to your shop. 
Old shop repair orders tell you a 
lot about what parts you need. 
Study the types of trucks that may 
come into your shop. Know their 
types of transmissions, rear axles, 
gear ratios, wheel bases, etc. 

+ = os 

4. Should you stock a large 
variety of parts, or should you 

(Continued on Page 95, Col. 1) 
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NADA Covers Sales, Service, Parts, Bodies .. . 


Truck Clinic Probes Headaches 


(Continued from Page 94) 


make sure that you have a good 
supply of the more commonly used 
items? I "believe that the better 
advice is to concentrate on having 
a broad stock coverage rather than 
a deep one. Availability is your 
goal and availability means having 
many different items on hand. 


You don’t need many of each 
item. When you sell one, order 
one. Don’t try to save on paper 
work by ordering six or a dozen 
when indicated movement is slow. 
Obsolescence is caused when the 
order is placed, not when the 
junk is thrown out the back door. 
On the other hand no one gets 
hurt bad by ordering parts in 
ones and twos. 

5. When should you stock assem- 
blies—like complete engines, trans- 
missions, rear ends, etc.? All shops 
can use some complete assemblies, | 
but some shops are set up to over- | 
haul engines and other components | 
during slack periods, and if you) 





be more advisable to have a greater | 
number of components on hand as 
exchange units. 
6. What is the best way to keep 
parts records? Keep your records) 
on inventory control cards, not in 
somebody’s head. The cards don’t} 
forget, they don’t go fishing and| 
they don’t leave town. They tell you | 
the whole history of the movement | 
of each part number. They tell you | 
when to order and when not to 
order. Good records make good} 
parts men. Make them easily acces- 
sible and keep them up to date} 
religiously. | 
* * * 


Don’t Snub Customers 


THOUGHT or two on merchan- 
dising now, and then I'm) 
through. In most cases a parts} 
department should be thought of 
not only as a parts supply for your 
own shop, but as a wholesaler of 
parts to other garages and to 
owners of trucks. 

I believe it is usually a mistake 
to think of these outsiders as com- 
petitors of our shops. Think of them 
rather. as customers of our parts 
departments. They will get their 
parts somewhere, why not from} 
you? Do a few simple things to get} 
this business coming to you as 
follows: 

1. Give competitive discounts. 

2. Solicit business by having 
your parts manager make himself 
known to personnel of other 
garages where truck service may 
be done. Invite these people to 
patronize your parts department 
and then when they do come in, 
make them feel welcome and at 
home. 

3. Give service when service is 
needed, even at odd hours. The 
truck business is to a certain extent} 
a 24 hours, seven days a week 
proposition. 

To sum it up, I believe that truck 
parts is one of the keys to truck 
profits. I think a steady and grow- 
ing market is available for the 
truck dealer who gives good truck} 
service and has a good stock of} 
truck parts. I believé that good 
parts management is of the highest 
importance, and if I could leave 
you with one thought it would be 
this: Your parts department is the 
heart of your truck business; it can 
make you rich or it can lose your} 
shirt; give it the attention it de- 
serves. 

I thank you for your kind atten- 


tion. 
* «* 


x 
Bodies and 
Equipment 
By Walter E. Heingartner 
President, Kinney Motors, Inc. (Chevrolet), 
Brooklyn, New York 
TH subject shall be discussed as 
it relates to a franchised Auto- 
mobile and/or Truck Dealer. 
The primary objective of this 
particular subject shall be the illus- 
tration of how a new car and/or 


|most special bodies and equipment} 





truck dealer may better serve the 
public by merchandising and sup- 
plying the proper bodies and 
equipment for a particularly desired 
task and to be used with the proper 
commercial or truck chassis and 
thus broaden his own opportunity 
for greater profits. 

Is there a substantial profit or 
return on the merchandising of 


commercial and truck special | ous special bodies and equipment 
companies. ; 


bodies and equipment? 

I am relatively certain that if a 
dealer were to properly merchan- 
dise special bodies and equipment, 
he might very well realize an 
additional 6 to 8 percent gross! 
profit on his overall commercial | 
and truck sales picture, and cer- 
tainly that must be considered a 


market. 
* * ok 


Training Sales Personnel | 


F A DEALER is to profitably| 

merchandise bodies and special | 
equipment, he must first avail his| 
sales personnel of sufficient selling} 
tools and the necessary training to 
the extent, at least, that the indi-| 
vidual salesman is as familiar with| 


as he is, or should be, with his own | 
respective chassis product. 

Management can be very ably} 
assisted in this phase of training 


sary, 


z 


Most often the initial choice of 
a particular chassis is contingent 
on the type of body required and 
of course, this same body could 
not be selected without knowl- 
edge of what type of work it is 
expected to do. 


Now certainly each and every 
substantial PLUS percentage in| truck salesman must know just 
this very, very competitive truck| what job will be expected of a 
truck in order that the load dis- 
tribution factor may be taken into 
| consideration so that the proper 
chassis and, 
body will be selected for the desired 
| task. 
With these fundamentals neces- 
we must agree that the 
| merchandising of special bodies and 
equipment 
imperative, and 
* 


in turn, 


should be 
finally profitable. 


* * 


Dealership Merchandising 

HE education of the public, or 
the prospect, as to the individual 
have this kind of a shop, it would} by personnel representing the vari-! dealer’s ability to serve his special 


the proper 


relative, 
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equipment needs and thereby offer 
a greater and more complete serv- 
ice to the public and, of course, 
broaden the dealer’s own profit 
opportunity, should be a necessary 
factor in a bodies and equipment 
merchandising program. 

This may be done through vari- 
ous means of advertising and most 
important through the _ physical 
display of various types of special 
bodies and equipment. 

Our particular dealership oper- 
ates its sales department on 
master prospect and owner files 
which are maintained by sales 
management for each and every 
salesperson. This same sales plan 
may be adopted to merchandise 
bodies and equipment. 

The adoption of such a plan 
might consist of developing pros- 
pect and owner files by vocation. 
In this manner, the individual 
prospect, or owner, may be called 
upon by the salesman with a com- 
mercial or truck chassis equipped 
with a special body or equipment 
that would best serve that particu- 
lar vocation. 

Certainly, the famed Fuller-Brush 
Man might never have become so 
well known or accomplished such 


95 


respected sales records if he had 
not carried with him and demon- 
strated from door to door his 
merchandise. The same might apply 
to our own business where we 
have many different types of voca- 
tional equipment to offer to a 
multitude of vocations. 

* * + 


Dealer Is a Specialist 

ODAY’S franchised automobile 

and/or truck dealers have, of 
necessity, become not only trans- 
portation merchants as such, but 
highly specialized automotive 
mechanics, advertising technicians, 
respected parts and accessories 
merchandisers as well as used car 
and truck merchandisers along 
with offering the public extended 
banking and financing facilities. 

We should further realize the 
additional profit values and service 
to the public in special bodies and 
equipment for apparently the ability 
of a dealer to offer at least all of 
the aforementioned services will, to 
a very great extent, determine his 
relative success. 

(In conjunction with his talk, 
Heingartner provided several en- - 

(Continued on Page 97, Col. 1) 
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wheel alignment job in town! 


Quickly... 
Profitably 


.-.with the 





easy-to-use, new HUNTER LITE-A-LINE’ 





Amazing New Run-Out Compensator ... offsets readily for any discrep- 
ancy in wheel assembly, such as lateral run-out, uneven rim or inaccuracies 


due to tolerances of hub-face and spindle assembly. 


See A Demonstration At Your Business ... and find out how easy it is to 
get into the profitable wheel-aligning business. Mail this Coupon Today... 






a Pe es 


Hunter Avenue 


and Ladue R« 


Here’s a super-accurate wheel aligner in your price range . . . no expensive 
installation necessary. Use it on cars and trucks. You can check the wheels 
and show customers the need for correction in less than five minutes! 


Six magnified light beams quickly show you where to adjust: 
@ caster @ camber e turning radius © king-pin inclination 
e wheel track @ toe ¢@ center steering 


The mechanic actually sees the results of each adjustment while he is 
making it. No need to crawl out from under the car to read gauges or levels. 


Twelve Groups to Choose from... Use LITE-A-LINE anywhere! On 
the floor, with a rack, drive-on lift, frame lift or pit. It can be folded up 
when not in use. No expensive installation is necessary. Your LITE-A- 
LINE will pay for itself in a SHORT TIME. 
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Mississippian Would Clamp 
Ceiling on State Taxes 
fa U T H F N ! < A proposed Mississippi constitu- GLASS sc RATCH REMOVER 
tional amendment to prevent any Quilli 
further increases in State sales, » . 
income, gasoline, corporation and eee inexpensive for (Ep 
inheritance taxes will be submitted f sion, 
to the 1956 Legislature by Senator Yy' our used cars: chart: 
G Ss a D) ie A °4 W. B. Alexander, of Clevelandg {|_M  . —\. {| | 4, , i # [ERR oo cee to ill 
His proposal would make the terial 
present rates the ceilings, as fol- Vallia 
A r og oe y. o s y.\ a S lows: Sales tax, 3 percent; gasoline 
tax, 7 cents a gallon; individual or T’S : 
corporate income tax, 6 percent, -— sew her 
and inheritance tax, 8 percent. ey ai =, 
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c ae Truckers Urge Illinois ie REMOVER NADA 
a I ae To Hike Speed Limit to 50 Ts and ee organi 
appraisals in a sepa- he ‘ MAL] great 
rate editi f The trucking industry has asked : 
Se a an Illinois legislative commission and tr 
trading area. You re- to increase the state’s truck speed : ong 
ceive a revised Red limit to 50 miles an hour. Present ; 
eck every & weeke, ents ate 45 for light trucks and GLASS-NU, the amazing new glass polishing compound, Incic 
Li ll 40 for heavy jobs. removes surface ” scratches and abrasions from windshields .. . ~ a 
Ps ‘7 9 Se aa cet In a petition presented by Wil- with inviting profits to you! ‘ - “ 
eee ee See thru 114 ton capacity Game Maver : Freight pa FAST—GLASS-NU can be applied in a-matter of minutes greatl} 
@ Reliable finance or cash values. since 1949. Includes industry claimed the present limits . thus saving valuable service department time. — 
he i so. “impede the reasonable use of high- 7 . 
@ Average “as is” or wholesale valves. 7 hie tee a os ways by passenger cars.” EASY TO USE—your service personnel can achieve aot 
ee ee The Illinois Bus Operators Assn. sparkling results with GLASS-NU . . . without specialized training. ak 
@ Realistic average retail values. insurance symbols, has requested a 55-mile-an-hour vee asetiy 
together with illus- | limit. The bus limit now is 45. PROFITABLE—low cost of GLASS-NU application makes nat 
‘ : OO trated identification of 7s this an attractive service to customers—a profitable service for you! day. 
Full year’s service, just $7, heey eneiion. New Oil, Gas Tax Urged GLASS-NU saves you money. Allows you to polish rather than men 
By Kansas Committee replace used car windshields. aon 
45 years of leadership bas established the Red Book as the Increased Kansas taxes on income ment | 
national authority for used car and truck appraisals — and a So aaa ee gene nates AVAILABLE 1M 7 wo Kl AY f an 
. ; ; ance on 0 ere pr ing 
@ powerful sales tool that pays for itself over and over. posed by a majority report of Gov. . e on on . os of tl 
: Fred Hall’s advisory committee on 198-8 COMPLETE G ASS POLISHING KIT includes ) men 
taxation and revenue. The proposals one Skil 1,300 rpm power tool, 3” dia Felt wheel, and 24-ounce $6975 the 
would provide an additional revenue container of GLASS-NU. (F.O.B. Shipping Point) Nati 
of $30 million. orga 
B L 8 iS rss O O 4 The severance tax on oil and gas 198-9 SUPPLY KIT includes one 3” dic. Felt wheel to fit ¢ 1675 for. 
would be on the gross value of oil %“ shaft, and 24-ounce container of GLASS-NU (Prepaid) . h 
x and gas production, which would be oe a 
ait) eh exclusive in addition to the present ad valorem | Michigan dealers add 3% Sales Tox . TI 
tax on oil and gas properties. At ao 
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MANUAL lowa Tax Hike Urged os , 2832 East Grand Bivd, «* Detroit }1, Mich ; —_ 
Leuis H. Cook, property tax) PE : 2. 
director of the Iowa state tax vinabidatuats near 4 
‘ commission, has disclosed the com- i 
Now in Handy Pocket Size mission’s plans to seek enactment ™_ 
of state legislation to provide more 
YEAR'S SERVICE, $9,00 revenue from chain store taxes. As 
* + * m 
. eg . . . - , keepe: 
An independent, realistic, authentic truck appraisal and identi Okla. Gas Tax Hike, If— oan 
fication service—the only one available that includes all Oklahoma Gov. Raymond Gary ones 
popular types, regardless of tonnage. The Blue Book contains has announced that he would con- from 
safe, dependable valuations since 1949. Lists also model, motor sider a small raise in the state Ar 
and serial numbers, weights, wheelbase, H.P. rating, factory Wi aes co ae Rose. aaa 
prices, and other helpful data. Published semi-annually. money to match expanded Federal hat « 
highway funds. He suggested that previc 
NATIONAL MARKET REPORTS INC the state road study be delayed tials. 
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900 S. Wabash Ave. Chicago 5, Ill. * * « eur | 
Ky. Inspection Asked a are | 
Specializing in Automotive MAIL THIS 30-DAY : Several bills have been introduced ’ ae 
Publication Services SMT | 12 the Kentucky legislature calling the 
Since 1911 SATISFACTION motor vehicles for mechanical de- ade 
GUARANTEED fects, with bus and truck fleets of ed 
SE NE, SIR Ae SHR “mu aes ame | five or more reporting annually that over 
. their equipment has received quar- 
i NATIONAL MARKET REPORTS, INC., 900 S. Wabash Ave., Chicago 5, Ill. i terly inspection. 7 s 
5 Please enter our order for the one-year services checked below, sub- t —_— overh 
ject to your 30-day, money-back guarantee. . ing 
i : ae !) On with the Show ae 
} © Red Book Official Used Car Appraisal Guide.................... $7.00 § Sites he ion i? 
| SIN MINN I iyo cscaschniceosctxsvsersencesescineyctsasnons $ 9.50 4 . : . wees in an 
(© Blue Book Official Truck Appraisal Guide........................ $ 9.00 To °56 Agenda to m 
i (0 Standard National Auto Parts & Labor Manual— ]| DETROIT. — Hudson will par- that : 
i Re RI OS MIN ios sascsssccccececeoonceossssoseceac $12.50 | eae in nine mere cutemeniie ee of ow 
Deluxe National Auto Parts & Labor Manual— shows during an it did last i 
I O 7 es titans 2 $16.50 4 year, according to N. K. VanDerzee, ’ i EC 
with Illustrations and Revisions for a Full Year............ ep fies Vleoaeelieak Ske end tk T 0 T + i Ap A bh fe » 0 S p Vv E R f L 0 we * i te 
! (0 Illustration Section Manual onlly.................0....0.0..000.000000005 .00 l = — | ort 
; company’s decision was based on : 2 9 I 
4 U ee ae — ie ~ ae oan. : a j the ever-increasing interest in such Let the VISCOUNT be your introduction to air travel ... | healt 
(1) Automotive Service Digest—Monthly—For a Full Year. % ¥- shows. : for here is the ultimate in swift, smooth, quiet flight. } new 
: (Quantity Rates on Request) i “Truly the ‘showcases of our in- The VISCOUNT i d 2 i consi 
(0 Check enclosed for $_____._ [J Send C.O.D. (Plus Charges) dustry,’ the nation’s automobile fe is powered by four Rolls-Royce turbo- -prop } busin 
! [| shows, each year continue to grow engines and proved by more than a billion passenger miles. | ri 
; re | cin, tame and attendance,” The quiet elegance of the VISCOUNT is preferred | ney 
J STREET ADDRESS |, VanDerzee said Hudson would by experienced travelers everywhere. to s 
have displays and exhibits in 36 a 8 
1 cw || American and two Canadian shows. *Jet-prop . we 
i j The Hudson export department is ; ee I 
INDICATE: NEW CAR OR TRUCK DEALER participating in several interna- eal 
i (MAKE) | onal shows including those in Ci a erat, Cleveland, Pittsburgh, a, it aT cx ; = 
russels, Paris, London, Amster- Norfolk, Washington, New Y n 
5 . CRomaE we Cr cusnesS ijdam and Geneva and the one re- AIRLINES g to ou 
ee ee ee ee ee eee ee ee ee ee ee eee eee eee | cently held in Mexico City. you 
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NADA Covers Sales, Service, Parts, Bodies . . . 


Truck Clinic Probes Headaches 


(Continued from Page 95) 
larged photographs of certain 
special bodies and equipment.) 

+ + * 


Management 


Control 
By Jerry Valliant 
Quillin-Valliant, Inc. (International), 
Salisbury, Md. 

(Epvrror’s Note: In his discus- 
sion, Valliant used a variety of 
charts, exhibits and a recording 
to illustrate his points. This ma- 
terial has been omitted from the 
Valliant text below.) 

* * * 

T’S a great honor for me to be 

here today and have the oppor- 
tunity to talk before members of 
the National Automobile Dealers 
Association. I’ve always felt that 
NADA is an extremely important 
organization, one that has done a 
great deal in helping automobile 
and truck dealers make their op- 
erations far more efficient. (or— 
more profitable.) 

Incidently, a factory zone man- 
ager who is continually thinking 
of his Dealer’s net profit column, 
is a great asset and can contribute 
greatly to the final results we all 
desire. Fortunately we have one of 
them. 

Improving the efficiency (or— 
the profit picture) of the average 


increasingly significant role in our 
economy. They have played a large 
part in the outstanding rise in the 
American standard of living. Just 
one evidence of this is the tre- 
mendous growth of suburban living 
in recent years. 


Prompt truck deliveries have al- 
lowed millions of our people to en- 
joy “city advantages” in our far- 
reaching suburbs. In addition, our 
increasing industrial output has 
created a far larger truck market. 
This growing market presents us 


|with a challenge—a challenge to 


see that we get our share of it. 
* * * 
Working with People 
OW there is one more thing 
that makes management con- 
trol work: People—people who have 
the right attitude. 

If a dealer expects his employes 
to have a good attitude, he himself 
must have the right kind of an 
attitude toward them. 

Just how important is attitude 


in our business? Just the other 
day I picked up a copy of Auto- 
motive News and I found several 
stories dealing with this subject. 


(Valliant then displayed several 
headlines and stories which, he 
said, express the attitudes of peo- 
ple.) 

It is a fundamental part of our 
business to consider all the aspects 
of working and living with people. 
The attitude of your associates 
(employes) is a reflection on how 
you run your dealership. 


The attitude of your associates 
|toward your customers is reflected 
most vividly by the way they an- 
swer the phone. For example: Is 
this the way the phone is answered 
in your place of business? 


(Here, Valliant dialed a number 
on a telephone on the rostrum. 
Two recorded “answers” came 
through the public-address sys- 
tem—the “wrong” way and the 
“right” way.) 








I called my place of business from 
an out of town phone. Did I wake 
up, but quick! 

In many of your businesses one- 
third or more of your customers 
never see you, and so they must 
form their opinions from the serv- 
ice you render and the manner in 
which you receive their phone calls. 
Den’t ever forget that the voice on 
that phone, is your place of business 
talking to them. 


* * * 


Building Better Attitudes 
E can build better attitudes in 
four ways — communicating 
with associates, delegating respon- 
sibility, training and by being a 
living example. 

1. Communicating with associ- 
ates: Keep them on board--keep 
them abreast so they can plan with 
you. 

This works two ways—your 
associates will keep you well in- 
formed on important items if you 
make a practice of informing 
them. 

2. Delegating_ responsibility: 
When you delegate responsibility 
you build morale—you give the em- 


I will never forget the first time| ployee the boost that goes along 
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with the feeling of responsibility. 


But you have to delegate author- 
ity along with responsibility. Your 
responsible associates must know 
that you'll back them up. 


* * * 


3. Training: Training will help 
your associates develop the ability 
to make decisions involving people 
and the management of things. 


Knowledge of your business will 
boost your associates’ morale. A 
man who is sure that he knows his 
business thoroughly—one who does 
not feel he’s just a hired hand— 
will be more eager to do a com- 
petent job rather than just “put 
in his time.” 

4. Being a living example: 
Your example of fair play with 
your associates will rub off on 
them. In the ‘long run, they’re 
bound to pass it on to your cus- 

tomers. 


In your dealership’s relations 
with your community, remember 
these four things: Fair play, war- 
ranty, service, your dealership is 
part of your community. 

If you are to assume the respon- 
sibility of backing up your war- 
ranty and providing efficient serv- 
ice, it’s reasonable for you to as- 

(Continued on Page 98, Col. 3) 








dealership through a workable 
method of management control is 
what I’m going to talk about to- 
day. Knowing that you gentle- 
men are interested in the basic 
facts. Vl get right to the point. 

Basically, here’s how Manage- 
ment Control works for us: 

First we draw up an operat-| 
ing statement at the beginning 
of the year. We base this state- 
ment on previous records and on 
the potential of our trade area. 
Naturally we set a goal that our 
organization will have to reach 
for. We set it up as we would 
like to see it actually turn out 
at the end of the year. 

Then we organize and operate 
—by departments—on a day to- 
day basis to make this operating 
statement become a reality. 
Making it work involves two 

things: 

1. Management of things. 

2. Living and working with 

people. 
* * * 

Managing Things 
As YOU undoubtedly have sur- 
mised, I’m not a qualified book- 
keeper and I have no desire to be 
one. But I have learned the differ- 
ence between red and black ink 





Do you have 


THIS? 


b 





from practical experience. 

A moment ago I said that it was 
necessary for us to organize and 
operate by departments. I also said 
that our projections were based on 
previcus sales records and poten- 
tials. 

These two departments—serv- 
ice and parts—are very close to 
our heart. We know that if they 
are properly organized and oper- 
ated—operated so that they will 
carry out our responsibilities to 
the truck users in our trade area 
—the gross profit from those two 
departments will carry the major 
burden of the administrative and 
overhead expense of our over- 
all operation. 

Having paid administrative and 
overhead expenses merely by carry- 
ing out our _ responsibilities— 
rendering the highest quality serv- 
ice to truck users—we are then 
in an enviable position. We are able 
to meet any reasonble situation 
that may arise in the other phases 
of our business. 

cm * x 

BECAUSE service and parts po- 

tential is based on the number 
of International trucks in use, a 
healthy participation in the annual 
new truck market is a must. We 
consider it the life blood of our 
business. 

I shall never forget a man who 
played a significant role in start- 
ing us out in business. He used 
to say: “Show me a dealer with 
a good ratio of absorption, and 
you will find not only a profitable 
dealer but a dealer with a 
healthy participation in the 
market.” 

In addition to being important 
to our businesses, motor trucks as 
you well know, are playing an 


stretching or 


Clamps”; AZ- 
($59.25) ass’t for 10-ton “Porto-Power” 


THIS? 
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Plunger retracts 
automatically on 
RC-540 push ram! 


Now full four 
tons of power 


NEW! “‘Lock-On” double purpose tubing slides to- 
gether quick as a wink! Can cut 50% off time it 
takes to make set-ups. Can also be threaded to- 
gether. Ask for “Bantam” AZ-13 ass’t ($21.50) 
or FZ-14 ($36.90) 10-ton “Lock-On” tubing. 


While at the NADA Show visit us in Booth 101, 


NEW! Multi-purpose pull clamps. New techniques 
snap damaged metal back into position without 


distortion. Ask for amazing “Pull 
12 ass’t ($52.80) for Bantam; FZ-13 


New P-400 $ 
Less effort. Son 
more foolproof. 













New! RC-640 pull 
ram also retracts 
automatically 





NEW! Bantam “Porto-Power” is now even more 
powerful, more foolproof! Now more than ever it’s 
the world’s fastest 
new “Bantam” SA-50 ($44.00) hydraulic unit and 
RC-640 ($19.50) Pull Ram. 


y jack equipment! Ask for 


Suggested 
User net 

prices are 
subject to 
change with- 
out notice. 






The secret in getting more 
cut labor costs. And b 
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You need the 
COMPLETE 
FAMILY of 
“Porto-Power"’ tools ¢ 
‘° 
efficiently rebuild today's 
20 major body sections 
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Bring YOUR Perte-Poaner 
GET MORE BODY SHOP 
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BORROUGHS 
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SLIDING SHELVES 
adjustable without bolting 


A ne CRT 


» 
SNAP IN DIVIDERS 
snap in any place on shelf 


Borroughs flexi Bins have many outstanding features! Here are 
a few! Shelves are adjustable without bolting, and slide on 
1%” centers... AND CAN BE MOVED EVEN WHEN LOADED... 
dividers snap in any place, and labels travel with dividers... 
tray partitions slide into place in slots placed at regular intervals. 
You need no bolts, nuts, screws or tools to rearrange Borroughs 
flexi Bins. You save time and money from the first day of their 
installation! 


Borroughs “delivers the goods” 
from survey to installation 








BORROUGHS MANUFACTURING COMPANY 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 
3026 NORTH BURDICK allip KALAMAZOO, MICHIGAN 


@mp Plants and other Subsidiaries: (American Metal Products Co.—Detroit, 
Michigan—Union City, Tennessee) (AllionceWare, inc.—Alliance, Ohio— 
Kilgore, Texas — Colton, California) (General Spring Products, Ltd. — 
Kitchener, Ontario, Canada) (Tube Reducing Corp.—Wallington, New Jersey) 


Manatacterers of quality products fer automobiles, trucks, aircraft, offices, factories, warehouses, and homes. 


MOST 


efficient bins money can buy 





Truck Clinies 
Sift Problems 


Cover Sales, Parts, 
Equipment, Service 
(Continued from Page 97) 


sume that you should make a sat- | 
isfactory profit in the long run. 
* * * 


Summing It Up 

N A nutshell, management con- 

trol is: 

1. Setting up on a day-to-day 
basis those things you would like 
to accomplish. 

2. Working with people to ac- 
complish those things. 

This whole business of manage- 
ment control is not difficult if you} 
simplify it. And if you do your 
share in developing your associates, 
they will help you make it work. 

Today many of us feel that 
everything that we do has to be 
the biggest thing that has ever 
been done. I believe that to do | 
big you have to think big, but | 
I also know that many small 
things can accumulate to make 





a big thing. 

Many of the big things are obvi-| 
ous. The little ones are hard to} 
|find and many times escape your| 
knowledge as of not enough im-| 
portance to warrant any time and| 
energy from your own selfish| 
ways. 

Mr. Eugene Holman, the man| 
who runs the Standard Oii of New| 
Jersey, was quoted in the Jan. 2 
edition of Time magazine, and I 
think a very wise quote: “Unless| 
you've got good people to handle} 
the bricks, motar and steel, you’re 
lost.” 

If you will try to make men— 
the money is bound to come. 

Thank you. 


| Working Capital | 
Of Corporations 


Hits $102 Billion 


WASHINGTON.—Corporate net} 


working capital of U. S. corpora- 
tions rose to a record $102.3 billion 
on Sept. 30, 1955, the end of last 
year’s third quarter, according to 
an estimate by the Securities & 
Exchange Commission. 

The growth in the third quarter 
was $1.7 billion and resulted from 
a gain of $88 billion in current 
assets, partially offset by an in- 
crease of $7.1 billion in liabilities, 
the SEC said. 

Manufacturing corporations con- 
tinued to account for the major 
portion of the hike of net working 
capital with a gain of $1.6 billion. 
Other major industry groups, ex- 
cept finance which gained $300 mil- 
lion, recorded very small changes. 





The electric and gas utility 
groups showed a decline of about 
$300 million. 


Automotive Plants 
Called Top User 
Of Concrete Roof 


CLEVELAND. — The automo- 
tive industry has been reported to 
be the largest user of precast con- 
crete roof deck material during the 
past 10 years, according to a sur- 
vey conducted for the roof deck 
manufacturers. 

It was said that the material is 
“being specified more and more” 
for auto plants. The survey esti- 
mated that approximately 30,000,000 
square feet was installed for 181 
automotive plant owners at 343 lo- 
eations during the 10 years ended 
Dec. 31, 1954. 

Among the reasons listed for the 
popularity of concrete roof deck 
were fire resistance, speed of instal- 
lation, reduced maintenance, dura- 
bility and reduced insurance cost. 

The increased use over the 10- 
year period was credited by the 
survey to a growing fire safety 
consciousness. 


Alcoa Plans Sheet Mill 
DAVENPORT, Ia—Aluminum 





Co. of America has announced it 
will build a $20 million hot sheet 
mill, widest in the industry, as part 
of a $46 million expansion of its 
works here. 


MOND ILAUN ID 
WELDING NUTS 


-«e Make Tough Jobs Easy! 


If you’ve got a product involving metal fabricating, 
fastening or assembling, chances are you can use Mid- 
land Welding Nuts to big advantage. 


They come in all sizes for every-sized job. Welded 
to the part or parts concerned, they don’t have to be 
held while bolts are turned into them. Thus one man 
can often do the work of two. 


And they’re indispensable when it comes to those 
tucked away, hard-to-get-at places. Welded in advance 
to those inside spots where it is difficult—or impossible— 
for hands or tools to reach, Midland Welding Nuts hold 
fast while bolts are turned into them. 


If you’re a designer, you'll want to know about these 
time and labor-savers, too. Midland Welding Nuts will 
solve and simplify many of your problems, too. 


Write or phone for complete information! 


The MIDLAND STEEL PRODUCTS COMPANY 


6660 Mt. Elliott Avenue ¢ Detroit 11, Michigan 
Export Department: 38 Pearl St., New York, N. Y. 
Manufacturers of 
Automobile and Truck Frames ° Air and Vacuum Power Brakes 
Air and Electro-Pneumatic Door Controls 


SAMPLE 


and 


EXPERIMENTAL 
STAMPINGS | 


Engineering Bench and 
Layout Work 


Short Run Stampings from 
Kirksite or Plastic Dies 


If your production plans call for sample 
parts or short run stampings, consider 
the special service Anzick provides to 
fabricate these parts from your own 
ideas. In fact, our skilled craftsmen can 
develop a part all the way from blue- 
print or rough sketch to a finished 
stamping whether it is one piece or a 
hundred: We are at your service. 


ANZICK MFG. CO. 


EXPERIMENTAL DIVISION 
23675 MOUND RD., VAN DYKE, MICH. 
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Chrysler Dealers have the 
sales story of the year... 
in the Year-Ahead Car! 


And what a story! 

‘* ‘PowerStyle’ Chrysler is sparkling new all the way through’... 

‘“‘New airplane-type V-8 engines” .. . 

‘“‘New Pushbutton PowerFlite automatic transmission, completely 
mechanical and absolutely fool-proof”’ . . . 

“‘New PowerSmooth Brakes that outlast others 2 to 1”... 

“‘New PowerPilot Steering lends a full power assist all the time.” 

And the clincher: 


“The Chrysier Windsor is the biggest buy in fine car prestige!" 


L 12200 East Jefferson Avenue © Detroit 31, Michigar 
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100 
Buick Establishes 


Two New Zones 


FLINT.—Buick has opened zone 
sales offices in Indianapolis and 
Jacksonville, Fla., bringing to 29 
the number of Buick sales zones 
throughout the country. 

Manager of the Indianapolis zone 
will be Jack R. Burton, heretofore 
assistant zone manager at Cincin- 
nati. Assistant zone manager will 
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be Clarence E. Richey, formerly 
Cleveland district manager. 

The Jacksonville zone will be 
headed by Frank M. Leigh, formerly 
Charlotte (N. C.) zone manager. | 
James W. Strong, previously car | 
distributor at Atlanta, will be as-| 
sistant zone manager. 

The Indianapolis zone will con- 
sist of parts of Indiana, Illinois and | 
Missouri. The Jacksonville territory | 
will cover all of Florida and a) 
portion of Georgia. 





MODELS, FROM 1941 to 1955 


tax) 


8% 
8% 


(plus 
(plus 





Front Carpets: $15 
Rear Carpets: $13 


Maroon & Blue Front $2 extra; 
1954 AND 1955 CARPETS $3.00 EXTRA 


Carpets available for ALL makes of cars, too. 
convertible tops and 


Manvfacturers of seat covers, 
carpets for the trade only. 


NEWARK Jl 


“SEE US AT 
NADA CONVENTION 





tax) 
Rear $1 extra 





SAVE UP TO 60% 

ON REPLACEMENT CARPETS 
Finely made of equal - quality 
material as your original carpet 
and reinforced with felt under 
pad. In gray, blue, brown, black, | 
green or maroon. 

Address all inquiries to 
Dept. C955 


| 


BOOTH 14, 
— WASHINGTON" 





| ceptable product and 


| “Merc-o-Matic” 
|been given to Oregon State Col- 


Analyst Probes for Profit Factors .. . 


Why Some Dealers Prosper 


Eprror’s Note: This is the first 
of a series of two articles. 
* oF * 
By Joseph M. Callahan 
Staff Writer 


PPORTUNITIES for an auto 
dealer to make money these 


days are still good, according to a} / 


dealership expert who is unusually 
well-informed and unusually un- 
biased since he is neither a factory 
official nor a dealer representative. 

This expert said a dealer can 
succeed today if he (a) supplies 
the proper sales direction, (b) 


| achieves the proper service ab- 


sorption, (c) is adequately capi- 
talized, (d) has a good knowledge 
of the industry, (e) has an ac- 
(f) is a 
sound administrator. 

These are the views of George F. 


|Helwig, a student of auto dealer- 


ship for 33 years. Helwig is dealer- 
ship operations analyst for Rutten, 
Welling & Co., a Detroit accounting 


firm. 
+ * * 


A§ OPERATIONS analyst, Hel- 
| 


wig makes a continuing study 








College Gets Ford Gift 


CORVALLIS, Ore—A _ 1955 
transmission has 


lege’s automotive engineering 


|department by Ford Motor Co. 


through James C. Kerns, owner of 
Corvallis Motors, Inc. (Ford). It 
was presented for the “advance- 
ment of technical education.” It will 
be studied by automotive engineer- 
ing classes. 
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TOOLS AND EQUIPMENT 


AFETY FIRSTS! 








SAFE 
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MODEL 1750 


TY BRAKE sinc 


MODEL 2000 


MODEL 3000 


MODEL 3500 


MODEL 4200 


MODEL 4150 





GAGE 


SAFE-ARC SHOE GRINDER : 
SAFE-TURN DRUM LATHE 
SAFE-MIKE MICROMETER 
SAFETY ZIP-O* BLEEDER 


Safety BRAKE GRAPH* 


YOU ALWAYS PLAY 
SAFE WITH AMMCO 





*T.M. 


AMMCO TOOLS, INC., 2108 Commonwealth Avenue, North Chicago, Illinois 
See us in spaces 24, 25, 26, 27 at the NADA Show 





of the operations of 162 dealerships, 
handling all 
makes of cars. 
His clients range 
from Detroit to 
Atlanta and from 


tana. 

Prior to organ- 
izing Rutten & 
Welling’s dealer- 
ship - analyzing 
function in 1947, 
Helwig was a 
dealership man- 
agement executive with General 
Motors for 15 years. 

During part of this tenure, he 
served as business management 
manager for Chevrolet and helped 
establish the Buick dealership 
body after the B-O-P breakup in 
1933. 

For five years before that Helwig 
was comptroller for a combine that 
operated three dealerships which 
sold 6,000 cars annually. For 
several years he was on the operat- 
ing committee of the Chevrolet re- 
tail store in Detroit, which served 
as an experimental operation. 

* * * 





G. F. Helwig 


City Profits Are Lower 


a said his surveys of 
dealership operations during 
1955 showed his clients to be mak- 
ing an average profit of about 2.5 
percent of sales in the first nine 
months. 

He explained, “Our profit fig- 
ures are lower than NADA’s be- 
cause most of our dealers are 
in metropolitan areas. There’s 
no question but that profits per- 
unit are higher in the single- 
point or suburban areas.” 
Helwig said that his clients 
showed a 3.2 percent profit on sales 
in 1954 and 4 to 4.5 percent profit 
in 1953. 

“There’s little doubt,” he said, “but 
that the profit decline has been 
caused by the intensified competi- 
tion due to the extremely high pro- 
duction. It’s become a_ buyer’s 
market.” 

* cd * 

as said the biggest single 

cause of dealership failures to- 
day is LACK OF SALES DIREC- 
TION or, expressed in different 
terms, a poor sales manager. He 
cited these weaknesses in sales di- 
rection as the one which most 
often contribute to a dealer’s fail- 
ure: 

1. Improper selection of sales- 
men. 

2. Inadequate training of sales- 
men. 

3. Insufficient number of custo- 
mer contacts—demonstrations and 
appraisals. 

4. Lack of a short, peppy sales 
meeting every day which—above 
all—should consist of a review of 
each salesman’s activity the prev- 
ious day. 

ed cd a“ 


Sales Chief Must Be Tough 


OMMENTING that the actual 
time most salesmen spend with 
live prospects is negligible, Helwig 
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Berry Bags Deer Quota— 


Berl Berry, right (Ford-Lincoln-Mercury-Continental) stands in front of his * 


Toronto to Mon-| 


|said a good sales manager will he 
interested primarily in increasing 
|this vital time for each salesman, 


He added, “regardless of the 
| situation, you need someone who 
will keep booting the salesmen 
all the time.” 

| As an example of the proper, ag- 
|gressive sales direction which a 
dealer should provide, he men- 
tioned one of his client-dealers who 
personally checked several hundred 
prospects which his salesmen had 
listed and discovered that 90 per- 
cent of them were fictitious. 

* * * 


| GWITCHING to the question of 
proper service absorption, he 

said, “Generally speaking, dealers 

these days are so busy with make- 
| ready in their shops that the vitally 
|needed service customer is being 
| squeezed out, and he’s going down 
|the street to the alley garages and 
| the filling stations. Why, in some 

dealerships, you even have to 
| make appointments several days 
| ahead. 

“We’ve advised many dealers 
to farm out more of their make- 
ready, warranty, and used-car 
reconditioning work to make 
room for regular service custom- 
ers. 

In discussing the adequate capi- 
talization of an auto dealership, 
he declared, “General Motors and 
Ford enforce strict capital stand- 
ards for their dealers initially and 
they usually make sure these 
standards are maintained. 


“But our firm probably watches 
the capitalization of these dealer- 
ships more closely, in addition to 
watching the capitalization of 
dealers whose factories do not 
scrutinize this phase of operating.” 

* * . 


Capital Allocation Important 


wre said that usually it was 
not so much a lack of capital 
that hampered dealers, but the lack 
|of proper capital distribution. He 
added that often a dealer will have 
too much of his money tied up in 
used cars, parts, accounts receiv- 
able or other items. 


Referring to the manner in 
which factories watch capitaliza- 
tion, he noted that frequently a 
dealer is told not to pay any divi- 
dends or bonuses until the capi- 
tal is brought up to “snuff.” 


Helwig said a “good knowledge 
of the industry” is important be- 
cause a newcomer, no matter how 
successful he has been in other 
fields, will lack the experience to 
see the industry in its right per- 
spective and to make the proper 
| judgments in this highly compet- 
| itive field. 





of az * 
E MENTIONED that one of 
his former clients who had 
no automobile experience spent 
$100,000 some time ago in an un- 
successful effort to establish a 
dealership. 
He continued, “The odds are also 
(Continued on Page 110, Col. 3) 








Lincoln-Mercury dealership in Kansas City with a hunting partner and four buck 
mule deer weighing 275 to 325 pounds dressed. The deer was bagged in the White 
River National Forest, near Steamboat Springs, Colo. 
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ADVERTISEMENT 


Dealer Opportunity for ‘56 








New 756 Coach 
Called Aid to 
Chassis Sales 


School bus sales will bring wel- | 


come extra profits to auto dealers, 
but many may ask the natural 
question: “How can Superior 
Coach Corp. help me make those 
deals?”’ 

First, 


ATTENTION DEALERS 


Dealers who are inter- 
ested in finding out more 
about the possibilities of 
profit in Superior school bus 
sales are urged to write to 
H. E. Bradford, advertising | 
manager, Superior Coach 
Corp., Lima, O. 


Superior is the foremost 








school bus body maker in the in- 
dustry today. Superior leads in 
safety, service and in coast-to- 
coast distributor organization. 

“In other words," said 
L. H. Larsen, executive vice- 
president of Superior, * "bid 
the best body and you'll sell 
more chassis easier—bid a 
Superior, the sales leader 
year after year." 

Dealers of all makes will find | 
that Superior has a program de- 
signed to help them sell their own 
chassis. Superior tailors bodies to | 
fit the chassis of each make and} 
specifications are available for 
each chassis. 

‘‘More than one out of every 
three school buses sold is a Supe- 
rior," Larsen reminded dealers. | 

The confidence that 
school bus buyers have in 
Superior works for the 
dealer when he teams his 
chassis with a Superior 
body, Larsen said. 

Superior offers all chassis deal- 
ers its fullest cooperation in the 
exploration of their school coach 
markets. 









iG Ss 
Superior Plans for 1956 


There's a hum of excitement at Superior Coach Corp. as last minute preparations 
are rushed for the sales meeting which will unveil the company's 1956 line of school 
buses. Shown above (left to right) are R. M. Allison, western regional manager; C. D. 


Shields, central regional manager; L. H. Larsen, executive vice-present; J. W. Wilt, | 


eastern regional manager, and W. R. Roush, director of advertising and sales pro- 
motion, as they formulate campaign for 1956 sales. 





Shields Gives News 
Of Huge Driveaway 


LIMA, O.—J. H. Shields, presi- 
| dent Superior Coach Corp., today 
announced that, for the first time 
in the school bus industry, a mass 
| driveaway of school coaches will 
|take place at the close of Supe- 
|rior's sales meeting which opens 
|here Feb. 15. 


| “This means,” said Shields, 
“that our distributors will be able 
|to show our customers a 1956 
| safety - engineered Superior bus. 
| This is much more satisfactory for 
all concerned than using photo- 
graphs or sketches as many other 
firms have to do.” 

Shields called this achievement 
a tribute to Superior’s growing 
production capacity and, more im- 
portant, the know-how and flexi- | 
bility of Superior’s management- 
labor team. 








= H. Shields ; 
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ADVERTISEMENT 


Cash in with Superior Buses 


Larsen Outlines Plan 


L. H. Larsen, executive vice- 
| president, emphasized the profit 
potential for dealers that exists in 
school bus sales, particularly in the 


today. 


“Superior’s organization 


|in their areas,’ Larsen said. ‘They 
can cash in with Superior.” 

| Superior tailors buses to par- 
ticular needs and this gives a 
weighty advantage in getting the 
extra business and profits that are 
|so welcome to today’s dealers, he 
added. 

The whole weight of Superior's 
organization will be thrown into 
the effort to push sales up this 
year and Larsen said that four im- 





portant developments will combine | 
to help dealers and Superior dis- | 


is | 
_|ready and available to help deal- | 
'ers profit through school bus sales | 





tributors to achieve top profits in|; 


1 7 They are: 


. Greatly improved product 


| more firmly es- 


w ‘ t h more visibility and more) 


safety features than ever before. 

2. Enlarged facilities available 
for school bus production since 
funeral coach manufacturing in 
1955 was 
from school bus production. 

3. Better advertising and 
sales promotion material 
available for immediate use 
by distributors as needed. 

4. A selling price which gives 
distributors, the chassis dealers 


| leadership. 


completely divorced | 


For a Banner Year 


LIMA, O.—Superior Coach Corp. today announced that 
it will unveil its new 1956 line of school buses to distribu- 
tors Feb. 15 at a sales meeting here. At the same time the 
company declared it expected 1956 to be a banner year. 

ii 


about the plant here as last min- 
ute preparations are made for 


| what Larsen termed the ‘‘biggest 
red hot competitive economy of | 


and best sales meeting yet held 
by Superior.” 

“We approach 1956 produc- 
tion with no unsold units at the 
factory and an absolutely clean 
production line available for or- 
ders,’ he said. 


“Many auto dealers have 
benefited through associa- 
tion with a heads-up organ- 
ization like Superior. More 
of them should take advan- 
tage of Superior's excellent 
product and aggressive 
sales and promotion organi- 
zation—not to mention our 
engineering and technical 
aid," said Larsen. 


Many surprises are embodied 


in the 1956 line, said Larsen, 
which will even 


tablish Superior’s 


The same pio- 
neering spirit 
which led Supe- 
rior to produce 
the first all-steel 
school bus in 
1931. still burns 


L. H. Larsen 


| strongly in the 


and the public more for their) 


money than ever before, thus con- 
tinuing Superior’s consistent policy 
of providing greater value for 
money invested. 


There is an air of excitement | 


management-labor team at Lima. 
“We are continually seek- 
ways to produce better 
buses at less cost and ex- 
ploring methods to even 
further protect the price- 
less cargo—the school chil- 
dren of America—that our 
buses carry," said Larsen. 





Runkle Reveals 1956 Safety Advances 


Another tremendous step for- | 
ward in Superior Coach Corp.'s | 
long-range plan to give “more| 
value for the money” was revealed 
today and was stressed as a 
potent sales appeal for 1956 by 
G. L. Runkle, engineering vice- 
president. 

The process is called Super- 
Rigid and it was described as ‘‘an- 
other development by Superior 
through research in its goal to 
secure the maximum use of steel.” 


The company three years ago 
took the first move in this direc- 
tion by ribbing the steel in the out- 
side body panels to increase 
strength and thus add to bus 
safety. 


“We did this with the 
idea in mind of passing on 
to our customers the utmost 
in safety, more quality and 
lower maintenance cost," 
said Runkle. 


The second step, Runkle said, 
was Super-Kote, a process that 
lengthens the life of the steel and 


| the third in the long-range devel- 


lagain gives a lower maintenance this new development was brought | 
cost. about because the safety of the 

The Super-Rigid process was lives of our school children, our 
most priceless cargo, is at stake,”’ 
declared Runkle. 

“With this thought in mind, the | 
Superior engineers have come up 
with a swept-back design which | 
gives a combination of increased | 
driver vision and reduced blind | 


opment and it gives: 

1. Scuff or mar resistance. 

2. Elimination of glare and) 
highlight reflection. 

3. Improves the appearance 
and beauty of the vehicle. 

4. Increases the strength of the 


area under hazardous conditions| 





steel and thus enhances its safety 
factor. 

"This is a great advance- 
ment," said Runkle. “How- 
ever," he added with a slow 
smile, “we've got things in 
the works that will even 
surpass anything we've 
done so far." 

In another forward step, the 
firm that built the first all-steel bus 
25 years ago will introduce a 
front end that embodies the good | ‘ 
functional design and _ practical 
approach which is the heart of 
good school bus engineering, said 
Runkle. 

“‘Then—most important of all— 





which is carried even to a greater 
degree by the use of bottom-based | 
windshield wipers,’’ Runkle said. 
“These factors incorporated in| | 
the 1956 front end has led to a) 
driver vision combination that best | | 
can be described as ‘true-view,’ "’ lf 
said Runkle. : 
“Superior long has been cog-! 
nizant of this basic need of safety 
in the buses that carry our price-| 
less cargo, and,” he emphasized, | 
‘our most revolutionary safet y| 
device—the front safety exit door| Super-Rigid Shield of Safety 


—which we introduced last year! Superior Coach Corp. in 1956 has added a shield of safety in ribbed steel to its 
has been further supplement line of school bus bodies. Three years ago, it pioneered in using this extra-strength 

ase: tee tant bee on be is. — material in school bus bodies. Above, G. L. Hartman, chief engineer, school bus divi- 
y Y ety be . GN | sion, measures the extended shield of safety as G. L. Runkle, engineering vice-presi- 
crash pads in critical areas.’ | dent, looks on. 
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Haulaway—French Version— 


Easier loading and unloading of the-top deck is provided by this light-weight 
havlaway of French design which has proved itself in everyday operation. 
arched structure at the rear raises or lowers the upper deck, which has two pivot 
points at front. ' When the deck is lowered, as shown here, cars can be driven on 


or off with ease. 


Correspondent George L. Glaser Writes .. . 





Auto Letter from Europe 


_— France. — Today I, and its parts had to take too |when backing into coupling posi- 


had to have the oil pan taken 
off my car. Why do they have to 
fasten this, pan with so many bolts 
—do they get a commission from 
the bolt-and-nut people? 

Why not make the oil pan with 

a synthetic rubber gasket around 
it and groove the engine block 
in a manner so the gasket would 
fit into it? 

All one would need then would 
be a pull handle on each side in 
order to release the pan from the 
spring tension with which it would 
be held in place. 

This also would enable a service 
man to clean out the oil pan en- 
tirely every time the oil is changed. 

+ + * 


Fifth-Wheel Idea 


the mechanics were 

working on my car, the shop 

foreman called me to look at a 

truck-tractor. A cross-member on 
the frame was broken. 

We studied the deal and con- 

cluded that the chassis frame 


much abuse when the tractor was 
hooked to a semi-trailer. 

We agreed that if the fifth wheel 
could be mounted on the tractor 
with some elasticity it would pro- 
tect the tractor’s frame from shock 





Tax-Reform Candidate 
Sought by N. H. Dealers 


CONCORD, N. H. — The New 
Hampshire Automobile Dealers 
Assn. said last week that it would 
support the gubernatorial candi- 
dated who would “pledge to rid 
the State of its highly discrimina- 
tory stock-in-trade tax.” 

Andrew M. Nicoll, president, 
said the association favored 
substitution of a broad-base tax 
but would make no specific 
recommendation, leaving that to 
the people. 

The association represents ap- 
proximately 250 new-car dealers. 








Ask for a free copy 
of this booklet on 
Automobile Dealer 
Accounting Systems. 








Now ear dealers can 


mechanize accounting 


without changing their 
factory-approved system 


With this accounting machine, the versatile 
Burroughs Sensimatic, you can mechanize to 
economize—and still conform to your factory- 
recommended system. All forms go through the 
machine, and the all-important Distribution 
Journals can be prepared three times faster! What’s 
more, changes in procedures, or growth of your 


dealership, won’t make the Sensimatic obsolete. 


The exclusive sensing panel—the master control 


that provides automatic operation—can be easily 
changed to adapt your machine to any new jobs. 
For the full story, and a quick demonstration of 
this easy-to-use accounting machine, call the 
branch office that’s listed in your telephone 
book. Or write to Burroughs Corporation, 


Detroit 32, Michigan. 


Be sure to see us at the N.A.D.A. Convention, Booths 104-106. 





tion. 

Perhaps the fifth wheel could be 
mounted in a rail in which a slight 
sliding movement — governed by 
springs—could be arranged. 

* + * 


Market Thoughts 


OOKING at the American scene 
from far away, it occurred to 
me that the industry could get to- 
gether and designate one day every 
year as “New Model Day.” Perhaps 
Thanksgiving would do. 

The manufacturers might pick 
another day—say Sept. 15—as the 
time to start the cleanup with 
reduced prices. 

Perhaps dealer discounts should 
be reduced to a maximum 15 per- 
cent. Sounds horrible at first, but 
wouldn’t it be better to get the full 
15 percent than to kid oneself with 
much longer discounts which can 
never be realized? 

The public knows the present 
discount rates and feels it should 
share some of the profit with the 
dealer. If lower sales prices could 
be advertised and the public re- 
educated, it probably would help 
things. 

= * * 
Official Appraisals 
EFORE the war, I knew a coun- 
try where used cars had to be 
appraised by an official agency. 
Each dealer then was granted a 
clear 10 percent profit to cover 
handling—but not for recondition- 
ing—for each used car which was 
appraised. 

I am not advocating a con- 
trolled market, but there are so 
many other arguments left. From 
talking to car owners it appears 
to me that too many feel they 
would not be considered smart if 
they didn’t try to get the best 
possible deal. 

Even then they are never sure if 
they really got the top allowance 
for their old car and the maximum 
discount on the new one. This sit- 
uation does not build mutual con- 


fidence. 
= a” = 


Eying Europe 
I HEARD a remark today that 
indicated a renewed interest 
may exist in Detroit in one or two 
factories concerning the acquisi- 
tion of a European plant for the 
production of cars smaller than 
U. S. models. 

Wonder which European car 
manufacturer will sell out? 

The Volkswagen can come to the 
U. S. rather simply, but trying to 
import U. S.-made autos into Ger- 
many is a horse of another color. 


AC’s °55 Sales 
Smash Record 


FLINT.—AC Spark Plug division 
of General Motors has _ reported 
that sales of its automotive prod- 
ucts in 1955 broke all previous 
marks and were 41 percent above 
those for 1954. 

Joseph, A. Anderson, general 
manager, predicted further gains 
for 1956. 

Total divisional sales, including 
defense products, were 10 percent 
above those for 1954, he explained. 
Defense sales in 1955 were down 
about 30 percent, compared with 
1954. 

Sales of original equipment to 
the automotive industry were up 
52 percent over 1954, Anderson 
said. In the replacement field, he 
said, AC exceeded all previous rec- 
ords with a sales gain of 27 percent. 


Ford to Award $50,000 


In Teen Craft Contest 


DEARBORN. — Ford Motor Co. 
has begun distribution of more 
than 55,000 entry blanks to voca- 
tional educators for the company’s 
1956 Industrial Arts Awards and 
Student Craftsman’s Fair program. 

The company has posted $50,000 
for awards to teen-age craftsmen, 
including 32 grand awards which 
will bring winners and their in- 
structors to Dearborn for three- 
day, expense-paid vacation holi- 
days. Hugh C. Ralston, manager of 
the Ford educational affairs de- 
partment, said winners of 738 cash 
awards and 864 place winners, will 
be announced in July. 

















| 
| 


Mette Ea ae. 


te 1 he iain Sih St Sell Salt indices 8. alta etn i 


ke 


Ss a lt ih it SA ee 


ae 





DALLAS’ BUSINESS IS BIGGER THAN DALLAS: 


“ 
ae 
® 


TEXAS’ BUSIEST INTERSECTION: Commerce and laductvial, Dallas 


50,000 cars will pass 
here by & Ph eee 


Through this and fifteen other major entrance- 
ways, 84,000 vehicles enter Dallas’ city limits each 
day (equivalent to the auto registrations of metro- 
politan Stockton, Calif. or Reading, Pa.), bringing 
North Texas customers for the goods, services and 
entertainment only their metropolitan city provides. 


Out-of-town customers account for nearly forty 
per cent of Dallas’ retail sales volume — additional 


Dallas Market... 


traffic that is directed to your product by The Dallas 
Morning News, the newspaper North Texans read 
to keep up with their Dallas interests. 


For more specific information on selling the larger, 
richer 72-county Dallas Market with the advantage of 
The News’ 20% larger circulation, broader influence 


and greater, more selective coverage of the entire 
Dallas Market, consult our nearest: roemeserastive < or 
_ address your ery direct to The News’ ¢ 





DALLAS’ LARGEST NEWSPAPER: More people BUY The News ... more people READ The News .. . 


more people are INFLUENCED by The News than any other North Texas newspaper. 


Cay aes | Gbe Dallas Morning eins 


“CRESMER & WOODWARD, INC., National Representative °* New York 


° Chicago - Detroit - LosAngeles - Atlanta ° San Francisco 
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In 1955, as in 1954, and 
almost continuously for a 
quarter of a century, the 
BUFFALO EVENING NEWS 
led all daily newspapers in 
the volume of automotive 


Market Trend 


The wholesale used-car market 
last week enjoyed its strongest 
showing of the year, according to 
Automotive News’ index. 


The overall average price in- 
creased $7, and the increase was 
reflected on individual models 
throughout the index—except for 
51s, which declined $2. 


Advances were: 50s, up $1; ’49s, 
up $1; ’55s, up $2; ’53s, up $5; 
"52s, up $7; ’54s, up $16, and 56s, 
up $29. 
| For the first time in months, 
the adjusted prices reflected no 
new lows. 

The average consignment last 
week consisted of 145.0 cars, of 
which 75.2 percent were sold. A 
week earlier, 78.4 percent of 165.3 
cars were sold at the average 
auction. 


display advertising. 








DENVER 


(Colorado Auto Auction. Sales every 
Monday and Tuesday. Prices are for sales 
of Jan. 16-17.) 

(Demand good. We need more cars. 
Sold 225 out of 330 offerings.) 


‘AO VENING NEWS 










. KELLY-SMITH CO. —. ere station weaen, 
‘ S = 40* (ps); Super iviera, $2,940* (ps); 
— National Representatives Special 4-dr., $2,565*. '55 RM Riviera, 
— $2,250* (ps), $2,210* (ps); Super Rivi- 
WESTERN NEW era, $2,220* (ps), $2,160* (ps), $2,120* 


YORK'’S GREAT NEWSPAPER 





(ps); Century Riviera, $2,165* (ps), $2,- 
160*; Special 2-dr., 2 at $1,930, $1,700, 





DURABAKE Automatic Infrared Drying 





»«. frees your painter for more painting! 


For faster work, longer-lasting, better- 
* looking results use the DURABAKE In- 
frared Process, the car manufacturer’s own 
method, for drying lacquer and enamel 
finishes with heat. DURABAKE process is 
dust-free, gives a “factory-like” finish in 
ahy kind of weather. DURABAKE “Mobil- 
Dry” traveling ovens do the work auto- 
matically, free your painters for painting. 
Exclusive gold-plated reflectors give even 
heat distribution; uniform results. A UL 
approved “Mobil-Dry” unit requires only 
a modest capital investment. No additional 
floors pace.Seeyourautomotive jobbertoday. 


E 
TRAVELING OVENS 





PORTABLE UNITS 





: For additional information write Dept. 113 
FOSTORIA PRESSED STEEL CORPORATION ©* Fostoria, Ohio 
World's Largest Maker of Infrared Drying Equipment 


9307 





| 
$3,- 


May 
* Prices of 1955 models added; prices of '47s dropped. 





| CHRYSLER—’'56 NY 4-dr., $3,310* (ps). 
"55 Windsor Hardtop, $1,950*, °52 Wind- 
sor 4-dr., $500. °51 NY 4-dr., $300*; | 


| 
| 
| 


| DeSOTO 


$827 


| CHEVROLET 


| FORD 
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Average Used-Car Auction Prices 


(Compiled by Automotive News from auction reports.) 


$810 
$789 $769 $747 





dune duly Aug. Sept. 


t Prices of 





$1,640, $1,600, $1,535. ’°54 RM Riviera, 


$1,635* (ps). '53 Super conv., $875*. 
CADILLAC—'56 (62) coupe de Ville, 
420* (ps); coupe, $4,850* (ps), 
(ps); (60) Special sedan, $5,525* (ps), 
$5,125* (ps). "55 (60) Special 4-dr., $4,- 
100* (ps), $3,900* (ps); (62) 4-dr., 
475* (ps), $3,350* (ps). '54 
$3,280* (ps), $3,115* (ps), $2,920* (ps). 
—'56 Bel Air Nomad, 
550*, $2,545*; Sport coupe, $2,300*, $2,- 
215*; Two-ten (6) Handyman, §$2,200*, 
$2,160*; One-fifty (6) 4-dr., $1,750, $1,- 
725. '55 Bel Air (8) 4-dr., $1,800*, $1,- 
775*, $1,725*, $1,680*; Two-ten 
Handyman, $1,720*; Two-ten (6) 2-dr., 
$1,240, 2 at $1,235. ‘54 Bel Air (6) 2-dr., 
$1,030* (ps); Two-ten 2-dr., $935. °53 
One-fifty 4-dr., $500, 3 at $455. °52 SL 
Deluxe 4-dr., $530. 51 SL Deluxe Bel 
Air, $455*. 


$6,- 


Windsor club coupe, $290*. 


‘55 Fire Dome (8) 4-dr., $1,950*. 
"53 Fire Dome (8) 4-dr., 
Fire Dome (8) 4-dr., $550*. 

DODGE—’'56 Roya! (8) 4-dr., $2,655* (ps); 
Hardtop, $1,890* (ps). °54 Coronet (6) 
4-dr., $800. '53 %-ton pickup, $475. 

—56 Fairlane (8) Country sedan, 

$2,535*, $2,500* (ps); 2-dr., $2,075*; 

Crown Victoria, $1,890* (ps). °'55 Main 

(8) Ranch Wagon, $1,760*, $1,575*, $1,- 

555, $1,550*; Fairlane (8) 4-dr., $1,510*. 

"54 Custom (6) 2-dr., $875, $825. °53 

Crest (8) Country Squire, $985*; conv., 

$790* (ps). "52 Custom (6) 4-dr., $455. 

"51 Custom (8) conv., $295. °50 Custom 

(6) 4-dr., $190. 


HUDSON—'53 Wasp 4-dr.’ $560*. °52 Hor- | 


net 4-dr., $335*. 


LINCOLN—’54 Capri coupe, $1,775* 
"52 4-dr., $880*. °49 4-dr., $165*. 

MERCURY—’56 Montclair Hardtop, $2,- 
750* (ps), $2,650*. '55 Montclair Hard- | 
top, $2,100* (ps). °54 Monterey Hardtop, 
$1,520* (ps); 4-dr., $1,285*, $1,150° 
(ps). "53 Monterey coupe, $1,225*; 4-dr., | 
$975*. ’52 club coupe, $850. 

OLDSMOBILE—’56 (98) Holiday, $3,375* | 
(ps); (88) Super conv., $3,350* (ps); 
Holiday, $3,100* (ps), $3,000*. °55 (98) 
4-dr., $2,220* (ps); (88) Holiday, $2,- 
050*. °54 (88) Super Holiday, $1,940* 
(ps); 4-dr., $1,475*. 

PACKARD — ’'55 Hardtop, $2,825* (ps). 


"51 4-dr., $245*. 
PLYMOUTH—-'56 Belvedere (8) Suburban, 


$2,485*; conv., §2,300*. ‘55 Belvedere 
(8) Sport coupe, $1,625*; Savoy (6) 2- 
dr., $1,170; 4-dr., $1,075. 

PONTIAC — '56 Star Chief (8) Catalina, 
$2,725* (ps), $2,715* (ps), $2,605*; 
Chieftain (8) Catalina, $2,600*, $2,345*. 
’55 Chieftain (8) Catalina, $1,880*. '53 
Chieftain (8) Catalina, $895. 51 Silver 


Streak (8) 4-dr., $325. 

STUDEBAKER — ‘53 Commander 4-dr., 
$515. 

WILLYS—'55 Jeepster, $1,400. 

MISCELLANEOUS—'52 GMC %-ton pick- 
up, $450. °49 GMC \%-ton pickup, $215. 


FT. WAYNE, IND. 


(Carl Marker’s Auto Auction. Sale every 

Tuesday. Prices are for sale of Jan. 
(Consignments have been running low, 
although bidding has been very good and 
the market steady. Sold 74 cars out of 
93 offerings.) 

BUICK—’56 RM 2-dr., $3,100* (ps). °55 
Super 2-dr., $2,100* (ps); Special 2-dr., 
$1,960*. '53 RM 2-dr., $1,020* (ps); Spe- 
cial 2-dr., $955. "52 Super Riviera, $710*. 


’51 Special 4-dr., $465. 50 Super 2-dr., 
$405. 

CADILLAC—’50 (62) 4-dr., $675*. 

CHEVROLET—'56 Bel Air (8) 4-dr., $2,- 
180°. °55 Two-ten (8) 2-dr., $1,580°, 
$1,295. °54 Two-ten 2-dr., $930. °53 %- 
ton pickup, $600. ’°52 SL Deluxe 2-dr., 
$440; FL Deluxe 2-dr., $525; %-ton 
Pickup, $540. ’°51 SL Deluxe 4-dr., $365. 
’49 SL Deluxe 2-dr., $265. 

CHRYSLER—’'53 NY 4-dr., $710*. ’52 NY 
4-dr., $565*. 

DeSOTO—’52 Fire Dome (8) 2-dr., $470*. 


’50 Custom 2-dr., $100. ’47 Custom 2-dr., 
$150. 


DODGE—’53 Coronet 2-dr., 2 at $605; 4- 


dri; $555. °51 Coronet 4-dr., $340. °49 
Coronet 4-dr., $275. 
FORD—’56 Fairlane (8) 2-dr., $1,860. ’55 


(8) station wagon, $1,745*. ’54 
Main (8) Ranch Wagon, $1,075*; Main 
(6) 2-dr., $550. °53 Crest (8) 4-dr., 
$740*; Custom (8) 4-dr., $660; Main (6) 
2-dr., $550; 4-dr., $440. '52 Custom (8) 
2-dr., $420. ’50 Custom (8) 4-dr., $290; 
2-dr., $235, $115. 

HUDSON—’54 Hornet 4-dr., $535. "52 Wasp 
4-dr., $300. 

MERCURY — ’56 Monterey 2-dr., $2,500* 
(ps). 

NASH —'51 Ambassador 4-dr., $300. '50 
Statesman 2-dr., $105. 

OLDSMOBILE—’'56 (98) Holiday, $3,020* 
(ps); (88) Holiday 2-dr., $2,725* (ps). 
"55 (88) 2-dr., $1,910*. '54 (98) 2-dr., 
$1,815* (ps). '53 (88) 2-dr., $1,155*. ’51 
(88) 2-dr., $460°, $425°. '49 (88) 2-dr., 


$150. 
PLYMOUTH—’56 Savoy (8) 2-dr., $2,260* 


Custom 


(ps), $1,885*; station wagon, $2,025*, 
$1,895*. ‘53 Cranbrook station wagon, 
$800. °52 Cranbrook 4-dr., $445, $420. 


'51 Cranbrook 4-dr., $250. 
PONTIAC—'55 Chieftain (8) station wag- 
on, $1,680*; 2-dr., $1,650°. °54 Chieftain 
(8) 2-dr., $970°; 4-dr., $945*, $925°, 
$875*. '50 Silver Streak (6) 2-dr., $115. 
STUDEBAKER—’51 Champion 2-dr., $110. 


$4,600* | 


$3,- | 
(62) coupe, | 


| 
$2,- | 


(8) | 


$1,030*, °52| 


(ps). | 


17.) | 











$943t — so15 








$725 








Oct. Nov. Dec. 
"56s added; °48s dropped. 


dan. 











| MISCELLANEOUS—’54 GMC %-ton pick- 
up, $725. 
| (Arena Auto Auction, Sale every Tues- 


day. Prices are for sale of Jan. 17.) 

(Sold 264 cars out of 307 offerings.) 
BUICK—’56 Century Riviera, $2,910* (ps), 
| $2,875* (ps); Super Riviera, $2,765* (ps); 
| Special 4-dr., $2,655* (ps). °55 Super 

Riviera, $2,255* (ps), $2,250* (ps); Cen- 
| tury Riviera, $2,250* (ps); Special Rivi- 


era, $1,915*. °54 Skylark conv., $1,900* 
(ps); RM Riviera, $1,665* (ps), $1,395* 
(ps). '53 Super Riviera, $1,065*. 

| CADILLAC—’56 (62) coupe de Ville, $5,- 
050* (ps); 4-dr., $4,470* (ps). °55 (62) 
coupe, $3,550* (ps), $3,530* (ps), $3,- 

| 520* (ps). °54 (62) coupe de Ville, $3,- 
105* (ps); conv., $3,070* (ps); 4-dr., 


$2,650* (ps). 
| CHEVROLET—’56 Bel Air (8) Sport coupe, 
$2,250*, $2,225*. '55 Two-ten (8) Handy- 
man, 2 at $1,670*; 2-dr., $1,395*, $1,- 
015; Two-ten (6) 2-dr., $915. '54 Two- 
ten Handyman, $1,225; Bel Air Sport 
| coupe, $1,175*; One-fifty 2-dr., $790. ’53 
| Bel Air 2-dr., $930*, $795*; Two-ten 
| 4-dr., $640, $625; One-fifty 4-dr., $625. 
| °52 SL Deluxe 2-dr., $510*. ’50 SL Spe- 
cial 2-dr., $205. 
| CHRYSLER—’53 NY 4-dr., $910* (ps). °52 
Windsor 4-dr., $440*; club coupe, $365*. 
*51 NY 4-dr., $295*. 


| Model Breakdown 
| Of Auction Averages 











Jan., Dec., Nov., 
Model 1956 1955 1955 
__, $2,313 $2,372 $2,354 
Bs csi sitinsinsed 1,623 1,743 1,868 
__, ee 1,082 1,133 1,157 
SSS 721 V5 806 
PMc rtasaséstaens 468 510 529 
ee 331 355 373 
BE ecisscvencecse 239 251 262 
Bi ssiisakieoste 175 180 195 
| Overall ee 
Average... $ 869 $ 915 $ 943 
| DeSOTO- ‘53 Fire Dome (8) 4-dr., $905* 
| (ps); Powermaster 4-dr., $705*, $640*. 
| DODGE—’53 Coronet (8) 2-dr., $725*; 4- 
dr., $715*, $605*; Diplomat, $625*; 
Meadowbrook 4-dr., $490*. °52 Way- 
farer 2-dr., $225*. 
| FORD—’55 Fairlane (8) Victoria, $1,825* 
(ps); 4-dr., $1,605*, $1,515*, $1,475; 
Custom (8) 2-dr., $1,450*, $1,150; Cus- 
| tom (6) 4-dr., $1,215, $1,205, $1,185; 
| Main (8) Ranch Wagon, $1,410. ’54 Fair- 
| lane (8) Victoria, $1,175*; Custom (8) 
| 4-dr., $805; 2-dr., $800; Custom (6) 
| 2-dr., $760*. ’53 Crest (8) Victoria, $1,- 
035* (ps), $1,010*, 
$1,165*. 





HUDSON—’54 Hornet Hollywood, 
’53 Wasp 2-dr., $400. ’52 Hornet 4-dr., 
$300. '51 Hornet 4-dr., $255*. 

KAISER—’52 Manhattan 4-dr., 

| LINCOLN—’55 Capri coupe, $2,535* 

4-dr., $2,315* (ps). °54 Capri 
$1,725* (ps). °53 Capri coupe, 


$285*. 
(ps); 

coupe, 

$1,260* 


(ps). 

MERCURY—'55 Montclair coupe, $2,250* 
(ps), $2,105*; conv., $1,965*; 4-dr., $1,- 
410, °54 Monterey coupe, $1,425*; 4-dr., 
$1,350*, $1,280*, $1,055*; Sun Valley, 
$1,300* (ps). 

NASH—’55 Statesman 4-dr., $1,570*. ’54 
Rambler club coupe, $950"; 4-dr., $850. 
’53 Ambassador 4-dr., $990%, $460*; 
club coupe, $905*, $790*; Rambler club 
coupe, $680. 

OLDSMOBILE — "55 (98) conv., $2,600* 
(ps); Holiday, $2,480* (ps), $2,380* 
(ps); (88) Super 4-dr., $1,985* (ps), 
$1,890* (ps), $1,890*; Holiday, $1,930*. 
"54 (98) conv., $1,905* (ps), $1,785* 
(ps); Holiday, $1,760* (ps), $1,720* (ps), 
$1,650* (ps); 4-dr., $1,740* (ps), $1,725* 

(88) Holiday, $1,865* (ps). 





(ps); 

PACKARD—’55 Clipper Panama, $2,195* 
(ps). °53 Clipper 4-dr., $725*, $640*; 
2-dr., $600*. 


PLYMOUTH—’55 Plaza (8) station wagon, 
$1,515. ’54 Belvedere Suburban, $1,140*; 
Sport coupe, $1,100; Plaza Suburban, 
$870; 2-dr., $755, $595; Savoy 2-dr., 
$865, $740. 

PONTIAC—’55 Star Chief (8) Catalina, 
$2,150* (ps), $2,100* (ps), $1,950* (ps); 
Chieftain (8) station wagon, $1,910*; 
Catalina, $1,860* (ps). °54 Star Chief 
(8) 4-dr., $1,315*; Chieftain (8) 4-dr., 
$1,175*. ’53 Chieftain (8) 4-dr., $840*, 
$815*, $735*%; 2-dr., $825*, $700*. 

STUDEBAKER — ’53 Commander clu D 
coupe, $605*. "52 Commander club coupe, 
$430*, $235*; Champion 4-dr., $275*. "51 
Commander 4-dr., $290*. 

WILLYS—’'53 Aero 4-dr., $500. 


FLINT 


(Flint Auto Auction, Inc., Sale every 
Wednesday. Prices are for sale of Jan. 18.) 
(Ne noticeable change in prices, how- 
ever, buyers were buying heavier and 
there was more action than usual. Sold 
121 cars out of 161 offerings.) 
BUICK—’55 Century 2-dr., $2,025*; Spe- 
cial Riviera, $1,855*, $1,815, $1,710°; 
4-dr., $1,750*. °54 Super Riviera, $1,540*; 
Century 4-dr., $1,370%, $1,145°; 2-dr., 
$1,335*, $1,275. 53 Super Riviera, $880", 
$870*; Special Riviera, $855*, $800; 4- 
dr., $805*, $690*. °52 Special 4-dr., $605, 
(Continued on Page 106, Col. 1) 
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When you make 'em, you've gotta sell ‘em 


That’s why all the major auto companies—plus 133 other 
advertisers in the automotive field—used WBC to sell their 
wares in 1955. To drop a few names: 


NATIONAL 


Esso Standard Oil Co. 
Socony Vacuum Co., Inc. 
Lincoln-Mercury Dealers 
Simoniz Co. 

Sun Oil Co. 

Nash 

Plymouth 

Buick 

Dodge 

Chevrolet 

Pontiac 

DeSoto 

Cadillac 

Oldsmobile 

Hudson 

Gulf Oil Co. 

Armstrong Tire & Rubber Co. 
U. S. Rubber Co. 

Olin Mathison Co. 

Nat. Carbon Co. 

S. C. Johnson & Son, Ltd. 
Rootes Motors, Inc. 


Studebaker 

Skelly Oil Co. 

Standard Oil of Indiana 
Dri-Gas 

California Oil Co. 
Chrysler 

Packard 

Ford Trucks 

Ford Cars 

Goodyear Batteries 
Standard Oil of California 
Union Oil Co. 
Motorama 

A. C. Spark Plugs 
Bardahl Lubricants, Inc. 
Cities Service Oil Co. 
United Motors Service 
General Petroleum 
Atlantic Refining Co. 
Fisher Body 


REGIONAL & LOCAL 


Douglas Pontiac 
General Tire 
Pontiac Dealers 
Main Auto Supply 
Buick Dealers 


Warren Lepley-Ford 

Phila. Motor Co. 

Rex Trailer 

Bay Area Pontiac Dealers 
Burlingame Motors 

Ford Dealers Adv. Assn. 
Ray Pontiac 

Chevrolet Dealers Assn. 

M & M Seat Covers 

Cherry Garage Corp. 
Certified Automotive Service 
Bueter Chevrolet 

Pontiac Cities Service 
Hefner Chevrolet 

Barnard Motors 

Bauer Chevrolet Co. 
Billingsley Pontiac 

Braley & Graham Buick Co. 
Le Cosert Motors 

Fields Chevrolet Co. 
Helwig Pontiac, Inc. 

Dodge Dealers Advertising Fund 
Pgh. Zone Chevrolet Dealers 
Grisconi Oldsmobile 

Bob Amber Chevrolet 

J. Homer Studebaker 

Fort Wayne Motors 

Boston Nash Co. 

Columbia Pontiac 

Corcoran Motor Co. 
Keystone Auto Club 

Penn Jersey Auto Stores 
Metro. Lincoln-Mercury 


Gateway Chevrolet 

Harvey Nash 

Les Vogel Chevrolet 

Ellis Brooks Auto 

Francis Ford Motors 

Gordon Swan Motors 

Greater Portland Dodge Dealers 
Gresham Auto Dealers 
Hollywood Ford Motors 

Logan Oldsmobile 

Pennzoil Co. 

Sterling Oil Co. 
Savage-Haldeman—Chrysler—Plymouth 
Landis Motors, Inc. 

Collins Motor Co. 

Met. Boston Chevrolet 

Nash Dealers of Greater Boston 
Sports Auto Show 

Ford Dealers of Allegheny County 
SF Auto Show 

Thrifty Car Co. 

Weltner Pontiac 

Connolly Buick 

Assoc. Dodge Dealers of Allegheny County 
Sanford Motors 

Penna. Refining Co. 

Bob Berry Ford 

Charles Pontiac 

West End Chevrolet 

Girard Chevrolet Co. 

DeVincent Ford Sales 

Healer Motors 

Mack Truck Co. 


Eierman Cadillac Co. 
Charles French Motors 
Murphy Oldsmobile 
Plymouth Dealers Assn. 
Motor Car Co. of N.E. 
Taggesell Motors 

Tonkin Motors 

Windolph Pontiac 
Wolfard Motor Co. 
Wallace Buick 

Allen County Motors 
Publix Oil Co. 

Talbot Pontiac 
Studebaker Dealers of Greater Boston 
Williams Buick 

Fenway Park Motors, Inc. 
Hogan Tire Recapping Co. Inc. 
Seymour Chevrolet 

Peters Pontiac Village 
Paetzhold Motors 
Portland Motor Show 
Roy Burnett Motors 
Lyman Slack Motors 

A. B. Smith Chevrolet Co. 
Porter Chevrolet Co. 
DeSoto Dealers Assn. 
McKean Chevrolet 
Gradens Tire Recapping 
Gillie Auto Tops 

Evans Motors 

Goral Motors 

Pgh. Ford Dealers Assn. 
Northwest Ford Dealers 


No selling campaign is complete without the WBC stations 
WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 
BOSTON—WBZ+WBZA BOSTON —W8BZ-TV 
PHILADELPHIA—KYW PHILADELPHIA—WPTZ 
PITTSBURGH —KDKA PITTSBURGH —KDKA-TV 
FORT WAYNE—WOWO SAN FRANCISCO— KPIX 
PORTLAND — KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 
ALL OTHER WBC STATIONS REPRESENTED BY FREE @ PETERS. INC. 


Support The Advertising Council Campaigns 
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(Continued from Page 104) 


"51 Super Riviera, $540*; 4-dr., 
‘50 Super 4-dr., 
$110; 2-dr., 


$375". 
$275; RM 4-dr., $210*. 
$130, $105; Special 4-dr., 
$110. 

CADILLAC—’53 (62) coupe de Ville, $1,- 
785°. '52 (62) 4-dr., $1,110*. 

CHEVROLET—’55 Bel Air (6) 2-dr., $1,- 
270; Two-ten (6) 2-dr., $1,210. '54 Bel 
Air 4-dr., $1,000; Two-ten Delray, $865; 
2-dr., $845, $700. '53 Two-ten station 
Wagon, $725; 2-dr., $645, $600; commer- 
cial 4-dr., $290; One-fifty 2-dr., $425; 
%-ton pickup, $515. ‘52 SL Deluxe Bel 
Air, $505°; 4-dr., $480*, $420*; club 
coupe, $365. °51 SL Deluxe club coupe, 
$365, $340; 4-dr., $315, $280*, $165; 2- 
dr., $310, $250, $235*, $175, $150. °50 
SL Deluxe 2-dr., $140. 


DeSOTO—'52 Fire Dome (8) 4-dr., $400*. 

DODGE—'54 Coronet 4-dr., $935*. 

FORD—’'56 Country Squire, $2,250*; Fair- 
lane (8) 2-dr., $1,940°. '55 Custom (8) 
2-dr., $1,280, $1,145. '54 Custom (8) 2- 





dr., $750*, $705; Main (6) 2-dr., $685*. 
‘53 Crest (8) Country sedan, $835; Vic- 


toria, $700*; Custom (8) 4-dr., $710, 
$630°; 2-dr., $700*, $515*, $500, $445; 
Main (8) 4-dr., $600; Main (6) 2-dr., 


$445. '52 Custom (8) 4-dr., $455. '51 
Custom (8) Victoria, $400*; 4-dr., $280*, 
$195; 2-dr., $300; Deluxe (8) 2-dr., $280, 
$210*; Deluxe (6) 2-dr., $210. '50 Cus- 
tom (8) club coupe, $230; 4-dr., $175; 
Deluxe (8) club coupe, $105. 

LINCOLN—’51 4-dr., $255°. 

MERCURY 53 Monterey club coupe, 
$785°; 2-dr., $700°. '51 club coupe, $315. 

OLDSMOBILE—’55 (88) 4-dr., $1,845*. '54 
(88) club coupe, $1,675* (ps); 4-dr., $1,- 


325°; conv., $1,300*. ‘51 (88) Super 4- 
dr., $350°, $310°; (98) 4-dr., $265. °50 
(88) 4-dr., $185*, $170°, $150°*; 2-dr., 
$115°. 
PACKARD—’51 Clipper 4-dr., $390. 
PLYMOUTH — '54 Belvedere 4-dr., $800; 
cony., $775. '53 Concord 4-dr., $430. '51 


Cranbrook club coupe, $155; 4-dr., $150. 

PONTIAC—'55 Chieftain (8) 2-dr., $1,- 
515. '54 Chieftain (8) conv., $955* (ps). 
"53 Chieftain (8) 2-dr., $675. '51 Silver 
Streak (8) 4-dr., $300; 2-dr., $230*. '50 
Silver Streak (8) 4-dr., $235*; Silver 
Streak (6) 4-dr., $145. '49 Silver Streak 
(8) 4-dr., $145, $110. 


JENISON, MICH. 


(Grand Rapids Auto Auction. Sale every 
Tuesday. Prices are for sale of Jan. 17.) 
* (Everything sold well as we had buy- 
ers here for every make and model and 
there was more demand for autos of all 
makes than in many, many months. Sold 
116 cars out of 133 offerings.) 
BUICK—’55 Super Riviera, $§2,100*, §2,- 
090°; Special 4-dr., $1,875*. ‘54 Super 
Riviera, $1,650*; Special Riviera 2-dr., 
$1,590° (ps); 2-dr., $1,185; 4-dr., $810. 
"53 RM Riviera, 2 at $925* (ps), $870* 
(ps); Special Riviera, $905*, $820*; Su- 
per Riviera, $900* (ps). '51 Super Rivi- 
era 2-dr., $625*, $415*; Super Riviera, 
$355*; Special 4-dr., $350; Riviera 2-dr., 
$340. ‘50 Super 2-dr., $315*; Special 
4-dr., $250°. 
CADILLAC—’'53 (62) 
"50 (62) 4-dr., $900*. 
CHEVROLET—'55 Bel Air (8) Sport coupe, 
$1,650*; Two-ten (8) 4-dr., $1,295; Two- 
ten (6) 2-dr., $1,175. °54 Bel Air 2-dr., 
$1,200; One-fifty 2-dr., $625. '53 Bel Air 
Sport coupe, $890*, $675; 2-dr., $660°; 
Two-ten 2-dr., $725; 4-dr., $555*; One- 
fifty 2-dr., $525; %-ton panel, $525. '52 
SL Deluxe Bel Air, $650*; 2-dr., $545*. 
"51 SL Deluxe 4-dr., $375; Business 


conv., $1,800* (ps). 


coupe, $240. '50 SL Deluxe conv., $380; 
sedan, $245. 
CHRYSLER—'54 Windsor 4-dr., $1,100*. 


"52 Saratoga 4-dr., $435* (ps). ‘51 Sara- 





toga 4-dr., $475* (ps); Windsor 2-dr., 
$470°*. 
DeSOTO—’'54 Fire Dome (8) 4-dr., $920*. 
*52 Fire Dome (8) 4-dr., $500*. 
DODGE—’53 Coronet club coupe, $665. 
FORD — '55 Fairlane (8) conv., $1,495*; 
Custom (8) 2-dr., $1,365*. ‘54 Custom 
(8) 4-dr., $920. °53 Crest (8) Victoria, 
$840, $815; Custom (8) 2-dr., $750, $660; 
Custom (6) 4-dr., $750; 2-dr., $670. '52 
Crest (8) Country Squire, $645*; Custom 
(8) 2-dr., $575, $510*, $275. '51 Custom 
(8) 4-dr., $365, $280*°; 2-dr., $255; Cus- 
tom (6) 2-dr., $220, $195. "49 Custom 
(6) 2-dr., $165; 4-dr., $120; Custom (8) 
2-dr., $110. 
HUDSON—’51 2-dr., $125. 
LINCOLN—’'56 Capri 4-dr., $3,505* (ps). 
MERCURY—’'55 Monterey club coupe, §2,- 
000* (ps); Montclair club coupe, $1,965*. 
*54 Monterey 4-dr., $1,300*%; Custom 2- 
dr., $855. °53 Monterey 4-dr., $680. '51 
club coupe, $365*, $305; 4-dr., $300. °50 
4-dr., $260. 


NASH—’51 Ambassador 4-dr., $200*. ‘50 
Statesman 2-dr., $120. 
OLDSMOBILE—’55 (88) club coupe, §$1,- 


950°. '54 (98) club coupe, $1,735* (ps); 
(88) club coupe, $1,335. "53 (98) 4-dr., 
$1,120* (ps); (88) 4-dr., $865. "52 (88) 
Super 4-dr., $450°. ‘51 (98) Holiday, 
$385*; (88) 4-dr., $305*. °50 (98) 4-dr., 
$315*; Holiday, $310*. ‘49 (98) Holiday, 
$305*; 4-dr., $115°, $100°. 
PLYMOUTH—'55 Plaza (6) 4-dr., $1,035. 
*53 Cranbrook Belvedere, $750*. ‘50 Spe- 
cial Deluxe club coupe, $300. 
PONTIAC — ’55 Star Chief (8) Catalina, 
Chieftain (8) club coupe, $1,- 
. "54 Chieftain (8) station wag- 
on. $1,440*; Star Chief (8) Catalina, 
$1,415*. °53 Chieftain (8) conv., $805*; 
Chieftain (6) 2-dr., $720, $680*. ’52 
Chieftain (8) Catalina, $625*; 2-dr., 
4-dr., $395*. ‘50 Chieftain (8) 
Catalina, $240*°; 4-dr., $220, $145°. "49 
Silver Streak (8) club coupe, $200. 
NEOUS — ‘51 Henry J 2-dr., 


$110. 


ALBANY 


(Tim Anspach Auto Auction. Sale every 

Monday. Prices are for sale of Jan. 16.) 

(A light run of cars stimulated the 

rket here today a» swarms of buyers 

moderately for autos of their choice. 

was shown on older models, 

and '55s advanced a few dol- 

more easily sold. Low re- 

eeipts during January are not uncommon 

for Sold 82 cars out of 105 
offerings. 

BUICK—’'56 Special 4-dr., $2,300*. '54 RM 
Ri , $1,720° (ps). ‘53 RM 4-dr., 
$900° (ps); Special 4-dr., $840*, $700; 
Super 4-dr., $750°. °52 Special Riviera, 


~ 


$690*; RM 4-dr., $500*. '50 RM Riviera 
$370*. '49 Super sedanet, $110. 


CADILLAC—’55 (62) coupe, $3,065* (ps); 
4-dr., $3,400* (ps). '52 (62) 4-dr., $1,- 
350* (ps). ’51 (60) Special 4-dr., $1,100*. 

CHEVROLET—’55 Bel Air (8) 4-dr., $1,- 
530°; Bel Air (6) 4-dr., $1,515*; Two- 
ten (8) 2-dr., $1,380; Two-ten (6) 4-dr., 
$1,330. °54 Bel Air station wagon, $1,- 
350°; Two-ten 4-dr., $805; 2-dr., $800, 
$790; One-fifty 4-dr., $690; 2-dr., $650. 
’53 Bel Air 4-dr., 


Special 2-dr., $160*. '50 SL Deluxe 4-dr., 
$280. ‘49 SL Deluxe 2-dr., $175. '37 
wrecker and hoist, $160. 

DeSOTO—’53 Custom 4-dr., $530*. '52 Cus- 
tom 4-dr., $650*, $460*; Fire Dome (8) 


$700; Two-ten 2-dr., | 
$420. '52 SL Deluxe 4-dr., $480*. ’51 SL} 





4-dr., $445*. 
DODGE—’56 Coronet Lancer, $2,410*. ’53 
Coronet 4-dr., $640*; %-ton panel, $385. 
FORD—’56 Country Squire, $2,160; Ranch 
Wagon, $1,960. '55 Fairlane (8) conv., 
$1,650*; 4-dr., $1,485*; Custom (8) 4- 
dr., $1,400; Custom (6) 2-dr., $1,260; 
Main (6) 2-dr., $1,180, $1,175. ’54 Cus- 
tom (8) 4-dr. (police car), $650; Main 
(6) 2-dr., $750; %-ton pickup, $680. ’53 
Custom (8) conv., $850; 4-dr., $750*. 
’52 Crest (8) Victoria, $775*; Custom 
(8) 4-dr.. $530*,. '51 Custom (8) station 
wagon, $300; 2-dr., $300*; Deluxe (6) 
2-dr., $260. '50 Deluxe (6) 2-dr., $100. 
HUDSON—’52 Hornet 4-dr., $350*. 
KAISER—’52 Deluxe 4-dr., $170*. 
LINCOLN—’53 Capri coupe, $1,260* (ps). 
MERCURY—’55 Custom 2-dr., $1,525*. '54 
Monterey 4-dr., $1,320. '52 4-dr., $370*. 
"51 4-dr., $275. '50 2-dr., $125. 


NASH—’50 Statesman 4-dr., $100. 
OLDSMOBILE — ’56 (88) Super Holiday, 
$2,750* (ps); 2-dr., $2,475*. °54 (88) 


Super 4-dr., $1,380". 
PACKARD—’54 Clipper 4-dr., $840. 
PLYMOUTH — ’53 Cranbrook 4-dr., $675; 
station wagon, $650. '50 Concord 2-dr., 
$160. 


BETTER READERSHIP SERIES 
FIRST TRUCKING PUBLICATION WITH A FUNCTIONAL COVER 











PONTIAC—’54 Chieftain (8) Catalina, $1,- 
050* (ps). '53 Chieftain (8) 4-dr., $770*, 
$585*. '51 Silver Streak (8) 4-dr., $400. 


WILLYS — ’53 station wagon, $870. ’52 
Jeepster, $850. 


MISCELLANEOUS—’54 Morris Minor 4-dr., 


$525. 
DANVILLE, VA. 
(Danville Auto Auction. Sale every Wed- 
nesday. Prices are for sale of Jan. 18.) 


(Excellent sale; demand heavy for 
clean autos. Sold 82 cars out of 114 


offerings.) 
BUICK—’51 RM 4-dr., $410. °50 Super 4- 
dr., $330*%, $300*, $280*; Riviera, $225. 


CHEVROLET—’55 Bel Air (8) conv., $1,- 
440; Two-ten (8) 2-dr., $1,230. '54 Two- 
ten 4-dr., $1,045, '53 Two-ten 2-dr., $930, 
$715; 4-dr., $630, $580; %-ton pickup, 
$730. '52 SL Deluxe 2-dr., $585, $480. 
’51 SL Deluxe club coupe, $405. ’50 SL 
Deluxe 2-dr., $355, $325; club coupe, 
$200; conv., $160. °49 SL Deluxe 4-dr., 
$265; 2-dr., $265, $190. °48 SM club 
coupe, $370; FM station wagon, $155; 
1-ton pickup, $220. °40 SD 2-dr., $150. 

FORD — ’56 Fairlane (8) 4-dr., $2,000*; 





Custom 48) 2-dr., $1,775. '55 Custom (3) 
2-dr., $1,355. '54 Crest (8) Victoria, $1,- 
205; Custom (8) 2-dr., $915. '53 Crest 
(8) Victoria, $805; Custom (8) 2-cr., 
$785, $755*, $705; 4-dr., $700. '52 Cus- 
tom (8) 2-dr., $605; 4-dr., $600, $565; 
Crest (8) conv., $510*; Custom (6) club 
coupe, $440; Main (8) 2-dr., $305. ‘51 
Custom (8) 2-dr., $355; station wagon, 
$390; Deluxe (6) 4-dr., $280, '50 Cus. 
tom (8) 2-dr., $370, $300. ’49 Custom 
(8) 2-dr., $270. ’47 Special Deluxe club 
coupe, $180. °46 Deluxe 2-dr., $155, '40 
Deluxe club coupe, $260. 

HUDSON—’52 Wasp 4-dr., $380. '51 Hor- 
net 4-dr., $225. 

LINCOLN—’41 Continental 2-dr., $465 (52 
Merc, motor). 

MERCURY—’55 Custom 4-dr., $1,640. °54 


Monterey 2-dr., $1,430. ‘53 Monterey 
2-dr., $1,205*; Custom 4-dr., $880*, °50 
Custom 4-dr., $340. '46 Custom 4-dr., 
$135. 
OLDSMOBILE — ‘51 (88) Holiday, $710; 
4-dr., $480*, $400*. ’50 (SS) 4-dr., $855. 


’49 (88) 2-dr., $365*. 
PACKARD—’51 Clipper 4-dr., 
4-dr., $180*. 
(Continued on Page 107, Col. 1) 
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1,805* (ps); Two-ten (8) 2-dr., $1,200. 2-dr., $365, $305*, $215. '50 2-dr., $285, 
mi two-ten 4-dr., $940°. °'53 Bel Air $240. '49 4-dr., $125. 


® 4-dr., $775; Two-ien 2-dr., $670, $650,|NASH—'S3 Ambassador 4-dr., §815*. ‘50 
sed-Car Auction P fo, se, ae Date cory "|" Stateman Yar Sor 
51 ‘SL Deluxe r r., , 
seaq-Car ucTrion rices $305 "50 SL Deluxe 4-ér OLDSMOBILE—'55 (98) Holiday, $2,330° 


$275°. -» $325, ; 
(ps); (88) Super Holiday, $2,250* (ps); 
Tavaium "co Windser’ é-dr., $210. conv., $2,195* (ps); Deluxe Holiday, $1,- 
eeoro'49 Deluxe club coupe, $205. 915*; 4-dr., ae Pe a ae 
, *. - 
(Continued from Page 106) DODGE — '55 Royal Lancer $i. 725°, 51 os. gi see" (5s). —* 
orone r. j= g 

PLYMOUTH—’'56 Savoy (8) 4-dr., $2,100*. | 172 cars out of 218 offerings.) net club coupe, $205. '39 coupe, 1 ——_ — on coupe, $1,955*. 
'46 Special Deluxe 4-dr., $115. BUICK—’56 Century 4-dr., $2,840*; Spe- wets" ean ghee; aan, % 535° PLE MOUTE’sé Belvedere (8) coupe, $2,- 
NTIAC—’ 56 Chieftain (8) Catalina, $2,- cial 2-dr., $1,885. '55 Special Riviera, $1,675 $1, . . me i’ 900. 94 Te ae Raver te) 4-405 04,600, "4 
PO. "53 Star Chief (8) 4-dr., $730°.| $1,860°; 2-dr., $1,700*. °54 Special 2-dr.,| $1,400*; Custom (8) 4-dr., §$ ° ; ‘ on, $900: 4-dr., $670 
27 "Silver Streak (8) conv., $325*; 4-dr., | $1,020, $1,000. °53 Super Riviera, $1,115* pane 0, wistone, Seis, sits: Baan sees nercak Belvedere, G68. "61 Gran. 
$310*. '50 Silver Streak (8) club coupe, (ps), $1,020°; RM Riviera, $990° (ps), (6) 2-dr., $830°. '53 Custom (8) 4-dr., brook Belvedere, $325; Cambridge 2-dr., 

$200°. $975° (ps); Special 4-dr., $865°, $780°,| 7755. Crest (8) Victoria, $740*; %-ton| $170, $165. '50 Deluxe Suburban, $250. 
STUDEBAKER — '52 Commander Conv.,| $750°. °52 Super Riviera, $640°. pickup, -$655*, $575. 52 Custom (8) 4-dr.,| PONTIAC—'56 Star Chief (8) 4-dr., $2,- 
$360 CADILLAC—’55 (62) 4-dr., $3,350* (ps),| $490, $430. '51 Custom (8) 2-dr., $345,| 500* (ps). '54 Star Chief (8) Catalina, 
s;CELLANEOUS—’52 GMC %-ton pick-| $3,300* (ps). "54 (62) coupe de Ville,| $315) $200. $1,420*; Chieftain (8) Catalina, $1,415*. 
Mp. $410. : $3,695* (ps); 4-dr., $2,750* (ps); coupe, | sUDSON—'53 Wasp 2-dr., $375. ’51 Hor-| ‘53 Chieftain (8) 4-dr., $840*; Chieftain 
ere $3,050* (ps), $2,870° (ps). ‘52 (62) net 4-ar., $185°*. | (6) 2-dr., $635. '52 Chieftain (8) 4-dr., 
IND coupe, $1,610* (ps); (60) Special 4-dr.,|;yNCOLN — '51 2-dr., $415*. °50 4-dr.,| $580*. '51 Silver Streak (8) Catalina, 

Cane ° saveSLae- encU ODE! R—'53 Champion 2-dr., $465* 
Auto Auction. Sale eve Friday. | CHEVROLET—’56 Bel Air (8) Sport sedan, | MERCURY—’56 Custom Station wagon, $2,-| STUDEBAKE ampion i P., . 
{oees are ter sale of Jan. 13.) $2,210*; 4-dr., $2,220* (ps); Two-ten (8) | 445*. °54 Monterey coupe, $1,315*, $1,-| ‘51 Commander 4-dr., $105. '50 Cham- 

(Market very strong and active. Sold 2-dr., $1, 690. °55 Bel Air (8) Sport coupe, 





265*; 4-dr., $925*. '53 coupe, $850. °51 pion 4-dr., $145. 


no 


In the magazine business, like any other, you want to make people reach for 
your product. A bright, attractive package helps. 


Also helpful is a cover that is functional .. . that tells at a glance what’s 
inside of particular interest to readers. 


For over a year now FLEET OWNER editorial covers have been drawing 
subscribers into the book . . . building better readership in issue after issue. 


But these provocative covers are by no means all. Inside is an editorial 
formula that is attracting new readers every day ...acarefully planned 
balance of helpful management and maintenance material, speeded from 
front cover to back by new flo-thru make up. 


If you are a manufacturer of products which interest any branch of the 
truck field, FLEET OWNER can help you sell. 


Why not write for our new booklet, “The,Rolling Market”? It gives a 
graphic picture of the huge truck industry and explains quickly how FLEET 
OWNER can help you attract the big buyers. 


The truck market is really rolling. So is FLEET OWNER. 


cGraw-Hill's Magazine of Trucking 
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WILLYS—’49 (4) station wagon, $200*. 
"48 Jeepster, $175. 


N. PLAINFIELD, N. J. 


(Lebanon Auto Auction, Inc. Sale every 
Wednesday. Prices are for sale of Jan, 18.) 
(Extremely good sale with prices high 
on select merchandise. More buyers in 
market than sellers. We can use many 
more autos. Sold 58 cars out of 69 offer- 


ings.) 

BUICK—’'55 Century Riviera, $1,950* (ps). 
’54 Special Riviera, $1,420*. °52 Super 
sedan, $630, $590. ‘50 RM sedan, $280*. 
’49 Super sedan, $260*. 

CADILLAC—’51 (62) sedan, $1,065*. '49 
(61) sedan, $595*. 

CHEVROLET—’'55 Two-ten (6) 4-dr., $1,- 
000*. '54 One-fifty sedan, $970; Two-ten 
sedan, $740. '53 Two-ten sedan, $640; 
One-fifty sedan, $600. '52 SL Deluxe Bel 
Air, $515; 4-dr., $540, $510, $460. °51 
SL Deluxe sedan, $425. 

CHRYSLER—’52 Windsor sedan, $610*. ’49 
NY sedan, $230. 

DeSOTO—'52 Custom sedan, $450. '50 Cus- 
tom sedan, $390, $340. 

DODGE—’'52 Coronet sedan; $440. ’51 Cor- 
onet sedan, $390, $340. 

FORD—'53 Custom (8) sedan, $740. °52 
Custom (8) sedan, $560, $485; Main (8) 
sedan, $420. '51 Custom (8) sedan, $300, 
ae ‘50 Custom (8) sedan, $250, $240, 

10. 

HUDSON—’53 Hornet sedan, $660*. 

LINCOLN—’50 Cosmopolitan sedan, $240. 

MERCURY — '53 Monterey coupe, $900*. 
"52 sedan, $680. '50 sedan, $275, $235. 

NASH—’'50 Statesman sedan, $150. 

OLDSMOBILE—’54 (88) Holiday, $1,475*; 
4-dr., $1,450*. '52 (98) sedan, $690*. 

PLYMOUTH—’'55 Belvedere (6) sedan, $1,- 
280. '54 Savoy sedan, $950; Belvedere 
Sport coupe, $875; 4-dr., $800. ’52 Cran- 
brook sedan, $390. '51 Cambridge sedan, 
$340, $280. 

PONTIAC—'55 Star Chief (8) Catalina, 
$1,935*. °53 Chieftain (8) sedan, $720*. 
'52 Chieftain (8) sedan, $540*. '50 Silver 
Streak (8) sedan, §280*. '49 Silver Streak 
(8) sedan, $140. 

STUDEBAKER—’52 Champion sedan, $260. 


NEW YORK CITY 


(Skyline Auto Auction. Sale every Tues- 

day. Prices are for sale of Jan. 17.) 

(Market really solid here and dealers 
are buying with strength as most inven- 
tories are low, Late models very active. 

Sold 86 cars out of 113 offerings.) 

BUICK—’53 Super Riviera, $935*; RM 4- 
r., $900* (ps). ‘52 Super Riviera, $615*; 
4-dr., $550*. 

CADILLAC—’52 (62) 4-dr.. $1,225*. °49 
(62) 4-dr., $475*%, $375*; (75) 4-dr., 
$475*. 

CHEVROLET — '55 Bel Air (8) station 
wagon, $1,775*; Two-ten (8) 4-dr., $1,- 
395*, $1,250, $1,215; Two-ten (6) 4-dr., 
$1,250, $1,245; One-fifty (8) 2-dr., $1,170. 
"54 Bel Air 4-dr., $950; Two-ten 4-dr., 
$880, $845, $820, $815, $810, $805, $800, 
$790, $775; 2-dr., $800; One-fifty 4-dr., 
2 at $690, $680. '53 Two-ten 2-dr., $730*, 
$630, $550; One-fifty station wagon, $705; 
4-dr., $495, $465. "51 SL Deluxe Bel Air, 
$430*; 2-dr., $350*. ‘49 SL Deluxe 4-dr., 
$210. 

CHRYSLER—'54 NY conv., $1,100* (ps). 
DeSOTO—'53 Fire Dome (8) 4-dr., $660*. 
‘52 Fire Dome (8) 4-dr., $450* (ps). 
DODGE—’52 Coronet 4-dr., $445*. ’51 Cor- 

onet 4-dr., $200*. 

FORD—'54 Custom (8) 4-dr., $825*, $790*. 
"53 Custom (8S) 4-dr., $695. °52 Crest (8) 
conv., $605*. ‘50 Custom (8) station 
wagon, $275; 4-dr., $170. 


HUDSON—'53 Hornet 2-dr., $700*. e 
LINCOLN—’53 Cosmopolitan 2-dr., $880* 
(ps). 


MERCURY — '55 Monterey Hardtop, §$1,- 
735*. '54 4-dr., $940*. '53 4-dr., $850*, 
$825*. '52 Monterey 2-dr., $720*. ’51 2- 
dr., $325°. 

OLDSMOBILE—’55 (98) Holiday, $2,000*. 
"54 (98) 4-dr., $1,575* (ps). '53 (88) 
4-dr., $800* (ps). "52 (88) 4-dr., $620*. 
"49 (98) 4-dr., $110*. '48 (98) 2-dr., 
$200*. 

PACKARD—'51 4-dr., $365*, $340*. 

PLYMOUTH — '54 Plaza station wagon, 
$905; Savoy 4-dr., $775. '53 Cranbrook 
4-dr., $675*. ‘48 Special Deluxe 2-dr., 
$145. 

PONTIAC—'54 Chieftain (8) 2-dr., $1,- 
310*; Star Chief (6) 4-dr., $1,090*; sta- 
tion wagon, $1,050*. °'53 Chieftain (8) 
4-dr., $850*. °52 Chieftain (8) station 
wagon, $500*. ‘50 Silver Streak (8) 4- 
dr., $310*. 


FARGO, N. D. 


(Tri-State Auction Co. Sale every Thurs- 

day. Prices are for sale of Jan. 19.) 

(Very active sale. Prices seemed to be 
leveling off somewhat. Sold 55 cars out 
of 81 offerings.) 

BUICK—’'55 Special Riviera, $1,980*. °54 
Special 2-dr., $1,095*. '53 Super Riviera, 
$965*; Special 4-dr., $800. ’52 Super 4- 
dr., $520*. ‘51 Super Riviera, $530*, 
$515*. °50 Super Riviera, $275*. 

CADILLAC—’50 (62) 4-dr., $750*. 

CHEVROLET—’'55 Two-ten (8) 4-dr., $1,- 
300°; %-ton pickup, $1,105. '54 Two-ten 
4-dr., $920. ‘53 Bel Air 4-dr., $835*; 
Two-ten 4-dr., $775*, $760, $740; 2-dr., 
$665; One-fifty 4-dr., $580, $325. 52 SL 
Deluxe 2-dr., $400. 

CHRYSLER—’'52 NY 4-dr., $515*; Wind- 
sor 4-dr., $500*. 

DODGE—’54 Coronet 2-dr., $830. '50 Mead- 
owbrook 4-dr., $220*. 

FORD—’55 Country sedan, $1,700; Ranch 
Wagon, $1,695, $1,640. ‘54 Crest (8) 
Country sedan, $1,250; Custom (8) 2-dr., 
$895, $875*, $860; Main (6) 2-dr., $760. 
’53 Custom (8) 2-dr., $725; 4-dr., $710*, 
$585; Main (6) 4-dr., $530. '51 Custom 
(8) club coupe, $445; 2-dr., $525, $410. 
’50 Custom (8) 4-dr., $340; 2-dr., $265; 
club coupe, $290. '49 Custom (8) 2-dr., 
$175, $140. 

MERCURY—’55 Montclair 2-dr., $2,010* 
(ps). '53 Custom 2-dr., $855. 

PACKARD—’51 4-dr., $230*, 

PLYMOUTH—'54 Plaza club coupe, $550. 
‘53 Cranbrook 4-dr., $515; Cambridge 
4-dr., $495. '52 Cranbrook 4-dr., $370. 

PONTIAC—'54 Chieftain (8) 4-dr. $830*. 
’53 Chieftain (8) Catalina, $885° (ps); 
4-dr., $710*. 

STUDEBAKER — ‘'53 Commander Land 
Cruiser, $645. 


CHICAGO 


(Greater Chicago Auto Auction. Sale 
every Thursday. Prices are for sale of 
Jan. 19.) 

(Market strong with very active buy- 
ing despite bad weather. Prices up on 
most models. Sold 192 cars out of 284 
offerings.) 

(Continued on Page 109, Col. 1) 
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~As-You-Build P am 





AAA Highway Plan 
Would Hike Taxes 


WASHINGTON.—Comprehensive |in certain Federal automotive | 


plans for a different approach to 
an enlarged Federal Aid highway 
building program, which floundered 
in Congress last year, has been 
announced by the American Auto- 
mobile Assn. 

The “AAA Motorists’ Program 
for Better Highways” as outlined 
by Andrew J. Sordoni, president, 
calls for a 15-year, 


Parts Business 
Seen Starting 
Golden Decade 


NEW YORK.—Sherrod E. Skin- 
ner, General Motors vice-president 
in charge of accessory divisions, 
told GM parts distributors last 
week that “the next 10 years is 
destined to be the ‘golden decade 
in the automotive replacement bus- 
iness.” 

Skinner addressed a meeting of 
distributors of AC Spark Plug Di- 
vision and United Motors Service 
products at the GM Motorama. 

He asserted that the opportuni- 
ties in the parts industry “are 
unlimited.” In 1955, Skinner ex- 
plained, the automotive parts busi- 
ness had sales of nearly $3 billion. 
Looking toward 1966, Skinner pre- 
dicted a vehicle registration in that 
year of 81 million, or 20 million 
more than today. 


“But its mileage,” he continued, | 


“On the cars that means money 
to the replacement market. “Dur- 
ing the past 10 years, the trend 
to suburban living, automotive 
shopping and extended motor trips 
has increased the average annual 
mileage by 35 percent—from 10,000 
to 13,500 miles a car.” 

Skinner noted that increases in 
population, households, new car 
sales, miles per car, and parts per 


‘car “add up to a fabulous oppor- 


tunity for you in the decade to 
come.” 


Dow Corning Cuts Price 


On Dimethyl Silicones 


MIDLAND, Mich.—Completion of 
the last unit in a $16 million ex- 
pansion program has been reflected 
in a 7.5 percent reduction in the 
price of dimethyl silicone fluids 
and emulsions, according to Dow 
Corning Corp. here. 


Uses of the products range from 
polish additives and liquid springs 
to light-load lubricants and mold 
release agents, Dow Corning said. 


Like Father, Like Son 


Jerry Malone has _ purchased 
Eastgate Motors (Ford) in Issa- 
quah, Wash., and will operate as 
Jerry Malone Ford, Inc. His father, 
Ralph E. Malone, is owner of West- 
side Ford, Inc., Seattle. 





three-phase, | 
pay-as-you-build program financed | 
by moderate, graduated increases | 


taxes. 


| “While affecting all highway 
users, the proposed graduated taxes 
would result in heavy trucks bear- 
ing more nearly their equitable 
|slrare of road costs,” said Sordoni. 

“This program,” he said, “is de- 
signed to carry forward the best 
interests of the national economy, 
the national defense, and the na- 
tion’s 72 million motor vehicle 
owners and drivers. 


“The AAA program,” Sordoni said, 
|“recognizes that future generations 
|will have their own road needs 
| to pay for, and hence does not shift 
the cost for meeting today’s road 
needs onto their shoulders.” 


| The AAA plan, advanced shortly | 


| after President Eisenhower again 


urged a greatly expanded Federal 
road-building program, calls for 
|full review by Congress of the 
| overall 
each five-year segment—in 
|}and again in 1966. 


1961 


'doni said, “that long-range predic- | 
'tions both as to highway use and | 


| highway-user revenues have fallen 
;short of actuality. Future tech- 
nological improvements both in 


vehicles and fuels may entirely | 
|change present concepts of high- | 


| way financing. For these and other 
|reasons, we believe Congress 
should plan ahead for 15 years, 
but give these plans a thorough 
| going-over once every five years 
/in the light of conditions then 
| existing.” 
Specifically, 
calls for Federal expenditure dur- 
ing the first five-year phase of $8,- 
875 million of which $5,000 million 
|'would be for the 40,000-mile Na- 
|tional System of Interstate High- 
ways and $3,875 million for expen- 


|ondary and urban systems. 


|cises which reflect road use—gaso- 
line, diesel fuel, tires and tubes, 
|lubricating oil and ‘“camelback” 
|used for tire re-treading. 


creases in rates: Gasoline, half- 
|cent per gallon; diesel fuel, two 
cents per gallon; tires (less than 
45 pounds), one cent per pound; 
tires (45 pounds and over), five 
|cents per pound; inner tubes (for 
tires less than 45 pounds), one cent 
per pound; inner tubes (for tires 
45 pounds and over), five cents per 


|pounds and over), five cents per 
| pound, and lubricating oil, one cent 
| per gallon. 

“It is estimated,” said Sordoni, 
“that during the first five years 
the increased tax yield from these 
sources would amount to $9,370 
million, which would finance the 
five-year part of the program and 
|leave a reasonable amount for im- 
provement of national parkways 
and highways in national parks, 
forests and monuments.” 








program at the close of | 


“Experience has indicated,” Sor- | 


the AAA program | 


| diture on Federal-aid primary, sec- 


Tax increases under the program | 
would be confined to Federal ex- | 


| AAA suggests the following in- 


pound; camelback (for tires less 
than 45 pounds), one cent per| 
pound; camelback (for tires 45) 


| The following advertised-delivered prices 
include the suggested base factory list 
prices, Federal excise tax amounts and 
suggested dealer delivery-and-handling 
charges. Not included are variable items 
passed on to the retail buyer, such as 
State and local taxes, transportation 
charges and optional equipment. 


BUICK—Special—4-dr. sed., $2,372; 


hardtop, $2,413; conv., $2,696; 4-dr. stat. 
wag., $2,731. Century—4-dr. hardtop, $2,- 
980; 2-dr. hardtop, $2,918; conv., $3,261; 
4-dr. stat. wag., $3,211. Super—4-dr. sed., 


$3,205; 4-dr. hardtop, $3,295; 2-dr. hard- 
top, $3,159; conv., $3,499. Roadmaster— 
4-dr. sed., $3,458; 4-dr. hardtop, $3,647; 


2-dr. hardtop, $3,546; conv., $3,659. (Dyna- 
flow standard on Century, Super and Road- 
master. ) 


CADILLAC—Series 62—4-dr. sed., $4,- 
241; cl. cpe., $4,146; 4-dr. hardtop, $4,698; 
2-dr. hardtop, $4,569; conv., $4,711; Eldo- 
rado 2-dr. hardtop and conv., $6,501. 
Series 60 Special—4-dr. sed., $4,992. Series 
15—8-pass. sed., $6,558; limousine, $6,773. 
(Hydra-Matic and power steering stand- 
ard.) 


CHEVROLET — (Prices are for 6-cyl. 
models; for V-8s, add $99)—One-Fifty— 
4-dr. sed., $1,835; 2-dr. sed., $1,792; bus. 
cpe., $1,700; 2-dr. stat. wag., $2,137. Two- 
Ten—4-dr. sed., $1,921; 2-dr. sed., $1,- 
878; 4-dr. hardtop, $2,083; 2-dr. hardtop, 
$2,029; cl. cpe., $1,937; 2-dr. stat. 
$2,181; 4-dr. 2-seat stat. wag., 
4-dr. 3-seat stat. wag., $2,314. 
4-dr. sed., $2,034; 2-dr. sed., $1,991; 4-dr. 
hardtop, $2,196; 2-dr. hardtop, $2,142; 
conv., $2,310; 4-dr. 3-seat stat. wag., 
$2,448; 2-dr. Nomad stat. wag., $2,574. 


| CHRYSLER—Windsor—4-dr. sed.,  $2,- 
824.75; 2-dr. Nassau hardtop, $2,859.25; 
4-dr. Newport hardtop, $3,082.75; 2-dr. 
Newport hardtop, §2,995.75; conv., $3,- 
290.25; 4-dr. stat. wag., $3,552.50. New 
Yorker—4-dr. sed., $3,727.50; 2-dr. New- 
| port hardtop, $3,899.50; 4-dr. Newport 


hardtop, $4,050; 2-dr. St. Regis hardtop, 
$3,943.50; conv., $4,190.75; 4-dr. stat. wag., 
$4,471.50. 300B—2-dr. hardtop, $4,367.25. 
(PowerFlite standard on New Yorker.) 


CLIPPER—Deluxe — 4-dr. sed., $2,731. 
Super—4-dr. sed., $2,866; 2-dr. hardtop, 
$2,916. Custom—4-dr. sed., $3,069; 2-dr. 


hardtop, $3,164. 


CONTINENTAL MARK II — 2-dr. sed., | 


$9,507. (Turbo-Drive and power steering 
standard.) 

DeSOTO — Firedome — 4-dr. 
632.25; 2-dr. Seville hardtop, $2,688.25; 
4-dr. Seville hardtop, $2,787.25; 2-dr. 
Sportsman hardtop, $2,808.75; 4-dr. Sports- 
man hardtop, $2,907.75; conv., $3,035.75; 


sed., 


2- 
| dr. sed., $2,313; 4-dr. hardtop, $2,484; 2-dr. | 


$2,- | 


| 4-dr. stat. wag., $3,325.25. Firefiite—4-dr. 
| sed., $3,073.50; 2-dr, Sportsman hardtop, 
| $3,300.50; 4-dr. Sportsman hardtop, $3,- 
| 385.50; 2-dr. Adventurer hardtop, $3,682.50; 
conv., $3,498.50; Pace Car conv., $3,569.50. 
(PowerFlite standard on Fireflite.) 


DODGE — Coronet 6—4-dr. sed., $2,- 
228.50; 2-dr. sed., $2,155.40. Coromet V-8 
—4-dr. sed., $2,336.25; 2-dr. sed., §$2,- 
263; 4-dr. hardtop, $2,512.50; 2-dr. hard- 
top, $2,398.50; conv., $2,638.50; 2-dr. 500 
sed., $2,494.90. Royal—4-dr. sed., $2,473.75; 
4-dr. hardtop, $2,657.75; 2-dr. hardtop, 
$2,543.75. Custom Royal—4-dr. sed., $2,- 
583.75; 4-dr. Lancer hardtop, $2,767.75; 
2-dr. Lancer hardtop, $2,653.50; conv., 
$2,873; 2-dr. 500 hardtop, $2,841.90; 500 
conv., $3,061.40. Station Wagons — 2-dr. 
Suburban 6, $2,452.25; 2-dr. Suburban 
V-8, $2,560; 2-dr. Custom Suburban V-8, 
$2,689; 4-dr. 6-pass. Sierra V-8, $2,677.25; 
4-dr. 8-pass. Sierra V-8, $2,782.75; 4-dr. 
6-pass. Custom Sierra V-8, $2,829; 4-dr. 
8-pass. Custom Sierra V-8, $2,934.50. 


FORD —(Prices are for 6-cyl. models; for 
V-8s, add §$99.98)—Mainline—4-dr. sed., 
$1,835.38; 2-dr. sed., $1,800.20; business 
2-dr., $1,698.12. Customline—4-dr. _ sed., 
$1,950.75; 2-dr. sed., $1,905.57. Fairlane— 
4-dr. sed., $2,043.54; 2-dr. sed., $1,998.36; 
4-dr. hardtop, $2,198.70; 2-dr. hardtop, 
$2,143.88; Crown Victoria cl. cpe., $2,287.65; 
conv., $2,309.97. Station Wagon—(2-dr. 2- 
seat)—Ranch Wagon, $2,134.95; Custom 
Ranch Wagon, $2,199.50; Parklane, §$2,- 
378.95; (4-dr. 2-seat)—Country Sedan, $2,- 
246.77; (4-dr. 3-seat}) — Country Sedan, 
$2,378.95; Country Squire, $2,482.50. 
Thunderbird—2-dr. hardtop, $3,101.50. 


HUDSON — Wasp 6 Super — 4-dr. sed., 
$2,380. Hornet 6 Super—4-dr. sed., $2,729. 
Hornet 6 Custom—4-dr. sed., $2,978; 2-dr. 


hardtop, $3,095. Hornet V-8 Custom—4-dr. | 


sed., $3,245; 2-dr. hardtop, $3,388. 


IMPERIAL — 4-dr. sed., $4,780; 2-dr. 
hardtop, $5,042.25; 4-dr. hardtop, $5,173.50. 
Crown Imperial—4-dr. 8-pass. 
550.50; 8-pass. 
erFlite and power steering standard.) 


LINCOLN — Capri — 4-dr. sed., 
2-dr. hardtop, $4,064.50. Pre 
691. (Turbo-Drive and power steering 
standard.) 


MERCURY—Medalist—2-dr. sed., $2,214. 
Custom—4-dr. sed., $2,370; 2-dr. sed., $2,- 


310.50; 4-dr. hardtop, $2,515; 2-dr. hard- 
| top, $2,445; 4-dr. 6-pass. stat. wag., 
$2,682; 4-dr. S8-pass. stat. wag., $2,779. 
| Monterey—4-dr. sed., $2,515; 4-dr. spt. 


sed. $2,611.50; 4-dr. hardtop, $2,660; 2-dr. | 


8-pass. 
spt. 


stat. wag., 
sed., $2,746; 


hardtop, $2,590; 4-dr. 
$2,937. Montclair—4-dr. 


sed., $7,-| 
limousine, $7,684.50. (Pow- | 


$4,157; | 
-dr. 
sed. and 2-dr. hardtop, $4,546; conv., $4,- | 





Current Prices on New Cars 


4-dr. hardtop, $2,794.50; 2-dr. 


$2,724.50; conv., $2,859.50. 

METROPOLITAN Hardtop, $1,445; 
conv., $1.469 (both prices at coastal ports 
of entry). 


NASH—Statesman Super 6—4-dr. sed., 
$2,345. Ambassador Super 6—4-dr. sei, 
$2,644. Ambassador Super V-8—4-dr. sed., 
$2,956. Ambassador Custom V-8 — 4-:r, 
sed., $3,195; 2-dr. hardtop, $3,338. 


OLDSMOBILE — Series 88 — 4-dr. sed., 
$2,443; 2-dr. sed., $2,378; 4-dr. hardtop, 
$2,627; 2-dr. hardtop, $2,555. Super 83— 
4-dr. sed., $2,595; 2-dr. sed., $2,529; 4-dr. 
hardtop, $2,836; 2-dr. hardtop, $2,763; 
conv., $2,986. Series 98—4-dr. sed., $3,253; 
4-dr. hardtop, $3,506; 2-dr. hardtop, $3,- 
435; conv., $3,695. (Hydra-Matic and 
power steering standard on Series 98.) 


PACKARD—Patrician — 4-dr. sed., $4,- 
160. 400—2-dr. hardtop, $4,190. Caribbean 


hardt p, 


—2-dr. hardtop, $5,495; conv., $5,995, 
(Ultramatic standard.) 

PLYMOUTH — (Prices are for 6-cyl., 
models; for V-8s, add $103.25)—Plaza— 


4-dr. sed., $1,892.50; 2-dr. sed., $1,849.50; 
bus. cpe., $1,750.50. Savoy — 4-dr. sed., 
$1,991.50; 2-dr. sed., $1,948.50; 2-dr. hard- 
top, $2,095.75. Belvedere — 4-dr. sed., $2,- 
075.50; 2-dr. sed., $2,032.50; 4-dr. hardtop, 
$2,247.50; 2-dr. hardtop, $2,179.75; conv., 
(V-8 only), $2,443.50. Suburban — Deluxe 
2-dr., $2,162.50; Custom 2-dr., $2,232.50; 
Custom 4-dr., $2,279.75; Sport 4-dr., $2,- 
449 75. 

PONTIAC — Chieftain 860 — 4-dr. sed., 
$2,259; 2-dr. sed., $2,201; 4-dr. hardtop, 
$2,404; 2-dr. hardtop, $2,331; 2-dr. stat. 
wag., $2,529; 4-dr. stat. wag., $2,612, 
Chieftain 870—4-dr. sed., $2,374; 4-dr. 
hardtop, $2,491; 2-dr. hardtop, $2,441; 4-dr. 
stat. wag., $2,709. Star Chief—4-dr. sed., 
$2.488; 4-dr. hardtop, $2,696; 2-dr. hard- 
top, $2626; conv., $2,818; 2-dr. Safari 
stat. wag., $3,089. 


RAMBLER—Deluxe—4-dr., sed., $1,795. 
Super — 4-dr. sed., $1,905. Custom — 4-dr. 
| sed., $2,025; 4-dr. hardtop, $2,190; 4-dr. 
stat. wag., $2,295. 


STUDEBAKER — Champion 6 — 4-dr. 
sedan, $1,993; 2-dr. sedanet, $1,841; 2-dr. 
sedan, $1,943. Hawk 6—Flight Hawk 5- 
| pass. cpe., $1,982. Commander V-8—4-dr. 
sedan, $2,121; 2-dr. sedanet, $1,970; 2-dr. 
sedan, $2,072. President V-8—4-dr. sedan, 
$2,231; 2-dr. sedan, $2,184. President Clas- 
sic—4-dr. sedan, $2,485. Hawk V-8—Power 
Hawk 5-pass. cpe., $2,097; Sky Hawk 
2-dr. hardtop, $2,473; Golden Hawk 2-dr. 
| hardtop, $3,057. Station Wagons—Pelham 
6-cyl. 2-dr., $2,229; Parkview V-8 2-dr., 
| $2,350; Pinehurst V-8 2-dr., $2,525. (Over- 
' drive standard on Golden Hawk.) 
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Dia- 
mond 


12 States for December, 1955-1954 


| | | 
| Stude- 


Reo | baker | White | Willys | Misc. | 


























| 

One State Previously 55 ! 103} | 19) 113) 44 19) 37| 2| 4| 12| 54 9| 417 
Reported for December ‘54 73) t) 17 64 15} 28 6} 2) 9) 4) 29) I 249 
Arkansas 55 | 457| | 36) 215) 268 44) 2! 7| 2| | 1} 1043 
‘54! | 368) 6) 56, 454/ 97 95 | 3] 1 20) 2| 4 | __1106 

Connecticut 55 2} 241] 10) 58, 298) 94) 86 l 7| 14) 56 52/ 27| (984 
‘54 3 169| 10 80) _202| 59) 63) 22 é 17 22) 31 15| 699 

District of Columbia 55 8i 2 61] 84 27 14 1 I 7 8 1 287 
‘54 3 42 Wi 28 13 13 | 2 3 2 i} 118 

Georgia *55) 854 63; 580; 205 75 4 I 5 9 10 2) 1808 
54) 507 72| 525) 53 4) 1 5 10) } 1215 

Idaho 55) 165 l 37, (123) 8! 73 3| | 8 5| 52| 6) 553 
'54| | 157 54; 155 51| 69 1 2| 12 4) 66, 3| ‘575 

Mlinois 55) 1361 | 80; 248; 1250; 400; 492| iT] a) 57) 91) 23| 4056 
‘54 1116 42) 292} ~—*1054 196; 495 14) 3} 54 65 87) 20| 3438 

Nevada 55 151 ta 45 23) l | 18} 17 1] 389 
‘54! 73 20' 100 28 19 3 14) 22 4| 283 

North Dakota "55 7 15) 69 28) 52 l 1 23} 285 
‘54 233} 18 177 25} 48 2 17 520 

Rhode Island 55 293 2| 13) —‘:120 (8; 24] l 1 8| 5) 484 
‘54 49) 4) 14| 88 12} 21} 3} 2) 7| 2 r4| 6 210 

| South Dakota "55 125) 1 18; (138 “| «62 1 I l 25) 2); (367 
‘54 85) 12} 100 17) 45| | 5! 18 | _ 282 
Virginia 55) 2; 865) 3) 12] 873) 209133] 16) i] 12 17| 35 | 7| (1995 
‘54! |} 495| 2} 109) 56} 88} 138 25! 2 18) 7| 52 12| 1464 

| [2 States Reported 55 5] 4793) 98; 707, 3670; 1453; 1057; ~=—«114 25; WtN|~—Ss73]—Ss«383 79| 12668 
| _ To Date for December ‘54! 6} 3367) 66| 755) 3463) 654) _—*1075) 78 20} 163} 119} 331 62| 10159 
| Year "55| 1015) 299883) 3451) 61510) 271190) 76457) 93917| 9945; 2860, 10127) 13246, 24634! 7701| 875936 
| To Date ‘S4| 1238] 274027| 2499; 55937| 249216, 62461| 78453, 5669! 2144; 9412| 10684| 15889| 4746| 772375 





| “The information contained in this report has been compiled from official state documents. Every reasonable precaution has been 
exercised to insure accuracy of this report to the extent of the registrations received and tabulated at the 
|R, L. Polk & Co, cannot assume any liability by reason of inaccuracies or omissions.’’—R, L. Polk & Co. 


time the report is published. 





New Passenger Car Registrations, Eight States for December, 1955-1954 























Car registrations by states AM. Miscel- 
are eames —e en ae Hud- “ Chrys- Be- oid Plym- Mer- ore Cadil-| Chev- | Olds- | Pon- | G. M. K-W | Pack- | Stude-| SP lan- 
; my & ‘ f ’ . 
resentatives fy state capitals. wou | Mosh tora '* fe | Dodge) cum cury |TO am Buick | lac | r@let |mobile! tiac | TOTAL! Kaiser TOTAL! ard | baker | TOTAL! eous 
One State Previously ‘55) 19 35} 54 33 35 78 139| 285 462 13} 84/ 561 | 140! % 455) 141 169! 941) 8| 38 46 27) 1912 
Reported for December Sal 19 Si] 70) 45 32 i} 138) 296) «594 it Se) esol] ato} sta] 153) 98] 1| 2| 5 | 47\——sit|_—«1979 
District of Columbia 55,13 10| 23) —~—OS| SCC) SSC] S| =| ~~SC«*S| S| SCS S| ~~ 2as| ~«93) ~~ 90) ~~ 20) 228| 1886) 3) | 53 23; 76 36, 2835 
sa] __13|__18|__31| __ | __S0|__72|_3zu|_—Sos|__724)_—sn)_—73|_—808)_—te7}_—74)_—559) 193208 _—izit]_—3|_—SsS|_ saa} ——st|_—saa} a8) 2038 
Georgia ‘55 | 5 21) 26} 56 35 128) 310 529 2103 22) 197! 2323) 432) 103|- 2619) 378 | 335 3867) | | 32) 51} 83) 13, 684! 
54) 15 25) 40) 66 34) 104} 245 449; 309! 19) 120; 3230) 413) 87 3063 | 332} 297 4192) 2) 7 9 10) 71) 81) 18} g019 
idaho 30) «BR) 39 st0a) 1334) gag 30) 139) 599) 213) SBN] 1a] tea) 1120 1] | 18) 43) hy 9) 2182 
54) 20 34) 54) 59} 54) 109} 150} 372 652) 15! 90} 757) 294 | 56| 765| 193) 216) 1524) 5) 8) 13} 5| 85) 90) 6| 2816 
North Dakote a | | <i 7, 69] 514) 117) 31) 595) 013) S | «987 l 8; 25; ~S«OS 1) 1807 
54) 7 19} 23) 51 43) 103} 154) 351} 1004 4) 41} 1049} 136} 31 1294| 145) 74| 1680} 1} 1| 7} 26 33) 1] 3138 
Rhode Isiand ‘55) 19) 4) 63) 50) 38 67) 235 390 417 12} 97) 528 | 185) 68 450) 200; 125 1028) 1} i 14) 31 45) 29) 2082 
‘54/ 20) 41) 61} 59 47 92 271 469 679 16} 76 77) | 188) 69 557) 177) 174; 1165} 1} 5) 6} ti} 56 57| 24| 2553 
South Dakota ‘55) 7 17) 24 20 15) 33) 74 142 320 2) 55 377 70 22 31 58 48. 509/ 2 2) 6) 8 14| | 1069 
'54| 12 32 44 53 23 108} 142 326 1047 5) 50 1102 177 24} 793 114 105 1213} 4| 3} 7\ 7| 32) 39} | 2731 
Virginia *55) 56 84 140 205 168 341 922 1636 3065 57) 500; 3625) 978 177 2999 810} 866 5830) 3! | 9% 147 243) 117| 159) 
“ "54) 78 158 236 190 173 333) teas 1725 3528 38} 294 3860) 8! 1 178 4383) 636) 715} = 6723) 6 16} 22) 25) 204 229) 65 12800 
Eight States Reported *55) 156 253 409 539! 397 oor | 2320 4155 7730 157 1225; 9122; 2380 589 t04\ 2045 2034| 15798) 2 9) iy 235 366 601 | 233| 30319 
To Date for December ‘54) 18! 378 559 589| 456 1002 2450 4497; 11319 i? 799| 12237) 2323 560} 11884 1892 1942 1860! | 22 46) 68) 7 548 625) 148} 36735 
Net Adjustment *55| | —2| 2) —2) —i| —22| —54| —79| 74) i _~=t8| -—92| -—243| —13| —462| —I78 —17| 933) ~hi =I | =—2e —24) —3)| 1134 
‘ear "55! 40734) 87654| 128568| 144109) 108344| 264726) 599676/1116855|1437236| 31126] 343328|1812029| 681854) 126302|1487797| 540300| 488890| 3325143 927 6100 7027; 48382| 89147) 137: 47407 4239 
To Date 54) 32825; 77548) | sa | 89294; 68424 13608 | 339265| 633471|1245677| 33884] 252733) 1532294| 466797; 97468] 1237279 3702101 319961 | 2491715 8778; 16794) 25572 36933| 87275 | | 3029919949872 


“The information contained in this report has been compiled from official state documents. Every reason- 
able precaution has been exercised to insure accuracy of this report to the extent of the registrations 












































received and tabulated at the time the report is published. R. L. Polk & Co. cannot assume any liability 
by reason of inaccuracies or omissions.’’—R. L. Polk & Co. 
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Used-Car Auction Prices 


(Continued from Page 107) 


BUICK—’55 Century Riviera, $2,205* (ps), 
$2,025; Special 2-dr., $1,885*. '54 Super 
Riviera, $1,595* (ps); RM Riviera, $1,- 
400* (ps); Special 2-dr., $1,345*, '53 RM 
conv., $1,050* (ps); Super Riviera, $1,- 
005* (ps), $995*; Special Riviera, $890*, 
$745*. '52 RM Riviera, $695*, 2 at $490*, 
$360* (ps), $265*; Special 2-dr., $300°*. 
'51 Super Riviera, $375*. '50 Super coupe, 
$285*; Special 4-dr., $235*, $200*. 

CADILLAC—’56 (62) coupe, $4,500* (ps). 
'55 (62) coupe de Ville, $3,730* (ps); 
coupe, $3,530* (ps); (60) Special 4-dr., 
$3,570* (ps). °'54 (62) coupe, $3,335* 
(ps), $2,950* (ps); coupe de Ville, $3,- 
200* (ps), $3,080* (ps). ’53 (62) coupe 
de Ville, $1,860*; 4-dr., $1,790* (ps); 
coupe, $1,700* (ps). ’52 (62) 4-dr., $1,- 
290* (ps); (60) Special 4-dr., $800*. 

CHEVROLET—’55 Bel Air (6) sedan, $1,- 
715*; 4-dr., $1,300*; Bel Air (8) station 
wagon, $1,635; One-fifty (8) 2-dr., $1,- 
280*, $1,235, $1,170; Two-ten (8) 2-dr., 
$1,225; 4-dr., $1,105; Two-ten (6) 4-dr., 
$1,185. '54 Bel Air 2-dr., $1,000*; Two- 
ten 4-dr., $925*; One-fifty 4-dr., $850*. 
'53 Two-ten 4-dr., $665, $650; 2-dr., 
$650; Delivery sedan, $450. °52 SL De- 
luxe Bel Air, $550*; 4-dr., $425. °51 SL 
Deluxe 4-dr., $385*, $370*; 2-dr., $360*. 
’50 SL Special 2-dr., $200. 

CHRYSLER—’53 Windsor 4-dr., $650*. ’52 
NY 4-dr., $390. 

DODGE — '54 Coronet Suburban, $1,035; 
Royal 4-dr., $975*. °53 Meadowbrook 
4-dr., $565. 

FORD—'55 Country Squire, $1,500*; Fair- 
lane (8) 4-dr., $1,610* (ps); 2-dr., $1,- 
455*; Custom (6) 4-dr., $1,165. ’°54 Cus- 
tom (8) 4-dr., $1,005*%, $940*; 2-dr., 
$900*; Custom (6) 4-dr., $815. '53 Cus- 
tom (8) 2-dr., 8725*. ’52 Custom (8) 
4-dr., $600; 2-dr., $510; Main (8) 2-dr., 
$450. °51 Custom (8) Victoria, $365*; 
4-dr., $325, $290. ’50 Custom (8) 4-dr., 
$270, $260, $240, $230; 2-dr., $200. 

HUDSON—’'55 Hornet Hollywood, $1,710*. 
’54 Wasp 4-dr., $690; club coupe, $680. 
’53 Hornet 4-dr., $505*. °52 Hornet 4- 
dr., $380*, $260°*. 

KAISER—’ 54 4-dr., $800. 

LINCOLN—’53 Capri coupe, $1,265* (ps). 

MERCURY—’55 Montclair coupe, $2,140*; 
Custom 4-dr., $1,490. ’54 Custom Sport 
coupe, $1,115*; 2-dr., $950, $860; Mon- 
terey 4-dr., $950. °53 Montclair coupe, 
$1,100*, $1,020*; Monterey club coupe, 
$995*; 4-dr., $975*, $810*; Sport coupe, 
$960; Custom 2-dr., $775. ’52 Monterey 
4-dr., $535*; 2-dr., $405. °51 club coupe, 
$350*; 2-dr., $225. 

NASH—’55 Rambler station wagon, $1,400, 
$1,200. '54 Statesman Country club, $1,- 
020. '53 Statesman Country club, $840*, 
$775; Rambler 4-dr., $800. '52 States- 
man 4-dr., $455, $430; Rambler Country 
club, $395, $300. °51 Rambler Country 
club, $340. 


OLDSMOBILE — '54 (98) 4-dr., $1,630* | 
(ps); (88) 4-dr., $1,580*° (ps), $1,445* | 
(ps). °53 (98) Holiday, $1,280*; (88) | 
Holiday, $1,085*; Super sedan, $1,085; 


4-dr., $980* (ps), $900*, $900. ’52 (88) 
Super 4-dr., $845*, $750*. °51 (98) 4-dr., 
$470*; (88) Super 4-dr., $465*. "50 (98) 
4-dr., $340*. 

PLYMOUTH—'55 Belvedere (8) coupe, $1,- 
640°; Plaza (6) 2-dr., $1,075. '54 Belve- 
dere 4-dr., $950, $930*; conv., $915*. '53 


Cambridge 4-dr., $515, $405; Cranbrook | 


Belvedere, $610; club coupe, $605. ’51 
Cambridge Suburban, $535; 4-dr., $200. 
"49 Special Deluxe club coupe, $200. 


PONTIAC—'55 Star Chief (8) sedan, $2,- | 


075* (ps). °54 Chieftain (8) sedan, §$1,- 
050. °53 Chieftain (8) Catalina, $870*, 
$865*. ‘52 Chieftain (8) 4-dr., $500*, 
$490. "50 Silver Streak (8) 4-dr., $300*, 
$260°. 48 Silver Streak (8) 4-dr., $295* 
(ps). 

STUDEBAKER — '53 Champion coupe, 
$685*. "52 Commander 4-dr., $300; Cham- 
pion 4-dr., $280. , 

WILLYS—’49 %-ton pickup, $255. 


EBENSBURG, PA. 


(Ebensburg Auto Auction Co. Sale every | 


Thursday. Prices are for sale of Jan. 19.) 
(No change in market from previous 

week. Sold .39 cars out of 48 offerings.) 

BUICK—'54 Special 2-dr., $1,105. "53 RM 
4-dr., $925° (ps). ‘51 RM 4-dr., $470*. 
"48 RM 2-dr., $125°*. 

CHEVROLET—'53 Two-ten Hardtop, $865*; 
One-fifty 2-dr., $550. '52 SL Deluxe 2- 
dr.,. $570. ‘51 SL Deluxe 4-dr., $440*, 
$400*. '50 FL Deluxe 2-dr., $215*; 4-dr., 
$185*. °49 SL Deluxe 2 at $200, $190; 
2-dr., $230. '48 FM 4-dr., $150. '47 FM 
4-dr., $115. 

DODGE—’50 Coronet 4-dr., $205. ’49 Cus- 
tom 4-dr., $235, $205. 

FORD—’'56 Parklane station wagon, §$2,- 
100°. ‘52 Main (8) 2-dr., $480. ’51 De- 
luxe (6) 2-dr., $265. '50 Custom (6) 2- 


dr., $220; 4-dr., $180; Deluxe (8) 2-dr., 


$170*. °49 Custom (8) 2-dr., $170. 

HUDSON—’50 (6) 4-dr., $140°. 

NLDSMOBILE—'55 (88) Super 2-dr., $1,- 
860* (ps). '48 Torpedo (8) 4-dr., $105*. 

“LYMOUTH—’51 Cranbrook station wag- 
on, $480. 

STUDEBAKER — ’51 Commander 4-dr., 
$240*; Champion 4-dr., $185*, '50 Cham- 
pion 2-dr., $170. 

WILLYS—’51 Jeepster, $600. 


VALDOSTA, GA. 


(Tom Hewitt Auto Auction. Sale every 

Friday. Prices are for sale of Jan. 20.) 
(We really had a great sale this week 
as we sold nearly every car that was 
registered. Business outlook good as 
there is a strong demand for clean used- 
cars. Sold 164 out of 215 offerings.) 

BUICK — ’56 Century Hardtop, $2,825* 
(ps); Special Hardtop, $2,625* (ps). ‘55 
Super Riviera, $2,145* (ps); 4-dr., $1,- 
475*; Century 4-dr., $1,925* (ps). '54 
Super Riviera, $1,345*; Special 4-dr., 
$1,375*, $1,280*. °53 RM conv., $850* 
(ps). '50 Super 4-dr., $325. 

CADILLAC—'56 (62) coupe, $4,675* (ps). 
*54 (62) coupe, $3,070* (ps); 4-dr., $2,- 
750° (ps). ‘52 (62) 4-dr., $1,230°. ‘51 
(62) 4-dr., $830*. 

CHEVROLET—'56 Two-ten (6) 2-dr., $1,- 
760, $1,690; Delray coupe, $1,730. ‘55 
Bel Air (8) 4-dr., $1,600*, $1,510*; Sport 
coupe, $1,550°, $1,490*; Two-ten (8) 2- 
dr., $1,300; 4-dr., $1,185; Two-ten (6) 
4-dr., $1,210, $1,100; Deiray coupe, $1,- 
200; One-fifty (6) 2-dr., $1,080; %-ton 
Pickup, $830, $750. ‘54 Bel Air 4-dr., 

$1,060; One-fifty 2-dr., $860; Two-ten 











4-dr., $835, $765, $750, $700. '53 Bel Air 


4-dr., $780. ’52 SL Deluxe 4-dr 
%-ton panel, $200. '51 SL Del 


-» $495°; 
uxe sta- 


tion wagon, $435*°; 4-dr., $380. °50 SL 
Deluxe 4-dr., $340; Bel Air, $325; 2-dr., 


$290. '49 SL Deluxe 4-dr., $275. 


CHRYSLER—’53 NY 2-dr., $750*. 
4-dr., $350*. 

DeSOTO—’50 4-dr., $200. 

DODGE—’55 Custom Royal 4-dr., 
$1,550*. °54 Coronet 4-dr., $725. 
onet 2-dr., $460*. ‘50 ‘%-ton 
$225; Wayfarer sedan, $100. 

FORD—’56 Fairlane (8) Victoria, 
club sedan, $2,135. °55 Fairl 
Victoria, $1,680*; 2-dr., $1,520*, 
Main (8) Ranch Wagon, $1,460; 
(8) 4-dr., $1,335. '54 Crest (8) 


"51 NY 


$1,690*, 
’52 Cor- 
pickup, 


$2,200° ; | 


ane (8) 
$1,450°*; 


Custom | 
Country | 


sedan, $1,230; Custom (8) 2-dr., $985; 


4-dr., $960, $900; Main (8) Ran 
on, $1,150; %-ton pickup, $400. 


ch Wag- 
’53 Crest 





(ps); 4-dr., 


$1,700° ; 


Super 4-dr., 


$1,675*. 


265, $1,250*. 
Plaza 4-dr., 
$690; sedan, 


$360; 


000*. 


$630*. 


(Harold B. Robinson Auto Sales Auction. 
Sales every Tuesday and Thursday. Prices 
|}are for sales of Jan. 12-17.) 

(Snow caused light number of entries. 
Prices up about $50. We sold 90 percent 
of offerings in sale of Jan. 
all, sold 160 out of 176.) 
BUICK-—'54 RM 4-dr., $1,640* (ps); Super | 

Riviera, 

Riviera, $1,535*; 

’53 Super Riviera, $1,150*; 
$1,000* ; 

Riviera, $700*, $675°*; 
CADILLAC—'53 
CHEVROLET—'55 Bel Air (8) 4- 


era, 


4-dr., 
(98) 
"51 (88) 


PLYMOUTH—’55 Belvedere 


Business coupe, 

bridge 4-dr., $225. 
PONTIAC—'54 Chieftain 
’49 Silver Streak (8) 2-dr., $195. 
STUDEBAKER—’53 Commander Hardtop, 
*52 Commander coupe, $335*. 
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54 (88) 


2-dr., 
$350*. 


$275. 


(8), 4-dr., §1,- 


PHILADELPHIA 


$1,550° 
Century 


conv., 2 at 


(6) 4-dr., $1,- 
‘54 Belvedere 4-dr., $725°*; 
’53 Cranbrook conv., 
Cambridge 4-dr., 
"51 Cam- 


17th, Over- 
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Holiday, | toria, $590*, $570*, $510; Custom (8) 
$1,110°*; ——— 2-dr., $530, $425. '51 Custom (8) Vic- 
toria, $430 $410; conv., $340, 


HUDSON—’54 Jet 4-dr., $530. '53 Wasp 
Hardtop, $640. '51 4-dr., $200, $160. 

















KAISER—’51 4-dr., 2 at $120. '49 4-dr., 


$130. 

MERCURY—’53 Custom Hardtop, $1,080*. 
’52 4-dr., 2 at $640*. 

NASH—’54 Rambler 2-dr., $530. '52 Ram- 
bler 4-dr., $380. '50 Rambler 2-dr., $135, 
$105. 

OLDSMOBILE — ’53 (98) 4-dr., $1,050*; 
(88) 4-dr., $1,200* (ps). ’52 (98) 4-dr., 
$500*. °51 (88) 4-dr., $410*. °'49 (88) 
4-dr., $220. 

PACKARD—'49 4-dr., $150. 

PLYMOUTH—’'56 Savoy (8) 4-dr., $1,800. 
‘55 Belvedere (8) Hardtop, $1,280*%; 
Plaza (6) 4-dr., $1,180. ’54 Belvedere 

ante Hardtop, $1,010*; Savoy 4-dr., $750, 

Tavesren $700; Plaza 2-dr., $710, ’53 Cranbrook 
4-dr., $660*, $600, $530; Cambridge 2- 
dr., $570, $555. 

PONTIAC—’ 54 Chieftain (8) Catalina, $1,- 
150*, '52 Chieftain (8) 4-dr., $600*. ‘51 





he 
ae ue. | Silver Streak (8) 4-dr., $490*, $350. 
Special Rivi- STUDEBAKER — 54 Commander 4-dr., 
$970*, '52 Super “They want to look at a Con- $700. °53 Commander 4-dr., $430, ’52 
RM Riviera, $560*. tinental—and they aren’t EVEN Champion 2-dr., $200. ’51 Commander 
sedan, $1,930* (ps). : 2-dr.,- $240, $230. '50 2-dr., $160, 


dr., $1,.| '” the telephone book.” MISCELLANEOUS — ‘52 Austin sedan, 








(8) Victoria, $900*; Custom (8) 4-dr., 375, $1,310; Two-ten 4-dr., $1,290, $1,- |} $320. 

$815, $770*, $650*. ’52 Custom (8) 4-dr.,| 220, $1,170, $1,095, $1,035. °'54 ’ } | 

$465*, °51 Deluxe (6) 2-dr., $230. ’50| Bel Air 4-dr., $890; Two-ten 4-dr., | DeSOTO—'53 a (8) 4-dr., $786. OMAHA 

Custom (8) 4-dr., $400, '49 Custom (6)| $870*, $860, $820, 2 at $790, 52 Fire Dome (8) 4-dr., $470. '51 4-dr., 

4-dr., $150. ’46 Deluxe (8) 2-dr., $170.| $780. °53 Two-ten station wagon, $790*; | $250. '49 4-dr., $310. (Richard Abel Auto Auction, —_ i 
LINCOLN—’54 Capri conv., $1,650*. 53 | 2-dr., $700*, ’52 SL Deluxe 4-dr.,, DODGE—’55 %-ton panel, $850. '53 Coro- | Thursday. Prices are for sale o i‘ ; . 

Cosmopolitan 4-dr., $630*. | $515*, $500, $475, $390. '51 SL Deluxe| net 4-dr., $660*, $535, $530; Meadow- (Brisk sale with prices up and buying 
MERCURY—’55 Monterey coupe, $1,775*.| Bel Air, $435*, 4-dr., $510, $290;| brook 2-dr., $665. ’51 %-ton panel, $305, | Power strong.) : . , 

53 4-dr., $875*. '52 Custom Sport coupe,| FL Deluxe 4-dr., 2 ‘at $270; SL| $240. '49 Coronet 4-dr., $190, $180, $125, | BUICK—'56 Super ee ee . oe 

$600*. '51 2-dr., $310. '50 club coupe,| Special 2-dr., $260; Delivery sedan, $240. $110. ; ‘°'54 Super _ riviera, $1,380*. ’5 pec 

$285. °47 4-dr., $150. | *50 SL Deluxe 2-dr., $245, $220, $170,| FORD —'55 Custom (6) 4-dr., $930. ’54|_ 2-dr., $300*. 100°, °48 
| OLDSMOBILE—'56 (98) Holiday, $3,260*| $160, $150. Custom (8) 2-dr., $875. °53 Crest (8) | CADILLAC— 50 (62) 4-dr., $1, H 

(ps), ‘$3,240* (ps); (88) Super 4-dr., $2,- | CHRYSLER—'52 Saratoga 4-dr., $575. ‘51 Victoria, $825; Custom (8) 2-dr., $795; | i 82) conv., $300 : e . 2 

850*, $2,650*%; Holiday, $2,495*. '55 (88)| Windsor 4-dr., $250; Imperial 4-| Custom (6) 2-dr., $690; Main (8) 4-dr., | CHEVROLET—'56 Two-ten (8) 4-dr., $2,- 

conv., $2,250* (ps); Holiday, $2,100* dr., $200. $620, 2 at $600, $550. '52 Crest (8) Vic- (Continued on Page 122, Col. 3) 
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Bank of America... 


is the country’s largest US bank ... with 1954 year end 
deposits of $8.27 billion, 4.42% of US total deposits.* But 
not even its vast deposits can convey the influence of this 
bank in hundreds of West Coast communities. 


But figures are not always synonymous with big value. 
Consider SuccessFuL FARMING with only 1,300,000 circulation, 
reaches 42% of all US farms earning $10,000 or more. Seven 
out of ten.of its farm subscribers are in the 39% minority 
that gets 88% of the national farm income. 


SF farmers work big farms, average 286 acres... own 
more than a third of all farm tractors, and almost half the 
grain combines, hay balers, milking machines. They are big 
producers... account for 53% of the corn harvested for grain, 
57% of the hogs, 44% of the dairy products, 44% of the eggs 
... and average around $10,000 in cash income. 


Because SuccessFUL Farminc for fifty years, has helped the 
country’s best farmers make more money, no other medium 
can match its influence. For more quality prospects, and to 
balance national schedules, you need SuccessruL FARMING. 

* Sources: Bank of America, Value Line Investment Survey, May 16, 1955; 

US Total, Economic Indicators, Joint Committee of the Economic Report, Sept. 1955. 

MerepirH PusuisHinc Company, Des Moines. . . with 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles, 
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(Continued from Page 100) 


against a guy succeeding in a 
dealership if he does not have auto 
sales experience. 

“Of course, there are excep- 
tions to this. But, if I were go- 
ing to start a dealership, I would 
go as a salesman with somebody 
else first.” 

Referring to the matter of an 
“acceptable product,” Helwig said 
he watches closely the national 
sales penetrations of the various 


makes to determine this. 
ok x * 


Comparisons Help Clients 


OUND administration, he said, is 

necessary to success in a 
dealership. He added that “the 
playboys used to make money de- 
spite themselves. But now they’re 
reforming or getting out.” 

Helwig feels that his “operation 
analyzing” makes its greatest con- 
tribution in the field of “sound 
administration.” 

“For instance,” he explained. 
“We’ve got two clients—each 
selling the same car and each 
doing a $6 million volume of 
sales annually. One of these 
dealers made $168,000 and the 
other will net only $50,000 to $60,- 
000. 

“Our job is to study each of 
these operations, comparing the 
various elements of the operations 
with each other and with other 
dealerships doing a similar volume 
with a similar car.” 

* * * 
| COMPARISONS are an important 
part of Helwig’s job and he 
| has a reciprocal relationship with a 
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Analyst Probes for Profit Factors .. . 


Why Some Dealers Prosper 





similar firm, L. H. Penny & Co., 
of San Francisco and Los An- 
geles, for the purpose of making 
such comparisons. 

In these and all other compari- 
sons, the dealerships are identified 
as “Dealer A,” “Dealer B,” etc., to 
keep the information confidential. 

Of the 162 dealerships which 
Helwig analyzes continually, 
more than half are members of 
dealership associations which 
subscribe as a group. 

At present he has agreements 
with a Chevrolet association, a 
Buick association, a DeSoto associ- 
ation, an Oldsmobile association 
and a Pontiac association. He ex- 
pects to sign a group of Chrysler 
dealers soon. 

* * * 


Method of Analysis 


HE remainder of Helwig’s 

clients are individual dealers, 
whose operations get a more care- 
ful and detailed study. 

He said the chief difference 
between the two plans is that in 
the group study he locates and 
reports the weaknesses and 
trends of an operation. In the 
individual study, he locates these 
weaknesses and trends and then 
explores the reasons and per- 
sonnel behind them. 

Here is Helwig’s method for 
analyzing an individual dealership 
operation: 

1. Get the dealership’s latest fi- | 
nancial statement and make a de- 
tailed study of the balance sheet, 
the operating statement and the 
firm’s net worth. | 

* ok Es 
7 Make an analytical breakdown 

* of the firm’s net sales, gross 

profit, selling expense, noncontroll- 


able expenses (rent, depreciation, 
taxes, maintenance, insurance, 
etc.), controllable expenses (sup- 


plies, advertising, salaries, contri- 
butions, etc.) and operating profit. 





3. On a new account, Helwig} 
likes to visit the dealership and 
confer with the dealer and each 
department head individually. | 
Sometimes the dealer and his men 
come to see Helwig. 

At this stage Helwig probably 
will say to the dealer and his de- 
partment heads, “Here’s what you 
|did. Here’s what similar dealer-| 


you did?” 


* * * 


Report Cites Weaknesses 


NE of his recent problems con- 
cerned two dealerships selling 
|the same product within 1% miles 
of each other. One dealer did a $5 
|million gross for a profit of $73,000 
land the other made $32,000 on a 
$3 million gross. This differential 
was traced to a difference in new- 
car selling jobs. 

4. After visiting the new ac- 
count, Helwig and a couple of 
Rutten, Welling assistants pre- 
pare a lengthy report—possibly 
30 pages—giving their conclu- 
sions and recommendations. 
Careful consideration is given to 





the trends in the various depart- 
ments during the previous three 
or more years. 

Said Helwig, “In these recom- 
mendations, I may urge the dealer 
to replace a new-car manager or 





operations, Helwig said his service 
has the advantage of being com- 
pletely independent. 

He said, “Naturally, the facto- 
ries are looking for things in an 
operation that will help them 
achieve their objectives—m ore 
sales and the advancement of 
the factories’ policies. We take 
a detached viewpoint. We have 
no motive other than to help him 
make more profit. 


“As a matter of fact, I've fre- 
quently told a dealer that he would 
have made more profit by handling 
a sales volume of $500,000 less.” 

x * * 


— is on good terms with 
many factory officials, fre- 
quently locating dealers and per- 
sonnel for them. He also likes to 
keep in close contact with the fac- 
tories in order to keep informed 
on the latest trends in the industry. 


He added that many factory 
officials feel that Helwig is indi- 
rectly doing a service for the 
factories by establishing sounder 
dealerships. 

Helwig said that he and these 
men all remember Alfred P. Sloan 
jr. GM chairman, frequently say- 
ing, “As long as our dealers con- 
tinue to make money, the smoke 
will continue pouring from our fac- 
tories.” 


* 


|How Clients Are Billed 


ELWIG also maintains factory 

contacts by virtue of the fact 
that some of his clients are largely 
owned by the factory financing 
groups—GM’s Motors Holding, 
Ford’s Dealer Development and 
Chrysler’s Dealer Enterprises. 

Helwig’s charges for his serv- 
ices are based on an individual 
dealership’s sales volume. He 
said the charges begin at $300 a 
year, with the average charge 
being less than $400. One client 
has a volume of $10 million and is 
charged $750. The only extra 
charges are for mileage if Helwig 
visits the dealer. 

His charges for analyzing the op- 
erations of an association range 
from $200 to $250 a month. Hel- 
wing said these studies were done 
almost at cost because the indi- 
vidual dealers learn the value of 


ships did. Why did you do what/his services and freqently buy the 
| individual service. 


The operation 
of each member is compared with 
all other members in a single re- 
port. 
* * * 

A 50 percent of Helwig’s 

analyzing clients also are tax 
and auditing clients of Rutten, 
Welling, although the analyzing 
charges are the same regardless 
of whether the client is an audit- 
ing customer. 

Helwig said that an unfortu- 
nate part of his business is that 
the best dealers usually are the 
ones who see the value of his 
service, while the poor opera- 
tors don’t subscribe. 

However, Helwig did mention one 
of his clients who, with an air of 
mystery, lured Helwig out to the 
dealer’s country place. The dealer 
took him out to the barn and 
showed him several floors of used 
ears which he had stashed away 





a service manager. Frequently the 
dealer realizes that this should be 
done, but he is reluctant to do it 
until I, as an unbiased outsider, 
make the recommendation.” 
* Oo” * 
Thirty days after the report is 

* given the dealer, Helwig 
checks back to see what improve- 
ments have occurred and if his re- 
commendations have been followed. 

He declared, “We merely point 
the way. The big job must be 
done by the dealer. These re- 
ports must be used intelligently.” 

6. Subsequently, Helwig sends his 
clients a briefer, but still substan- 
tial report every three months. 
This is based on the monthly state- 
ments which the clients usually 
file with -him. 

Helwig said he may send as 
many as three or four extra re- 
ports to a dealer during a year if 
he sees some situation in an oper- 
ation that requires special atten- 


tion. 
* 


= = 
Dealer Is Sole Concern 


| DMITTING that most factories 
similarly analyze dealership 


and covered with canvas. 
x * * 


Helwig’s Views on 1956 


This dealer explained that he was 
going to keep those used cars 
under cover until the following 
spring when he was going to make 
a “real killing.” Helwig urged the 
dealer to get rid of these cars as 
soon as possible. 

Asserting that he watches all 


dealers’ used-car operations very 
earefully, Helwig said many 
dealers lose more on used cars 


than they make on new cars. 
He said certain dealers can 
retail their used cars profitably, 
while the only answer for some 
dealers is to wholesale them. 


Asked what kind of a year he 
expected for dealers in 1956, Hel- 
wig said, “Certainly volume will 
not be so high this year. Dealer 
profits will depend on the factory 
policies now shaping up. I look 
for improved factory policies. 
There is a definite need for more 
compatible factory-dealer relation- 
ships.” 

The last installment. of this 
series will appear next week. 
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ANEW RECORD IN NEW CAR ADVERTISING! 


NEWS ran 





the CHICAGO DAILY 
1187,7 


The Biggest Year Yet in Our 80-year History 


In 1955.- 


More New Car Linage than any other Chicago Newspaper... 
Morning, Evening or Sunday* 


*Source...Media Records, Inc. 


Not Only That—1I955 was a Record-Breaker All-Around 
We Ran a Total of 


22,288,875 Lines of Advertising 


598,307 
* and the Saturday Average Circulation Was 
607,704 


All Three Figures— All-Time Highs for The Daily News 


GROWTH IN ADVERTISING...GROWTH IN CIRCULATION...ALL SHOW WHY 





Chicago’s Growing Newspaper is the 
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Court D 


By Leo T. Parker 
Attorney at Law 

. a period of months, the 

writer has laid aside what he 
considered to be unusual and out- 
standing decisions rendered by 
higher courts. I shall briefly review 
these interesting and informative 
legal controversies. 


Recently, a higher court held that 
if the purchaser of an automobile 
gave a nonpayable bank check to 
the dealer, such purchaser was 
guilty of a crime for which he 
could be sentenced to prison. 

For illustration, in State v. | 
Larsen, 286 Pac. (2d) 646, the | 
testimony showed that one Lar- 
sen purchased a used Chevrolet 
from a used-car dealer. Larsen 
gave a check payable to the dealer | 
for $2,000. The car was delivered | 
to him, and he received a bill of 
sale and certificate of title. 


The check was deposited in a 
bank and thereafter returned to the 
dealer by the drawee bank marked | 
“account closed.” It was shown that | 
for two weeks prior to the time the| 
check was drawn, Larsen had no} 
account or deposit in the bank. 


Upon complaint of the dealer, | 
Larsen was arrested, tried and con-| 
victed of obtaining an automobile} 
under false pretenses. He was sen- | 
tenced to serve a long term. The) 
higher court approved the convic-| 
tion, saying: | 

“The giving of a check at the| 
time of a purchase by a purchaser | 
who knows that he has neither| 
funds nor credit in the drawee bank | 
is a false representation.” 

Quite obviously, the dealer also| 
has recovered possession of the car| 
from Larsen. 











+ # * | 
| 

Read Insurance Clauses 
MODERN higher courts consist- | 
ently hold that no insurance! 
company is liable on its policy for 
an automobile accident unless! 
clauses in the policy clearly render 
the company liable. 

For example, in Canadian In- 
demnity Co. v. Western Insurance| 
Co., 286 Pac. (2d) 532, it was dis-| 
closed that an auto dealer, named | 
Burnett, employed a mechanic who | 
owned a Lincoln insured by West- | 
ern. 

Burnett owned a truck which 
he used in his garage business. 
On some occasions he used it to 
pick up spare parts, and on two 
or three occasions he used the | 
employe’s Lincoln for this pur- | 
pose. One day Burnett had a | 
serious accident in the mechanic’s | 
car. 

The higher court held that West- 
ern was not liable on its policy 
issued to the mechanic for injuries 
resulting from his employer's acci-| 
dent, because a clause in the policy 
clearly exempted the company for 
injuries effected while the automo- 
bile was being used for business 
purposes. The court said: 

“It is conceded that Burnett was 
using Mercer’s (mechanic's) auto- 
mobile with permission of the 
owner, hence the policy would cover | 
Burnett's liability unless the exclu-| 
sion is applicable to the factual 
situation here involved. 

“However, the evidence clearly 
supports a holding that the car was 
being used for a purpose connected 
with the garage business.” 

cS 7 * 


Avoid Force in Repos 


EORGE WHITING, of Utah, 
wrote: “What is the law when 
an installment purchaser of an 
automobile defaults? Can the seller 
use force to take the car if the! 
purchaser objects to giving it up?” | 
A few weeks ago a higher court! 
answered this question in the nega- | 
tive. The higher courts consistently | 
hold that if one buys an automobile | 
upon conditional sale and defaults | 
in his agreed payments, the seller| 
can lawfully retake the automobile | 
if he can do so peaceably. 

On the other hand, the courts 
hold that if the buyer objects and 
protests against the seller’s repos- 
sessing the automobile, and | 
obstructs him in so doing, it is | 
the duty of the seller to resort | 
to legal process or a suit to 
enforce his rights of repossession. 
In other words, if the seller uses 
force, he is guilty of assault and 
battery or of trespass, and may be} 


Lawsuits Affecting Dealers ... 
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ecisions 


liable for punitive damages in addi- 
tion to ordinary damages. 

For example, in Kensinger Ac- 
ceptance Corp. v. Davis, 269 S. W. 
(2d) 792, the testimony showed that 
one Davis purchased from Union 
Motor Co. a Ford truck for $2,900. 
Of this, $600 was paid at the time 
of purchase and the balance was 


to be paid in monthly installments. 
x * * 


Hassle in Parking Lot 


NION MOTOR transferred the 

title-retaining contract to a 
finance company. Soon afterward 
Davis failed to make a payment of 
$106.54. Later he left the truck in a 
parking lot. When he returned, he 
found that the truck keys had been 
removed. 

Employes of the finance company 
informed him that they had 
removed the keys and had repos- 
sessed the truck, and told him that 
he could not move it. Davis testified 
that he told these employes he had 
another key, that he was going to 





On 








keep the truck and that he would 
make the overdue payments. 


He testified also that when he 
attempted to insert the key in 
the lock, he was prevented from 
doing so by employes of the 
finance company, that one of them | 
caught hold of his hand prevent- | 
ing him from unlocking the | 
ignition switch and that the 
employes stated that he could not 
move the truck. 


Thereupon Davis walked away 
and later filed suit, alleging con- 
version and asking for compensa- | 
tory and punitive damages. There} 
was a trial to a jury and Davis was | 
awarded $800 punitive damages in| 
addition to ordinary damages. The | 
higher court approved the verdict, | 
saying: 

“As to the punitive damages, the} 
court was correct in submitting) 
that issue to the jury. The evidence 
is sufficient to show that the finance 
company repossessed the truck by 
intimidation and by threats to use 
force.” 

cad * * 
Dealer Held to Promise 


—— to a late higher-| 
court decision, an auto dealer 
is fully liable if he fails to keep| 
his agreement or promise to obtain | 








with engine in the rear, was built 
in such a way that its rear could 
be tipped so the engine could be 
worked on more easily. 





insurance for the purchaser of a 


car. 


For example, in Valdez v. Taylor 


| Automobile Co., 278 Pac. (2d) 91, it 


was found that one Valdez bought 
a car from Taylor. In subsequent 
litigation, Valdez alleged that the 
seller orally promised to obtain 


public-liability and property-damage 


| 


insurance on the vehicle. The seller 
failed to do so. 

Sometime afterward Valdez was 
involved in a collision with a car 
owned by one Daniel. Daniel 
brought an action against Valdez 
for personal injuries and property 
damage arising out of the colli- 
sion. Judgment was _ rendered 
against Valdez for $18,465. 

It is interesting to observe that 
the higher court held the Taylor 
company fully liable to Valdez for 
failure to fulfill its promise to 
obtain insurance. This court said: 

“It is well established that a 
person may become liable in tort 
for negligently failing to perform 
a voluntarily assumed undertaking 
even in the absence of a contract 
so to do. One who willfully deceives 
another with intent to induce him 
to alter his position to his injury 

or risk, is liable for any damage 
which he thereby suffers. 

“If defendant (Taylor Automobile 
Co.) had procured public-liability 
and property-damage insurance, 
plaintiff (Valdez) would have had 
insurance .. .” 


More than 100,000 persons read AUTO- 
MOTIVE NEWS every week! 


QUICK DELIVERY - 


Oneida Safety School Bus Bodies AND profits! They go together like an Oneida body on ANY chassis. 
Make more money by selling the finest school bus made. Custom engineered to SELL! SELL! SELL! 
New safety and operating features immediately say to the prospect: “BUY ME!” To back up your 
sales attack Oneida fully cooperates in the form of an outstanding school bus body . . . a strong, con- 
tinuous direct mail campaign and extensive, hard-hitting national advertising. Oneida will give you 
immediate follow-up and assistance . . . IN EVERY WAY THAT WILL HELP YOU MAKE 


THE SALE. 


There you have it . . . the best school bus body ever made . . . priced to sell . . . PLUS all the factory 
support you can possibly want. Get in touch with us TODAY! We would like to have you join the 


Oneida team. 


Write your nearest Oneida distributor or direct to Oneida for new, free... 
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FOR YOUR BEST YEAR IN BUS BODY SALES—CONTACT ONEIDJOD 
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ng | 100 Days Aloft— 
The cake marks the 100th day aloft for Al Ingman, who is out to break the flag- 
pole-sitting record on the lot of Twin Pontiac, Hermosa Beach, Calif. Holding a piece 
‘0. of the cake are, from left, the Finn twins, Charles and George, while Robert and 


Richard Greenwald get ready to send it up to Ingman. 
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Auto Personnel 


George VanDellen and David J. 
Spitzer figure in new appointments 


§| by Dodge. 


VanDellen has been promoted to| 





and Frank E. Draper, sales divi- 
sion vice-president. 
Ba * 


Van der Veer Is Appointed 


* 


district manager at Joliet, Ill. He| By Tung-Sol Electric 


formerly was on the Chicago re-| 
gional staff. Spitzer now is man- 
ager of territorial development for | 
the central zone at Cincinnati. He 
previously was Atlanta regional| 
manager for DeSoto. | 

* * * | 


Sun Electric Names 7 


To Executive Posts 


Sun Electric Corp. has an- | 
nounced that R. R. Malik has 
been named president, with H. M. 
Coffman, former secretary- 
treasurer, being named executive 
vice-president to replace Malik. 

Other appointments included: 
J. F. Schwartz, vice-president and 
controller; A. E. Loomis, general 
production manager; L. G. Lang- 
pop, secretary-treasurer; J. M. 
Hill, assistant secretary-treasurer, | 





John D. Van der Veer has been 
appointed general sales manager 
of Tung-Sol Electric, Inc., suc- 
ceeding George W. Keown, elected 
vice-president last month. 

Van der Veer joined Tung-Sol 
in 1945. He held the position of 
western equipment tube sales 
manager until 1950. In 1954 Van 
der Veer was named assistant 
general sales manager. 

* * * 


Dodge Appoints Lusk 


Heatherly and Bacon 


Dodge has announced the ap- 
pointment of Robert 
Lansing, and Kenneth L. Heather- 
ley, Charlotte, as district managers, 
and Charles V. Bacen jr. as Indian- 
apolis city manager. 

Lusk has been in the automobile 
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dv NEW “Cradle of Steel.” 
dv NEW Full headroom. 


MORE PROFIT 


dv NEW Bigger, wider, safer entrance door. 
d NEW Solid steel one-piece wheel housing. 


dv NEW Strength engineered into vital spots. 
d NEW Wrap-around “Oneidaramic” windshield. 
gd NEW Wrap-around “Oneidaramic” Theme applied to rear as well as to front. 
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SCHOOL BUS SALES— 


ONEIDA PRODUCTS DIVISION 





HENNEY MOTOR COMPANY, INC. 
CANASTOTA, N.Y. 


D. Lusk, | 
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business since 1950. Heatherley 
joined Dodge in 1950, Bacon in 1954. 


| * * + 


| Mercury Picks Venn to Head 


\lts Washington District 


| W. Stewart Venn, formerly exe- 
| cutive assistant to the general sales 
|manager of Mercury, has been 
| named sales man- 
| 





ager of the divi- 
sion’s Washing- 
ton (D. C.) dis- 
trict. He succeeds 
H. M. Cunning- 
ham, who has 
been appointed 
special assistant 
for Mercury’s re- 
gional sales office. 

Venn has been 
in automotive 
selling for 28 
years, including postwar service as 
general sales manager of Willys- 
Overland Motor Co. and as a part- 
ner to Berl Berry, Rudy Fick and 
C. V. Nichols in Lincoln-Mercury 
and Ford dealerships. 

* * * 





W. S. Venn 


2 Automotive Sales Chiefs 


Chosen by Motor Wheel 


Motor Wheel Corp., Lansing, has 
| announced the appointment of C. J. 
Holden as sales manager of the 








Cc, J. Holden 


R, J. Kinney 


passenger-car wheel division and 
R. J. Kinney as sales manager of 
the truck wheel division. 

Holden, formerly sales represen- 
tative for the passenger-car wheel 
division, will have his office in the 
New Center Building, Detroit. Kin- 
|ney previously was sales manager 
of the merchandise division. 

+ * i‘ 


Champion Names Ficken, 


Scheuing and Tranum 


Several changes in Champion 
|Spark Plug Co.’s field sales force 
| have been announced. 


| H. C. Ficken, who has been ter- 
ritory representative, Macon, Ga., 
|has been transferred to Tampa, 
Fla., replacing L. E. Brown. F. R. 
Scheuing jr., field representative, 
has been promoted to replace 
Ficken. Howard B. Tranum, De- 
Land, Fla., has been hired as a 
service engineer and assigned to 
the southeastern sales zone. 


* ok * 
|Lincoln Names Hulce 


‘Purchasing Agent 


Appointment of Ray A. Hulce 
| as general purchasing agent of 
Lincoln has been announced by 
| Ben D. Mills, general manager. 


Hulce joined Ford Motor in 
1948. He became assistant to the 
purchasing agent of the former 
Lincoln-Mercury division before 
transferring to the Continental 
division as assistant to the gen- 
| eral manager and later purchas- 
| ing agent. In June, 1955, he was 
named purchasing representative 

of Lincoln. 





* * * 


Hyster Promotes St. Clair 


To Eastern Sales Post 
| Walter A. St. Clair has been pro- 
moted to assistant sales manager 
of Hyster Co.’s eastern industrial 
truck division, 
with headquar- 
ters at the Dan- 
ville (Ill.) factory. 
Associated with 
Hyster for 10 
years, St. Clair 
has held positions 
in Illinois, Iowa 
and Nebraska; as 
|national accounts 
representative in 
|Chicago, and as 
manager of the 
mid-central district. 





W. A. St. Clair 


# a * 


| Smith, Gill Head Offices 

| Motors Insurance Corp, has 
| named two new branch managers. 
|They are Burdette V. Gill jr.. who 
takes over the Washington office, 
and Lucius C. Smith, who will 
‘head the Davenport (Ia.) branch. 
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AUTOMOTIVE NEWS, JANUARY 30, 1956 


NADA Leader Backs Proposed Legislation . . . 


Text of Bell’s Senate Statement 


Eprror’s Note: The following 
testimony was given Jan. 20, 1956, 
before the Senate subcommittee 
on automobile marketing prac- 
tices: 

* 


M* NAME is Frederick J. Bell. 


I am executive vice-president | 


of the National Automobile Dealers 
Assn. with head- 
quarters here in 
Washington. 
Founded in 1917, 
NADA is a trade 
association with a 
membership of 
approximately 30,- 
000 franchised 
new-car and new- 
truck dealers. 
My prepared 
statement on this 
occasion will be 





~ Lo 
Frederick J. Bell 


relatively short. 


On behalf of the retail auto- 
mobile merchants of America I 


should like, at the outset, to 
express our gratitude to three 


busy members of the United 
States Senate and their hard- 
working staff, for the work you 
have done over the past many 
months and for the comprehen- 
sive reports you have issued. 


The automobile dealers, almost! 


| 20,000 of whom you report as 
| having responded to your question- 


naire, are convinced that this com-| 


| mittee holds in its hands the future 

| of thousands of small businessmen 

and of the hundreds of thousands 

of men and women employed by 
them. 

| * * * 


| ERTAINLY this committee is 
| in a position to render a great 
| and lasting public service; a service 
|that will help to remove the coer- 
cion, doubts, and fears that plague 
an industry that you have defined 
as one of the cornerstones of the 
|economy. In fact, I believe you 
referred to it yesterday as the 
Number One industry of the nation. 


|far beyond the bounds of partisan} 
| politics and party lines. 
| It is, in truth, a service to all 
America, and that is one more 
| reason why your very existence, 
to say nothing of the sound and 
solid performance already exhi- 
bited by this committee, has 
created a veritable chain reaction | 
of optimism and hope within the 
distribution elements of the auto- 
mobile industry. 
For a number of years, and more 
especially during the past three} 
|years, the National Automobile | 
Dealers Assn. and many groups 
within it have urged, begged and 


pleaded with the automobile man-|°Pportunity of saying here that [| 
with | regard as appalling, a situation that 


ufacturers to sit down 
representative elected groups of| 
their own dealers and work out, 
between themselves across the 
council table, the terms of a selling 


would assure the dealer of a posi- 
tion of equity in any court of law. 
* * * 
‘An Appalling Situation’ 
iT very recently, and with 
very rare exception, these 
pleadings have been disregarded. 


|The reasons for this indifference 


will, I hope, be brought out and 
spread upon the public record dur- 
ing the progress of these hearings. 


This is the second time within 
a period of little more than a 
month that this national trade 
association, which I have the 
honor to represent, has appeared 
before a committee of the United 
States Senate to protest the 
abuses that certain small busi- 
nessmen have long endured. 
This is the second time in that 

short period that I have had the 


compels us to come before you to 
seek relief from practices which 
long, long ago could have been 
corrected by men of goodwill and 


agreement that would not only be| 800d intent. 


| regarded as sensible by any reason- 





The fact that the goodwill and 


A service such as that extends! able man but that, of equal import,! good intent continue apparently to 
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MONRO-MATIC 


SHOCK ABSORBERS 


Monroe’s Tune Up The Ride Cam- 
paign has shown the way to big profits 
for service outlets big and small. Now, 
onroe D-20 Mer- 
chandising Deal, you too, can join the 
Tune-Up profit parade with a very 


with the great new 


small investment. 


Remember, you make up to $16.00, 
including labor, when you install a set 





MONROE AUTO EQUIPMENT COMPANY, MONROE, MICHIGAN 
World’s Largest Maker of Ride Control Products 


Demonstrator —A proven sales producer. 
Shows the customer the difference in control 
between a worn-out shock and a new Monro-Matic 


Winner of “500."’ Monro- 
Matic-equipped cars won 
first place at Indianapolis 
three years straight; took 
lst, 2nd and 3rd in the 
1955 **500.”"" 
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INSTALL 


of Monro-Matics 


Take advantage 
tunity. See your 
full information. 


tising campaign 


commercials, free. 
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Tune Up The Ride” 
assortment of 20 
Monro-Matic Shocks 


Free mats 
for local use 


. And Monroe’s Tune 
Up The Ride promotion, combined 
with the D-20 Merchandising Deal 
and the Monroe 60-Day Free Ride 
Plan helps you sell Monro-Matics in 
big, profitable volume. 


National Advertising— 
Monroe's national adver- 
builds 
sales for dealers. News- 
paper mats and radio 






10 Jumbo Steering 
Wheel Cards 
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4 Window 
Posters 


If customer is not satisfied 


the shocks and send you a 
$4.00 labor adjustment. 
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CAMPAIGN 
°- 20-Shock Deal (D-20) 


Covers 85% of Market! 
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You are invited to Free showing 
of “Behind the Scenes at 
Indianapolis.” Ask your jobber 
for date of showing. 





| be lacking is the basic cause of our 
presence here today. 

| uk ea * 

| other things, the ques- 
tionnaire distributed to all 
| automobile dealers by ycur commit- 
tee directed attention to certain 
| specific matters that have earlier 
| been the subject of legislation 
|introduced in the House or in the 
Senate or both. 

I refer especially to bootlegging, 
phantom freight and exclusive 
areas of sales and service respon- 
sibility. NADA is on record as 


favoring each of these pieces of 
legislation. 
We would like to see them 


passed. Yet, if each of these bills 
were enacted into law today, I am 
most apprehensive that’ the 
results would, by no means, create 
a healthy working climate within 
which the automobile manufac- 
turers and their dealers could 
operate in the public interest. 
Judged by the announced 
responses to your questionnaire, it 
is the opinion of the vast majority 
of the automobile dealers that leg- 
islative action is needed which will 
make it possible for these men to 
operate as independent business- 
men, striving constantly and com- 
petitively in a rough and tough 
industry, but with certain basic 


ground rules clearly defined. 
* * * 


AMC Program Praised 


_. degree of independence that 
is presently enjoyed by the 
automobile dealer calls to mind an 
incident that occurred many years 
ago when I was serving in one of 
the battleships of the battle fleet. 
Our position in column was imme- 
diately astern of the flagship. 

One morning our captain desired 
to leave the formation and carry 
out single ship maneuvers for the 
purpose of training young officers. 
In accordance with normal proced- 
ure, a signal was made to the 
flagship which said, “I request 
permission to act independently.” 

Soon thereafter the reply was 
flashed back from the admiral: 
“Permission granted. Act inde- 
pendently, remaining 400 yards 
astern of this ship.” 

That is just about the degree of 
independence that the retail auto- 
mobile dealer receives from the 
majority of the manufacturers. 

I say the majority, because you 
have had given to you a refreshing 
view of management philosophy on 
the part of the young and able 
board chairman and president of 
American Motors Corp. 

* * * 


* 


OU heard Mr. Romney say, in 

effect, that he felt that changes 

in the working relationship between 

factory and dealer were long over- 
due. 

You heard him expound a phi- 
losophy that I regard as_ sane, 
sensible, and most definitely in the 
public interest. 

In adopting his eight-point 
dealer program, Mr. Romney is 
not giving away one iota of the 
responsibility which it is duty to 
assume. He is not turning over, 
to the men who sell his products, 
the operation of the American 
Motors Corp. 

Rather, he is saying very simply 
and effectively that he feels that 
the men who are responsible for 
the ultimate delivery of his prod- 
ucts to the consumer should have 
a voice in the discussions leading 
to policy decisions which affect the 
entire operation of his corporation. 

The making of final decisions is 
his; this responsibility must always 
rest in the hands of men who are 
chosen by their stockholders and 
their directors to lead a company. 
* * 


* 


‘Statesman’ Sloan 


ME: CHAIRMAN, while this phi- 
losophy is as old as the Sermon 
on the Mount, it is as new as this 
morning’s headlines, under today’s 
management in Detroit and Dear- 
born and South Bend. 

It has been practiced before, 
under a few industrial statesmen 
such as Alfred P. Sloan jr. 

I hope you will permit me to 
give you another naval analogy, 
because I spent 28 competitive, 
hard-working, enjoyable years in 
that great organization, the 
American Navy. 

During the late summer of 1942 
we were not doing too well in the 
South Pacific. Certainly we weren’t 
getting much closer to Tokyo, our 
ultimate objective. 

| I remember vividly that the little 
(Continued on Page 126, Col. 3) 
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CHECK EITHER “YES” 


(1) AN ALL-NEW VOLUME CA 
PRICE FIELD 

E 

(2) A FULL LINE OF CARS TO ME 
MARKET NEEDS 


(3) A “WORKABLE” 
AT A PROFIT 


(4) LIBERAL DEAL 
PROGRAMS 


(5) PRODUCTS THA 
RESALE VALUE 


(6) PROTECTION AGAI : 
“OVER-FRANCHISING 


(7) EXCLUSIVE FEATURES 
CAN OFFER 


A FAIR, EQUITABL 
LISHES A PARTNER 
DEALER AND FACTORY 


(8) 


IF YOU HAVE ANSWERED “NO” TO ANY OF THESE IMPORTANT 
QUESTIONS, YOU OWE IT TO YOURSELF TO FIND OUT 


ABOUT THE NASH FRANCHISE — (2// O+ Write Today — 


Here’s What ADMIRAL BELL, Executive 
Vice President, NADA, Thinks About 
American Motors’ Dealer Policies 


“American Motors’ Program on dealer policies . . . is the most 
progressive step taken by any manufacturer since the establishment 
of a Quality Dealer program by Alfred P. Sloan, Jr., many years 
ago . . . The policies . . . reflect the views and desires of the entire 
retail automobile industry . . . NADA congratulates American 
Motors and its Board Chairman and President.” 


The above direct quote was taken from a statement recently made by 
Adm. Bell for public release. 





VISIT THE NASH HOSPITALITY 
HEADQUARTERS — N.A.D.A. CONVENTION 
TERRACE BALLROOM— SHOREHAM HOTEL—JANUARY 29 THRU JANUARY 31 
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J. W. RAISBECK, VICE PRESIDENT, SALES 


NASH MOTORS DIVISION 
AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 
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i Sanrett Announces: 
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6 Big Bonus Packages for ‘56 


Tremendous VALUES for Car Dealers 


F and Repair Shops 


F Offer Expires 





B-534A 
F Accuracy Gauge 


B-500UP Drum Dokter 

*B-103 Brake Dokter for Ford or 
Chevrolet 
B-534A Accuracy Gauge *When Ordering, 


B-105C Brake Dokter 
B-16A Roll-About 









@ Bonus Price $791.50 date $70.00 e Bonus Price $131.95 Savings $11.50 


February 27 





No. © Bonus Price $898.50 Savings $82.50 





B-105C 
Brake Dokter 


B-500UP 
4 Drum Dokter 






*B-103 Brake Dokter for Ford or 
Chevrolet 


B-240-1 Drum Check’R 
Specify Ford or Chevrolet 





B-115C Brake Dokter 
B-16A Roll-About 


© Bonus Price $112.35 Savings $10.00-—-———————————-----— 


a B-83 Air Riveter 

ff B-18 Anvil 

i B-130 Lining Clamp 
B-244 Drum Check’R 
#246 Filler & Cement 


21st & Cass * St. Louis 6, Mo. 
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Customized 
PRODUCTION Models 
for EVERY Business 


: Vv ENGINEERED for Efficiency 
° V CUSTOMIZED for Versatility 
v MASS-PRODUCED for Economy 





For Hard-Hitting, Fact-Filled Sales Aids—Write to 


OYERTOWM 






Models MC-8, 10, 12 





Barrett Equipment Co. 
21st & Cass, St. Louis 6, Mo. 


a 
! 
Please send additional information on equip- 
ment featured in Barrett's New Year . Bonus 
Program. I 
I 
| 
| 
| 
| 
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of Barrett Equipment 


at the NADA Show ... Jan. 28-31 
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You Get 
More Strength 


—Per Pound—Per Dollar 


BOYERTOWN “Better Built” BODY 


Motors, Spring Valley, N. Y.; 
Schutes Buick Co., Weatherford, 
|Okla.; F. D. Potts Motor Co.,| 


| Marengo, Ia.; Deaver Buick, Goth- 





F Merchandiser 
~ Mindels MF-8, 10, 12 





Across the Nation... 








Auto Dealer Changes 


Buick has announced that fran- 
chises have been issued to 40 new 
dealers. The new dealerships are: | 


Wurtz Buick, Delray Beach, 
Fla.; Faircloth Buick Co., Tampa, | 
Fla.; Dino Buick Co., Stoughton, 
Mass.; Brighem Buick, Medford, 
Mass.; Connolly Buick Co., Bos- 
ton; Speedway Buick, Cranston, | 
R. L; King Buick, Watertown, 
Mass.; Stewart Buick Co., Win- 
ston Salem, N. C. 

Alex Greene Buick, Statesville, | 
N. C.; Farrell Buick Co., Ander- | 
son, s. C.; Jacobs Buick Co., Mont- | 
gomery, W. Va.; Harrell Buick Co., | 
Refugio, Tex.; Arehart Buick, Mis- 
soula, Mont.; ‘Carlson Buick, Tioga, 
Pa.; Peake Buick, Washington; 
Broadway Motor Co., Audubon, Ia. | 

Swanson Motor Co., North Platte, 
Neb.; Harwood Buick Co., Walnut | 
Ridge, Ark.; Augustine Buick Co., | 
Brenham, Tex.; Tyson - Callaway 
Buick, Port Lavaca, Tex.; Motor 
Sales Co., Baltimore; Harris Buick | 
Co., Arkadelphia, Ark.; Northland | 
Motors, Coleman, Wis.; Byers | 
Buick Co., Monroe, N. Y. 

Knudson Buick, Bloomington, 
Iil.; Hungerford Buick Corp., 
Corning, N. Y.; Roy Dick Buick 
Co., Bonham, Tex.; MacLeod 
Motor Sales, Sinton, Tex.; Clark’s 
Buick, Bluffton, O.; Cook Buick- 
GMC Co., Prescott, Ariz.; Bill 
Chaffee Buick, Salina, Kans.; Poff 
Buick, Escanaba, Mich. 

Bell Buick, Liberty, N. Y.; Lazar} 


enburg,. Neb.; Kirkland Motors, 
Winterset, Ia.; Gene Hagen Buick, 
Carroll, Ia., and Anderson Imple- 
ment Co., Keosauqua, Ia. 
* * * 
Farmer Motor in New Home| 
Farmer Motor Co. (Packard) 
has opened its new home at 4800 
E. Main St., Lexington, Ky. The 
firm is headed by Ralph Farmer 
sr., president; Ralph Farmer jr., 
sales manager and Marshall 
Farmer, vice-president. 
* x +* 


Benson Buys White 
C. K. Benson has purchased Lew 
White Motor Co. (Chevrolet-Olds-| 
mobile-Cadillac), O’Neill, Neb. Ben- 
son formerly was a used-car dealer 
in Denver. 





* * * 


Truschel Takes Jeep 
Cecil Truschel, of Truschel 
Bros., Culver City, Calif., has 
been granted a Jeep franchise, 
according to E. A. Jacquemart, 
California Willys zone manager. 
+ * * 


DeSoto Names Isaacson 
Isaacson Motors, Ine., has been 
appointed a DeSoto dealership. It 
is located at 3020 N. Broadway, 
Chicago. 





* * * 


Pearson Buys Rossi Motor 


Bill Pearson Motor Sales, Inc., 
(Studebaker), Ashtabula, O., has 
purchased Rossi Motor Sales 
(Chrysler-Plymouth). | 


15 Dealerships 
Take Franchises 


To Handle Nash 


The following 15 dealerships have 
been granted Nash franchises: 

Donovan’s Sales & Service, Inc., 
Fairborn, O.; Paul L. Donovan, 
president; Daniel Coppler, vice- 
president; D. L. Spencer, secretary, 
and Vera I. Donovan, treasurer. 

Beeman Motors, 201 Polk St., 
Amarillo, Tex., John E. Beeman, 
owner. 

Frontier Motors, Inc., 270 Eighth 
Ave., Durango, Colo.; Robert K. 
Tryon, president, and Lloyd D. 
Locke, vice-president. 

Harvey Nash Motors, Inc., 
Greely, Colo.; Delmer R. Howe, 
president, and Glenn L. Harvey, 
manager and vice-president. 

Mace Motor Co., Dodge City; 
Kans.; Ray.W. Mace and Alfred L. 
Fagen, partners. 

Highland Park Nash, 5317 York 
Blvd., Los Angeles; John S. Bath- 





rick, president and treasurer, and 
Robert M. Nemath, manager. 


Croft Nash. Motors, 623-25 W. 


| Kings Highway, Paragould, Ark; 


E. H. Croft, owner. 

Thomas Nash, Inc., Dodgeville, 
Wis.; Thomas R. Thomas, presi- 
dent; Hugh M. Thomas, vice-presi- 
| dent; Gerald D. Thomas, secretary, 
and Thelma E. Thomas, treasurer. 

Clark Nash Sales, Beach, N. D.; 
C. C. Clark, owner. 

Lockerby Motor Co., 370 Castro 
St., Hayward, Calif.; Arthur J. 
| Baldwin jr. and Edwin A. Locker- 
| by, partners. 

Charles Odus Nash, Mt. Holly, N. 
J.; Charles Odus, owner. 

Phil Gardiner, Mullica Hill, N. J.; 
Phil Gardiner, owner. 

Courtland Motors, 26-28 N. Sec- 
ond St., Stroudburg, Pa.; Sol Roth- 
stein, manager. 

Gloucester Nash, Inc., Gloucester 
Point, Va.; Arthur J. Russell, man- 
ager. 

Douglas Motor Sales, Inc., Rome, 


|Ga.; Douglas W. Dennard, presi- 


dent; Charles B. McCoy, vice-presi- 
dent, and William Kerr, secretary. 


* * x 


Johnson Buys Schmidt 


Guy F. Johnson has purchased 
Schmidt Motor Sales Co. (Cadil- 
lac-Pontiac), Binghamton, N. Y., 
and is operating the firm as Guy 
¥. Johnson, Inc. 

7 * * 


Wesley Moore Sells Out 


Wesley Moore Motor Co. (Cadil- 
lac-Oldsmobile), El Dorado, Kans., 
has been sold to John Fisher and 
Walter J. Barr, Larned, Kans. They 
will operate as Fisher Oldsmobile, 
Inc. Wesley Moore had‘ been in 
business 18 years. 

* *~ * 


Griffin Diversifies 


Greater Dallas Motors (Lincoln- 
Mercury), 2112 N. Harwood, Dallas, 
has been purchased by Ben Griffin, 
Dallas Ford dealer, and associates. 
The firm will be known as Texas 
Kar Co. Walter C. Sypert jr. is 
president and general manager. 

* ~ * 


Schaefer Sells to Colkett 


Emery Colkett has purchased 
A. G. Schaefer Co. (Dodge- 
Plymouth), Olympia, Wash., from 
Norman W. Schaefer, who was a 
dealer for 29 years. 

* * * 


Ridley Gets Own Deal 


Harry J. Ridley has been fran- 
chised as a Ford dealer in Webster, 
N. Y., a suburb of Rochester. He 
formerly was new-car manager for 
Heinrich Motors, Inc. (Chevrolet). 





Dealers Sponsor Show— 


San Francisco Plymouth dealers have 
signed to sponsor Official Film's Foreign 
Intrigue show over KPIX. K. L. McKinney, 
right, president, Northern California Plym- 
outh Dealers Assn., holds contract as Eddie 
Thomas, left, association advertising com- 
mittee chairman, signs it while Barney 
Mackall, Official Film representative, 
watches. 
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To sell the great American Weekly Family 


AUTO INDUSTRY UPS APPROPRIATION 18.9% 


Last year, Detroit successfully met its greatest sales challenge, 
sold more automobiles than ever before in history — close to 
8 million. 

It is significant that during the first ten months of this peak 
year, leaders of the broad shouldered industry raised their 


Why they’re saying “‘YES”’ to The American Weekly 


1 — Reaches nearly one out of four families coast to coast. 


2—Gives dealers unequalled direct sales support— reaching on an average 1 out of every 2 
families in 781 key cities of 10,000 population or more. 


3—Delivered on Sunday—prime time for family reading and buying decisions. 


AMERICAN WEEKLY ad appropriations nearly 80% over the 
previous year. 

Clearly, auto makers see in the more than 10 million families 
who get The AMERICAN WEEKLY each week a car owner 
market as big, vigorous and basic as,their own business. 
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Tee A WweRICAN WEEKLY - 


POWER —to move goods in volume 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N. Y. ¢ ATLANTA e BOSTON « CHICAGO e CLEVELAND e DETROIT e¢ LOS ANGELES e SAN FRANCISCO 


CHICAGO AMERICAN ¢ CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER © COLUMBIA,S.C.STATE 
CORPUS CHRISTI CALLER TIMES * DALLAS TIMES HERALD © DETROITTIMES * HOUSTON CHRONICLE © HUNTINGTON, W. VA., HERALD-ADVERTISER * KNOXVILLE JOURNAL * LOS ANGELES EXAMINER © MIAM! HERALD 
MILWAUKEE SENTINEL * NEW ORLEANS ITEM © NEW YORK JOURNAL-AMERICAN ¢ PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH * PORTLAND OREGONIAN * ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT * SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER * SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD © WICHITA BEACON 


ALBANY TIMES-UNION © BALTIMORE AMERICAN © BOSTON ADVERTISER * BUFFALO COURIER-EXPRESS 
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20,000 : 
NEW CAR | 
DEALERS on 


By Joseph M. Callahan 


Staff Writer 


representing the most serious 
split in the ranks of the UAW in 
many years, has 
begun a drive to 
organize the skilled 
workers in the Ford 
Rouge plant. 

Leaders of the so- 
ciety say their organization has 
8,000 tool and die makers, mainte- 
nance engineers and powerhouse 
engineers in 25 automotive plaftts in 
Michigan. The organizing drive will 
soon spread to other states. 

In outlining the purposes of the 
| Society to 200 Ford workmen in 
| Dearborn last week, Lamont Haver- 
kate, president of the Wayne 
County society, said: 

“Twenty years ago, skilled 
tradesmen were taking home 
| about 85 percent more pay than 
production workers. Today the 
differential has shrunk to 35 per- 

| cent.” 


ORAW-TITE 
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are 
OF COUPLER WITH HITCH BALL 


MONEY - MAKERS / 
Specially Built For BOAT AND UTILITY TRAILERS 


YOU, TOO, can cash in on the 
money-making features of the 
DRAW-TITE hitch and coupler. 
Big demand proves their prefer- 
ence with utility and boat trailer 
owners. Only DRAW-TITE hitches 
are custom built for ANY make 
car. Factory shipments within 24 


LABOR 
FRONT 


PROVIDES PERFECT MATE 





hours after receipt of order 
reduces inventory requirements. 
OVER 500,000 DRAW.TITE 
HITCHES HAVE BEEN SOLD. 
Backed up by national advertis- 
ing, they’re priced right—to help 
you make money! 

@ Hitches for all car models @ One piece (solid bar) steel 

@ Complete—no assembling @ Hauls up to 2000 lbs. GW 
@ Cadmium or polished chrome plated 










For Details an “It is all too apparent that if 
Write UL COMPANY ’ | the skilled tradesman is to regain 
c il. Factory: Belleville, Mich Phone: OXbow 7-294] | lost ground on job and pay rights, 

atom - ani A all oad 'he must do so through an inde- 


| pendent group rather than a union 
|whose constitution and leaders do 






















IF YOUR CAR NEEDS WATER— 


| GIVE IT"NS WATER LOSS” 

R= THE ORIGINAL FACTORY TREATMENT 

USED BY LEADING AUTO rman ete 
| MANUFACTURERS ! : 


HOW NEAT! 
NO Muss! 
NO Fuss! 

JUST DROPA 

NS WATER LOSS 

PROTECTIVE 
PELLET INTO, 

THE RADIATOR! 





Ges—TWo OUT OF THREE NEW CARS 


receive this very same pellet treatment right on the assembly line. 


Use NS Water Loss pellets twice a year or every 
5000 miles for maximum protection. 


AN NS WATER LOSS PELLET 


in your car (two in older cars), assures you positive 
% RADIATOR REPAIR x SCALE RESISTOR 
* BLOCK REPAIR * PUMP SEAL LUBRICANT 
*% RUST RESISTOR % HEAD GASKET LEAK REPAIR 


Strongly recommended with all quality anti-freeze 
SERVICE STATIONS! DEALERS! INDEPENDENT GARAGES! 


Be prepared to give your customers the original factory-prescribed treatment. 
Ask your jobber. 
NS Water Loss pellets available NOW! 

A Coast-to-Coast promotional and advertising program is now beginning— 
NEWSPAPER—OUTDOOR—RADIO—TV—POINT-OF-SALE— PUBLICITY 
Meons extra profit for you. 

Remember NS Water Loss, the original, builds customer good-will for you. 

A ready-made market—twice a year or every 5000 miles. 


ty 


RADIO 
ADVERTISING 
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For information write 


GREAT PRODUCTS, INC. 


P.O. BOX 57 ¢ FENTON, MICHIGAN 


Steps Up Organizing 


| as ours. 
HE Society of Skilled Trades, | 
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not recognize minority groups such | 


* 


Other Moves Futile 


AVERKATE said that such 

groups as the UAW Tool and 
Die Council, originally established 
to take care of skilled workers 
problems, have a history of futile 
attempts to make real progress for 
the skilled worker. 

The Society of Skilled Trades was 
founded last summer, following the 
negotiations of the modified guar- 
anteed annual wage plans with the 
auto makers. 

Throughout the negotiations, 
the skilled workers opposed the 
GAW on the grounds that it | 
offered them nothing, since lay- | 
offs traditionally are not a ma- | 
jor problem of skilled employes. 
UAW leaders have made several 

attempts to “talk” the Society of 
Skilled Trades out of existence, but 
the movement has become so strong 
that they must devise some other 
strategy if they are to control the 
society. 


. * ok 


Ill. Group Fights SUB 


ee a third organiza-| 
tion—the Information Commit- 
tee of Unemployment Benefits of 
Illinois—has been founded to op- 
pose the Supplemental Unemploy-| 
ment Benefits plan worked out last| 
summer. | 


This group is similar to the Ohio 
Information Committee, which 
blocked integration of state and 
private jobless benefits in Ohio last 
fall, and the Michigan Information 
Committee, recently organized to 
accomplish the same purpose in, 
Michigan. 

The committee says integration 
is contrary to Illinois law, is dis- 
criminatory against workers and 
employes, that workers will be 
encouraged to refuse new jobs 
and that employers will be dis- 
couraged from expanding their 
work forces. 

The UAW has contended that the 
supplemental benefits should be en- 
couraged because it is in a method 
of increasing the workman’s stand- 
ard of living. 

* cd * 


GM Strike Continues 
N CANADA, there was little 
progress at press time last week 


in the General Motors of Canada 
strike which has idled 17,000 work- 


jers since Sept. 19. This strike is 
j;now the iongest automotive strike! 
|in Canadian history, exceeding the 


123-day Chrysler strike of 1946 and 
the 110-day Ford strike of 1954-55. 

Officials on both sides said that 
the dispute may have reached the | 
point now where it would not be | 
worthwhile for GM to retool for 

1956 production. 

Contradicting a UAW report that 
the union had made several impor- 
tant concessions the week before, 
a GM spokesman said, “There has 
been no significant movement by 
the union in any of the major issues | 
of the dispute.” | 


»* S » | 


Auto-Lite Pact Okayed 


N LaCROSSE, Wis., employes of 

Electric Auto- Lite Co. have! 
voted acceptance of a new local! 
contract. This action concluded a) 
nine-day strike which had resulted | 
in layoffs at several Chrysler Corp. | 
plants because of lack of parts. 

On the dealership front, Ross M. 
Madden, Chicago regional director 
of the National Labor Relations 
Board, has dismissed petitions for) 
union elections at about 65 Chicago 
dealerships employing 1,400 sales- 
men because the dealers do not par- 
ticipate in sufficient interstate com-| 
merce. 

Edward Fenner, executive direc-| 
tor of Local 705 of the Chicago | 
Automobile Salesmens Union, said 
that he has membership cards from | 
a majority of the salesmen and/| 
that he would persist in his de-| 
mands that the dealers recognize 
his union as the bargaining agent 
for the salesmen. 





sctedinahinditiiikeeetaiamiceticieanaigien 
Trost Adds Mercury | 
Trost Motors (Ford), Chokio,| 
Minn., has been awarded a Mercury} 
franchise. 





for ECONOMY 


@ It’s the Morning 
Courier-Express which 
carries your sales mes- 
sage at a low rate to 
nearly ¥% of the 463,000 
families in Western New 
York’s 8-county market 
where effective buying 
income averages $5,286 
per family. 


ROP COLOR 
available both 


daily and Sunday 
BUFFALO 


COURIER-EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


ATTENTION 
Wholesale Buyers 


As Detroit's Largest 
Oldsmobile Dealer 
We Get The Best 
Used Cars In Trade 
Also Factory Official’s Cars 


GET IN TOUCH WITH 


GAGE 


OLDSMOBILE, INC. 


21710 Woodward Ave. 
Detroit 20, Mich. 


or Call JORDAN 4-5600 








18° PENNETTE 


100 feet only $4.00 pptd. 
124 PENNETTES 
6 Bright Colors 
Satisfaction Guranateed 
Discount on 3 or more 


MYRLO COMPANY 


2168 W. 25th, Cleveland 13, Ohio 
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@ If you want a woman to have a clear, unobstructed view of 
your idea, tell her about it in her own language. Masculine 

talk simply fogs her mental windshield. Feminine 

talk convinces her you understand her. 


Mi The best place to talk her language is in Ladies’ Home 
Journal. Because, in the Journal, she expects to hear her 
language spoken from cover to cover. So your idea seems 
right to her. It belongs. 


@ This accounts for the Journal’s success*—why everything 

a woman sees in the Journal seems personal and important 

to her. And it means that if you talk to her 

about a new car in the Journal, she’ll practically see herself looking 
along the shiny sweep of hood. 





Se *Among all magazines edited for women, the Journal is: 


No. 1 in circulation 
No. 1 in newsstand sales 
No. 1 in advertising revenue 


Never underestimate the power of the No. 1 magazine for women... 


JOURNAL 
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Affecting Factories and Dealers . . . 





Auto Advertising 


By Martin L. Whitmyer 
Staff Writer 


Selling and advertising are ex- 
erting more control over the Amer- 
ican economy today than is gen- 

. erally realized, 
says Burton R. 
Durkee, assistant 
sales manager for 
advertising and 
merchandising of 
Chrysler division. 

Speaking to the 
Advertising Club 
of St. Louis, Dur- 
kee said, “I think 
that you will 
agree with me 
Burton R. Durkee that the level of 
our economy can be kept high by 
the determination of a few of our 
major industries to make products 
that the people will buy and then 
proceed to sell them. 


“Such industries as housing, 
automobiles, appliances, fall into 








this category. Enthusiasm, deter- 
mination and good selling breed 
prosperity, speed up the buying 
and selling cycle, and that adds 
up to a higher standard of living.” 

Turning to his own corporation’s 
business, Durkee said Chrysler has 
had a great year, producing 1,457,- 


453 automobiles for an alltime high. | 


Then he traced the factors leading 
to Chrysler Corp.’s comeback. 

“In 1953, one ‘out of every five 
cars sold was a Chrysler - built 
product. But in 1954, in spite of 
Chrysler’s reputation for fine engi- 
neering, new styling innovations by 
our competitors drastically cut our 
share of the market. In that year 
our share dropped to about one car 
out of eight. 

“In 1955, Chrysler’s new For- 
ward Look, spearheaded by a 
tremendous sales, advertising and 
merchandising campaign, sold 
better than one out of every six 
new cars sold.” 

Durkee said the most important 





| factor in Chrysler’s success is a 
vast enthusiasm, which reaches 
from the bottom to the top of the 
organization. Second most impor- 
tant factor in Chrysler’s success is 
| forward planning. 

Speaking of the dealer-aspect of 
automobile merchandising, Durkee 
| said there is today an entirely new 
concept in the relationship of the 
| factory to the dealer. 

“At one time, the function of 
the factory was to produce a fine 
car at a reasonable price, turn it 
over to a dealer and let him sell 
it the best way he could. That 
was good before the war, but it’s 
not good enough today. Our deal- 
ers are competing against other 
dealers who have tremendous 
support from their factories in 
sales-training, promotion, adver- 
tising and merchandising.” 

In today’s automotive market, 
| Durkee said, “the customer has to 
be pretty well sold before he ever 
goes near a showroom. And Chrys- 
ler Corp. is doing more pre-selling 
| than ever before. 

“One magazine recently pointed 
out that among the divisions of 
Chrysler Corp. for 1955, their com- 








stepped up from about $40 million 
of factory spending in 1954 to 
somewhere in the neighborhood of 
$55 million in 1955.” 

Durkee said Chrysler has _ re- 
cently run ads showing that its 
“300” won both AAA and NASCAR 
stock car racing championships in 
1955. He outlined the Imperial 
Fashion Shows appearing in 30 U.S. 
cities, and called them a pioneering 
prestige auto promotion. 

Durkee said selling and adver- 


| tising were the very basis of Amer- 


ican prosperity. “I believe that 
every one of us who has any part 
in selling or advertising of any 
product can be proud that we are 
helping to keep this country going 
—free and strong.” 

* * * 


|New Delco Ad Approach 


Using what Campbell-Ewald Co. 
terms a fresh approach to advertise 
automobile battery “freshness,” a 
series of ads have been created for 
United Motors Service division of 
General Motors to promote the sale 
of the new Delco dry-charge bat- 


| teries. 


Scheduled to appear during 1956 


‘bined advertising budgets were!in consumer magazines, the adver- 








Any standard or C.O.E. cab is extended 
only 22” for the installation of this efficient 
sleeping compartment. The addition blends 
in with the smart line of the modern cab. 


Cab and sleeping compartment become 
one integral welded steel unit. Welded 
steel structural members give Sleeper Cabs 
greater strength and safety. 


Generous ventilation, insulation from 
sound and outside temperature and four 
broad windows assure maximum comfort. 
The berth is easy to enter or leave while 
the truck is in motion. 


Sleeper Cabs by Automotive Industries 


will pay off for you in saved driver-hours 


Pullman-type berth with one piece inner 
spring mattress provides 75” of solid com- 


and greater alertness on the road! 


AUTOMOTIVE INDUSTRIES INCORPORATED « OWENDALE, MICH. 


fort. Dome light is standard equipment. 





Flush doors enclose locked storage 


space 22” x 19” x 75” under the 


berth. 














tisements will be full page in four 
colors. 

The illustration in the first ad 
compares the freshness of a loaf 
of bread just out of the oven with 
the freshness of a Delco dry-charge 
battery. 

The copy uses the line, “It Can’t 
Get Old Before It’s Sold,” and 
points out that all of the original 
power built into a Delco dry-charge 
battery is still there when the 
dealer sells it, because it is only 
then the dealer adds the fluid which 
immediately brings the battery to 
full fresh strength. 

The first ad is scheduled to ap- 
pear in the Saturday Evening Post, 
Feb. 4, and will appear in Look, 
Colliers and Ebony, during March. 
Later advertisements in the series 
will use strawberries, watermelon 
and corn-on-the-cob in illustration 
with the Delco dry charge battery. 

ok * * 


Thompson Bros. Cited 


Thompson Brothers Cadillac, 
Cincinnati, is pictured and de- 
scribed on three pages of the 
December issue of “Architectural 
Record” magazine, a_ national 
publication for architects and en- 
gineers. 

The new building was com- 
pleted in 1955. 


* * * 


Nash Promotes Adams 


Fred W. Adams has been pro- 
moted to assistant sales manager 
in charge of advertising and mer- 
chandising for 
Nash, it was an- 
nounced last 


Raisbeck, Nash 
sales vice-presi- 
dent. 

Adams, who 
joined Nash in 
January, 1955, 
formerly had been 
director of adver- 
tising and mer- 
chandising. 

He has had 15 years experience in 
all phases of automotive advertising 
and merchandising, having previ- 
ously served as advertising manager 
of one automobile company and 
advertising and merchandising 
manager of another. 

* * * 





Fred W. Adams 


New Hudson Publication 


Hudson Motors has prepared 
a new monthly retail sales publi- 
cation entitled, “The Challenger,” 
which is currently being supplied 
to all Hudson dealers and their 
salesmen, according to N. K. Van- 
Derzee, sales vice-president. 


VanDerzee said the new 
pocket-size booklet contains in- 
formation on automobile market- 
ing trends, retail selling “tips” 
and other data of help to the 
retail sales organization. 


VanDerzee said the booklets 
are available without cost to the 
Hudson retail sales force. 


* * * 


Sales Techniques Evaluated 


In the first survey of its kind, 61 
winners of the “Distinguished 
Salesman’s Award” were polled to 
determine what they consider the 
outstanding “success factors” in 
selling and the order of impor- 
tance in which they rate them. 

Results of the poll are reported 
in an article, “What It Takes To 
Be A Sales Champ,” which appears 
in the January issue of “The Ameri- 
can Salesman.” The salesmen were 
virtually unanimous in declaring 
that the first and greatest need of 
a salesman is training in selling 
techniques, 94.8 percent rating it 
first of 14 “success factors.” 

Four other characteristics won 
over 90 percent of the votes—the 
habit of planning each day’s pro- 
gram in advance, 92.4 percent; 
product information, 91.6 percent; 
importance of a value story to 
overcome price competition, 91.3 
percent, and better closing tech- 
nique, 90.4 percent. 

* * * 


New Marketing Data 
Publication of an “International 
Marketing Digest,” a monthly 
newsletter, has been announced by 
Gaynor Colman Prentis & Varley, 


a 3 Na a 


week by John W. | 


Inc., international advertising, 


agency. 
The newsletter is being made 
available to firms concerned with 
(Continued on Page 124, Col. 4) 




















may a newspaper say 


| 7 GB 4 4 
phipidbeneeen 


‘ies 


: a 
‘ TO THE 


7 AUTO INDUSTRY 


tor a Record Breaking Year 


Never before so many cars produced. 

Never before so many cars sold! 

The entire automotive industry did a remarkable job in 1955. 

And here in Pittsburgh, we perhaps realize it more than most cities in the nation. 


For the auto industry means continued peak production for this area's tremendous steel 


- capacity. It means added markets for the electrical equipment and aqlass industries 
pacity quip 9g 

o which are cornerstones of the Pittsburgh area industrial might. 
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It means added retail trade and high employment because the auto industry is impor- 
tant to all of Pittsburgh. 


At the Post-Gazette, we're particularly aware of the auto boom for—as with many 
newspapers across the country—we reached all-time highs in automotive advertising in 1955. 


We're particularly proud of the part we played locally in a record-breaking auto sales 
year since again in 1955 the Post-Gazette carried more new car linage than any other 
Pittsburgh daily newspaper. 





w 

. And that, too, helped bring about a record-breaking year for the Post-Gazette—the 
” fourth time in the past five years that the Post-Gazette has set all-time record highs in 
total advertising to make this newspaper the "fastest growing daily newspaper in America's 
is eighth market!" 
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ed AGATE LINES PERCENT OF FIELD 
he Post-Gazette 722,206 37.8% 
es NEW CAR ADVERTISING Sun-Telegraph 521,436 27.2% 
ed IN PITTSBURGH DAILY NEWSPAPERS Press 669,227 35.0% 
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PITTSBURGH POST-GAZETTE 


* REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT ° 
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Announcing Six New Manuals Featuring 


AUTOMOTIVE 
SALESMANSHIP 


By W. K. BRAASCH 
Dean of Automotive Sales Trainers 
' A LIFETIME OF EXPERIENCE 
“ ee AT A FRACTION OF ITS REAL VALUE. 
W. K. BRAASCH —— 
FOR THE FIRST TIME, WE ARE OFFERING A COMPLETE AND DETAILED COURSE 
IN AUTOMOTIVE SALES TRAINING. OUR SIX NEW MANUALS CONTAIN ALL 
OF THE FIELD-TESTED SALES PRINCIPLES WHICH WE HAVE USED SUCCESS- 
FULLY IN TRAINING OVER 50,000 AUTOMOBILE SALESMEN. 


TRY AT OUR RISK 
Money back if not completely satisfied - 
ORDER THESE SPECIALIZED MANUALS TODAY! 


No. 1—The Eight Automotive Success Fundamentals. 
No. 2——-The Automotive Selling Process. $2.00 5 osteas b 
SAVE $2.00! 


No. 3—Eighty Ways to Find New Prospects. 
Order All Six for $10.00 








No. 4—Personality—the Key to Leadership. 
No. 5—The Technique of Used Car Salesmanship. 
No. 6—Developing and Testing Your Sales Talk. 


NATIONAL SALES TRAINERS 547 Washington Bivd., Chicago 6, Illinois 


*K You'll see GOODSTIX 
doing its job of selling at 
leading dealer showrooms. It’s 
the modern way to attract con- 
sumer attention. Completely 
transparent so that only the 
message is visible, GOODSTIX 
goes on windows, windshields 
and other vantage points in a 
jiffy. Each sign carries its own 
pressure sensitive adhesive. 
Seconds to apply and no fuss 
or muss in application or re- 
moval. GOODSTIX sells new 
cars, used cars and all sorts of 
automotive products at a pace 
that tops ’em all. 





GoopDsTiIx 
sells 


cars 





too 











Send for illustrated sampler. No obligation. 


PRODUCTS CORPORATION 


263-273 WILLIAM ST., ENGLEWOOD, N. J. 
Phones — New York: Wisconsin 7-4435 @ New Jersey: ENglewood 3-0610 








' OVER 45 YEARS 


“> OF CONSCIENTIOUS 
DEPENDABLE SERVICE 


if 


@ UNIFORMED PLANT PROTECTION 
és Watchmen — Guards — Night Patrol 
ae To serve any Emergency or Occasion 
Days, Nights, Week-ends, Holidays 


@ CONFIDENTIAL INVESTIGATIONS 
Commercial —Industrial— Personal 


Reference Checking e Store Service 
Checking eLarceny and Embezzlement 





Wm. Uconsed—Bonded— insured owt 





zy 7 
6 
Member of Detroit SSERVIC font ee 
Board of Commerce Compensation Act 





WATTS COMPANY 
Crathahod [20 * 
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Used-Car Auctions 


(Continued from Page 109) 





090*. '55 Bel Air (8) 
$1,755*; Bel Air (6) 2-dr., $1,540*; Two- 


ten (6) 4-dr., $1,285. ’54 Bel Air Sport 
coupe, $1,190; Two-ten 4-dr., $1,055*; 
2-dr., $990, $935; Delray coupe, $930. 


’53 Two-ten 2-dr., $810; 4-dr., $740, $685. 
’51 SL Deluxe 2-dr., $350, $345. ’50 SL 
Deluxe 2-dr., $215. ’49 SL Deluxe 2-dr., 


$150. 

DeSOTO—’53 Fire Dome (8) 4-dr., $975*. 
’51 Custom 4-dr., $310. 

DODGE—’55 ™-ton pickup, $1,070. ’53 sta- 
tion wagon, $795; '%-ton pickup, $680. 
"49 Custom 2-<dr., $155. ’48 %-ton pick- 
up, $240. 

FORD—’56 Fairlane (8) Victoria, $2,215*. 


’55 Fairlane (8) 2-dr., $1,590*; Custom 
(8) 4-dr., $1,490*, $1,480*, $1,475*. °54 
Crest (8) Country sedan, 81,325; Custom 
(8) 2-dr., $955, $945. °53 Crest (8) Coun- 
try sedan, $1,035*; Custom (8) 4-dr., 
$750*. °52 Crest (8) Victoria, $715*. ’51 
Custom (8) Victoria, $500*; 2-dr., $315*; | 


station wagon, 





coupe, $315. °49 2-dr., $105. 
KAISER—’51 4-dr., $230*. 
MERCURY 54 Custom 2-dr., $1,265*; | 


$1,005; Hardtop, $1,215*. °'53 Monterey | 
Hardtop, $1,225* (ps); Sport coupe, $1,- 
150*, $950*; 4-dr., $1,000*. '52 Monterey | 
Hardtop, $S880*; 2-dr., $595. °51 coupe, 
$395*. 

NASH—'54 Rambler 4-dr., $840*, ’°52 Am-| 


bassador 4-dr., $690*; Statesman 4-dr., | 
$480; Rambler conv., $355. | 
OLDSMOBILE — '56 (98) 4-dr., $3,250*. 
’55 (98) Holiday, $2,500* (ps), $2,320* | 


(ps). ’54 (88) Holiday, $1,695*, $1,625*; 
4-dr., $1,620*. ’52 (88) 4-dr., $775*. ’51 
(88) Super 2-dr., $696*; 4-dr., $425*;| 
(98) 4-dr., $495*. °49 (88) sedan, $200*. 
’48 (76) sedan, $150. 

PACKARD—’52 4-dr., $350*. 

PLYMOUTH—’55 Belvedere (8) 4-dr., $1,- 
485*, $1,395*. ‘54 Belvedere Hardtop, 
$995* (ps); Plaza Suburban, $945*; 4-/| 
dr., $700; Savoy sedan, $825. °53 Cam- 
bridge 4-dr., $410, °52 Cranbrook conv., 
$545. °51 Cambridge Suburban, $465. 

PONTIAC-—~'55 Chiettain (8) 4-dr., $1,405. 
54 Star Chief (8) -4-dr., $1,155*. °52 
Chieftain (6) 4-dr., $350*. °51 Silver 
Streak (8) 4-dr., $425*. '49 Silver Streak 
(8) 4-dr., $150. 

STU DEBAKER—’52 Champion 4-dr., $195. 

WILLYS—’53 Aero Lark sedan, $275*. 


MISCELLANEOUS—’55 GMC %-ton pick- 
up, $1,160*. 
MINNEAPOLIS 


(Minneapolis Auto Auction, Sale every 
Wednesday. Prices are for sale of Jan. 18.) 
(New-car dealers short on used autos 





in the ’50 to °53 year groups, cutting 
consignments. Buying very good and 
prices up. Sold 54 cars out of 88 offer- 
ings.) | 
’55 Special Riviera, $2,050* (ps). 


BUICK | 
’54 Special Riviera, $1,475*. °51 Super | 
4-dr., $410*. 


| CADILLAC—’55 (62) coupe, $2,550* (ps). 
’51 (62) 4-dr., $1,070*, °46 (62) 4-dr., 
$135*. 
CHEVROLET 
400; 4-dr., $975, $950. ’°54 Two-ten 4-dr., | 
$850, $845. °52 Two-ten 4-dr., $525; 2-| 
dr., $405. ’50 SL Deluxe 4-dr., $325, 2 
at $160. '49 SL Deluxe 2-dr., $175. 
CHRYSLER—’'49 Windsor 4-dr., $140*. 
DeSOTO—’52 Custom 4-dr., $400. 
DODGE—’50 Coronet 4-dr., $190. | 
FORD—’55 Custom (8) 4-dr., $1,285*. ’54 


"55 Two-ten (8) coupe, $1,- | 


Custom (8) 4-dr., $940, $900. '53 Crest 
(8) station wagon, $1,015. '52 Custom |]) 
(8) 4-dr., $550, $365; conv., $505. °49 | 


Custom (8) 2-dr., $190, $175. 
KAISER—’51 Deluxe 4-dr., $120. 
MERCURY—’54 Custom 4-dr., $1,220*, '49 

4-dr., $145. 


NASH—’51 Statesman 4-dr., $215. 
OLDSMOBILE—’55 (98) Holiday, $2,550* 
(ps); (88) 2-dr., $1,815*, $1,550. 51) 


(98) 4-dr., $400. '49 (98) 2-dr., $280. 
PACKARD — '51 4-dr., $250*. ‘50 4-dr., 
$120*. 
PLYMOUTH — ’52 Cambridge 4-dr., $290. | 


’51 Cambridge 4-dr., $205. '50 Deluxe} 
4-dr., $265. | 
PONTIAC — '55 Star Chief (8) Catalina, | 
$2,150* (ps). °52 Chieftain (8) 4-dr., ||| 
$450, °49 Silver Streak (8) 4-dr., $185, 
$120, $105. 
STUDEBAKER—’51 Champion 2-dr., $185; | 
4-dr., $155; conv., $135. 
* * * 
— Auctions in Brief — 
SYRACUSE 


Syracuse Auto Auction. Sale every Wea- | 
|mesday (Jan. 18). Today’s sale was really 
| sensational, The room was so full of buy- | 
ers that it was difficult to walk through. | 
| A very high percentage of cars were clean, 
}and nearly nine out of 10 sold. Our bid- | 
| ders sure are eager beavers on the ania 
ones. : 
| * * * 
WINDSOR, VA. 
| Windsor Auto Auction. Sale every Thurs- 
day (Jan. 19). We were very pleased to 
have such a good sale today in spite of 
|the rain, snow and sleet that fell in this 
|area, We had nearly 200 cars registered 
and a high pescsatage sold. 

* * 


MASON CITY, IA. 

Central States Auto Auction. Sale every 
Wednesday (Jan, 18). Blizzard conditions 
and snow-packed roads kept buyers and 
sellers at a minimum, Sold 71 out of 89 


consignments, 
> 


MANHEIM, PA. 

Manheim Auto Auction. Sale every Fri- 
day (Jan. 20). We were really snowed un- 
der today with one of the smallest sales in 
the history of the auction. We had a total 
of only 65 cars listed, and all but a few 
of them were sold. 





Enka Yarn Prices Up * 
NEW YORK.— American Enka 
Corp. has announced an upward 
revision of its rayon yarn prices. 
All regular and all jetspun yarns, 
all deniers, packages and grades, 
will be increased three cents per 
pound, except that the three-pound 
knotless cakes will be increased 
4c per pound. Suprenka and Tempra 
ya:«, will be increased five cents 


per pound. 
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90% of Your Work 
Can Be Handled by This 


PORTABLE 


Infra-Red 
DRYER 


THIS NEW TRIPPE 
IR-7 DOES A 
WONDERFUL JOB! 


Makes money for you immediately. e Low in 
cost, it ties up mighty little capital. e Famous 
Trippe 3-switch controls lights from 1 to 7 
bulbs in any combination. 


To Get the Story—Ask Your Jobber 
Or Write Us Now 


TRIPPE MFG. COMPANY oep:.s 


218 N. Jefferson St. 


















Mr. New Car Dealer 


How Nu Orm’'s 


New Master Sales Control Plan 
helps you sell more 


cars at less cost... 


with higher gross! 


N° ORM’S New Master Sales Control Plan was prepared at 


the instigation of and with the help of, one of America’s 
most successful dealers in the medium price field in order to 
be prepared—in advance—for the extremely competitive selling 


'|| period ahead. 


Essence of the plan is this: Pertinent information on pros- 
pects for New Cars, Used Cars, Service, and Insurance—(from 
all sources-owners-service customers-employees-salesmen-walk- 
ins-registration lists-“bird dogs’”)—is systematically funneled 
into a Master Sales Control record. These customers and pros- 


| pects are regularly contacted at scientific intervals in person, 


by phone and by direct mail on a systematic, organized basis. 


Although the follow-up idea is not new, results of this partic- 
ular Nu Orm follow-up Plan are. This new Nu Orm Master 
Sales Control Plan is being used successfully—and profitably— 
by “30-a-month” and by ‘300-a-month”’ new car dealers. Write, 
wire or telephone today. Or, mail convenient coupon below. 


See Nu Orm's New Master Sales Control Plan in action at 
BOOTH 103, Exhibit Hall 1, N. A. D. A. 
WASHINGTON CONVENTION 
January 28, 29, 30, 31, 1956 


%& NATIONAL FRANCHISES AV AILABLE 


If you are a well-established business man presently calling on new 
car dealers in your area, you may be eligible for an income-supple- 
menting Nu Orm Franchise. Write, wire or phone today. 


NU ORM PLANS, «. 


1015 South La Cienega Bivd., Los Angeles 35, Calif. BRadshaw 2-3441 
FILL IN, TEAR OUT AND MAIL TODAY 


To: NU ORM PLANS, INC. 
1015 South La Cienega Bivd., 
Los Angeles 35, Calif. 


Please send me your illustrated pamphlet ‘How to sell more cars at less cost, with 
better grosses." 


My Name 
NRG haa daw aap tna o nied edad adoa40 400k ov an boohaciasiandeos enon babwoeuduoend 
Address 





Chicago 6, Illinois 
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No matter where they live, Holiday readers seem 
to have quite a few things in common. 

Take the way they feel about their cars. Given 
the least nudge, they can’t resist piling into the 
family chariot and heading for the gay spots — 
usually pretty distant gay spots, too. 

A few facts: In a typical year, Holiday families 
drive the astronomical total of 15 billion miles... 
the equivalent of 387 round trips to the moon. And 
while doing it, they use up a billion gallons of gas 
and 83 million quarts of oil. 


Met your tort cuxctiones,-.ina Mpa 


Some people are nuts about bolting... 


But that’s not all. To satisfy their mileage 
manias, they will consume a potential 9 million 
spark plugs, 2% million oil filters, and 600,000 bat- 
teries, to mention a few. 

Clearly Holiday readers are the driving-est peo- 
ple in America. And when you advertise in Holiday, 
you talk to them while they’re in a motoring mood! 

51 leading automotive advertisers are currently 
enjoying the selling power of Holiday Magazine. 
Isn’t it time you did, too? 
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Great Names, Yes.... BUT. Mr. DEALER, 
YOUR NAME IS IMPORTANT, TOO! 


SCOTCHLITE ADS 
CHROME + CRAFT FRAMES 


NOW also a New Product—SCOTCH KROME KAL 


DISPLAY YOUR NAME WELL WITH DOUGLAS EMBLEMS 


Finest Advertising Emblems Made. Permanent, Attractive, Legible, Individual and 
Distinctive Designs made by Douglas Craftsmen. 


Write for Free Sample Without Obligation. 
Some ferritories open for top salesmen. 


em cd Ae fs rereeterennrersr 


Serving Auto Dealers Well Since 1932 


More Modern, Lighter 





Stronger. More Durable, 


Wl 
of MONTPELIER (FRP) FIBERGLAS 


Reinforced PLA STIC 


NO OTHER BODY STRUCTURE HAS ALL THESE CHARACTERISTICS 


— 
Montpelier Urban Delivery Body CORROSION — ODOR PROOF 
ciate MONTPELIER (FRP) Plastic bodies do not corrode—do not pick up odors—rust— 
= rot—and may be steam cleaned without deterioration. 
2 SUPERIOR INSULATING VALUE 
= MONTPELIER (FRP) Plastic body material has superior electrical and thermo 
= insulating characteristics. FRP conducts only 1.2 B.T.U. as compared to 


1200-1500 B.T.U. for aluminum, and 275-325 B.T.U. for steel. 


¢ 


-* REDUCED BODY WEIGHT 


Considerable reduction in body weight—saves tires—saves gas—saves main- 
tenance—improves load capacity. 


Montpelier Side-Aisle Delivery Body IMPROVED BODY SANITATION 


A high degree of sanitation is possible due to the extreme resistance of 
MONTPELIER (FRP) Plastic body material to acid—chemicals—odors—corrosion. 









MAXIMUM STRENGTH 


MONTPELIER (FRP) Plastic body construction results in body strength as great 
as any other body material used under similar conditions. 


REINFORCED PLASTIC 





FIBERGLAS 


REPAIR AND MAINTENANCE 


MONTPELIER (FRP) Plastic body material lends itself to easy repair of body 
damage. Such repairs may be easily and quickly made without a great deal 
of skill. Repainting is a comparatively simple procedure. 


4 mM ii WW 


WRITE — WIRE — PHONE FOR COMPLETE INFORMATION 


THE MONTPELIER MANUFACTURING CO. e MONTPELIER, OHIO & 
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| throughout the world, the “Inter- 
|national Marketing Digest” is 
edited by Ted Anson, GCPV vice- 


| tional division. 


|Chevrolet Renews Radio Pact 








Auto Advertising 


(Continued from Page 120) 


foreign marketing, and can be ob- 
tained from the agency at 10 E. 
49th Street, New York, 17, N. Y. 


Compiled from reports prepared 
by GCPV offices and correspond- 
ents in more than 50 nations 


president in charge of Interna- 


* * * 


Chevrolet has renewed through 
June its sponsorship of 12 weekly 
five-minute newscasts by Robert 
Trout on Mondays thru Fridays 
at 9:55-10:00 p.m. EST, and three 
times on Sunday, and Allan Jack- 
son, with four Saturday news 
programs. Agency for the spon- 
sor is Campbell-Ewald Co., De- 
troit. 

Chevrolet launched its sponsor- 
ship of the newscasts in July 
1954. 


* x * 


2 New Offices for M,J &A 
MacManus, John & Adams, Inc., 
Bloomfield Hills (Mich.) advertising 
agency, has opened offices in San 
Francisco, and Chicago, according 





;}to Ernest A. Jones, president. 


Jack R. Holmes, formerly of the 
Los Angeles office, is pacific re- 
gional manager of the new offices 
located at 1632 Russ Bldg., San 


| Francisco, and Raymond M. Ney- 


hart has been named manager of 


| the Chicago offices at 737 N. Mich- 
|igan Ave. 


*x * * 


Reese Picks Agency 


Dave Reese Oldsmobile, Town- 
ship Line and Burmont Rd., Drex- 
el Hill, Pa. has named Robinson, 
Adleman and Montgomery, Inc., to 
handle its advertising and 
publicity. 


* * 


ANA Elects Winslow 


Ralph Winslow, vice-president of 
Koppers Company, Inc., has been 
elected treasurer of the Assn. of 
National Advertisers. He succeeds 
George Oliva, director of market- 
ing for National Biscuit Co., whose 
term as treasurer and director ex- 
pired last fall. 


Winslow, in addition to being on 
the ANA board, is chairman of the 
association’s industrial advertising 


committee. 
~~ * x 


Elliott Forecasts Weather 


WJAR-TV’s weather girl, Nancy 
Byers, reports the Mercury outlook 
in both temperatures and automo- 
biles for Elliott Lincoln-Mercury, of 
Providence, R. I., on the Monday, | 
Tuesday, Wednesday and Thursday | 
editions of the “Weather Show.” 


Ullman 


(Continued from Page 16) 


took the stand. Like Romney, Bell 
formally was sworn as a witness, a 
most unusual procedure in a Con- 
gressional hearing and one which 
was not followed at any time dur- 
ing the GM inquiry. 

As usual, Bell was an impressive 
witness as he asked once more for 
Congressional approval of the three 
NADA bills. But the dealer spokes- 
man admitted that passage of the 
measures alone would not solve in- 
dustry ills. Romney, he asserted, is 
the only manufacturer to take the 
necessary action. 


Bell, comparative newcomer on 
the Washington scene, has been 
listened to with great respect 
during each of his several ap- 
Ppearances before Congress. His 
forthright approach, his refusal 
to sidestep tough questions and 
his spirit of cooperation have 
made him many friends on Capi- 
tol Hill. In a Congressional at- 
mosphere often charged with 
hyper - emotionalism and hal f- 
truths, Bell consistently has been 
a “cool head” and able spokes- 
man. 

These five men have loomed 
above all others in the past year’s 
Washington automotive scene. It 


is likely that their views and|| 
actions will have the greatest infl- || Firm 
ence on dealer affairs during the|| address 


next 12 months, too. 





Tried and proven. 


DEALERS - 


SALES MANAGERS 
YOU NEED HELP— 


HERE IT IS 


ss eS 





COLLINS Vis-U-Lizer 


The answer to present 
volume sales and highly competitive 
market. PROOF: The enthusiastic response 
from better than 15,000 users. 


er 
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wt 
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COLLINS KEY Lo-Cater 


Simplifies handling of new and used car 
keys. Ingeniously keeps them in numerical 
order. Tags cost less than any other now 
in use. Initial acceptance so satisfactory, 
we will sell this on a 30 Day, Money- 
Back Guarantee. 





Don't Delay—Cut Out and Mail Today— 
For Complete Information. 


Collins Sales Eng. Co., 13975 Hubbell Ave., 
Detroit 27, Mich. 


Please send complete information 


| 

| 

| on; 
| Vis-U-Lizer[j; Key Lo-Cater[]. 

| 

| 

| 

| 


Firm Name ..... 


State .. 


! 
| 
| 
| 
| 
| 
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World's Finest 


Highway Reflector Flares! 





For Passenger Cars, Buses, and Trucks 


Approved by U. L. and I. C. C. Exceed 
state requirements. 
VARI-FLARES come complete with Flags 


and shafts folded into compact self container. 
®@ Triple Units for Buses and Trucks 

® Double and Single Units for Passenger 

Cars. 

Help stop "'Sitting Duck"' (Stalled car) ac- 
cidents. Visible '/. mile. Withstand 40 to 
50 mile winds. 24 candlepower Stimsonite 
lenses of Dupont Licite. 

Make excellent safety awards, gifts, premiums. 
Order by Mail! Write for Quantity Discounts 
and Prices direct to authorized distributors: 


ART ADVERTISING ASSOCIATES 


2030 N. 16th St., Arlington 1, Va. 
Mfgd. by Vari-Products Company 


a 


Art Advertising Associates . 
2030 N. 16th St., Arlington 1, Virginia 


Gentiemen: At no obligation, please send 
full descriptive literature, prices and dis- 
counts on VARI-FLARES. 


Name 
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WHAT'S YOUR All 
FOR THE FUTURE? 








i There are three types of men who will read and respond to this message. First, 
rg! there are qualified dealers who are not satisfied with their present outlook. 
Second, there are successful general managers of this type of business who 
seek greater opportunities. And third, we’ll consider ambitious sales managers 
who are steeped in every phase of automobile sales and service. If you fit the 
picture ... and if you have the vision and energy to work for a prosperous 
and secure future . .. we want to hear from you. 


2 ana PR toe 
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There are prosperous areas in every section of the country today that are ripe 
for Dodge dealerships. These openings will quickly be filled, but we’re going 
to be “‘choosy” in doing so. Only those men who are ideally fitted to set up 
and aggressively conduct a fast-moving operation will be considered. But 
to those who qualify, Dodge will grant one of four lucrative franchises. 


Many Dodge dealers boasted of 100 percent increases in sales during 1955, and 
our ’56 line of 19 flair-fashioned models continues to hold that lively pace. So 
you see there’s no reason for you to stay “stymied” if you’ve got the back- 
ground we’re looking for. It’s simply a question of whether you’ll make the 






| kind of dealer who’ll become a leader in his community and a credit to Dodge. 

is | We’re even prepared to ease your immediate financial problems if necessary. 
r. 

“ If you’re one of the three types of individuals we’ve mentioned, why not sit 

down and write us today? Tell us all the things we should know in order to 

4 judge your capabilities. We’ll keep it confidential. This can lead to an early 
‘e 






meeting which may well be a turning point in your life. Address your letter 
to Byron J. Nichols, Vice-President in Charge of Sales, in care of 






DODGE DIVISION OF CHRYSLER CORPORATION 


7900 Jos. Campau - Detroit 31, Michigan 
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PROTECT YOUR SHOWROOM FLOOR WITH D & M UNDER CAR COVERS 












© Quick, Easy 
Installation 


© Cannot Be Seen 


® Treated Material Resists 
Oil, Grease, Water and Fuel 


® Eliminates Unsightly Drip Pans 


Lerge Buick and Cadillac 
Slightly Higher 


<e 
$13.50 


of Car 


D & M TRUCK TOP CO. 


12186 Petoskey, Detroit 4, Michigan 


Manvtacturers of Stake and Pick-Up Tops 


For customer 
satisfaction 


Naam 


There’s extra profit in Coachcraft appointments 


Reclining Seat 
& Headrest 


Sold only thru New Car Dealers coast-to-coast. 


for details on our entire line. 


Coacheraft Sales Corp. 


9015 Santa Monica Blvd. 





NOW 
AVAILABLE 
FOR NEW 
MODELS 


For Standard Models 
F. O. B. Detroit, C. O. D. 
When Ordering, Give Make 


PHONE: WEbster 3-1613 





Custom Luggage Racks 
Octopi Luggage Tie Downs 


- write 


* Hollywood 46, California 
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‘Text of Senate Statement 


(Continued f 


time, carried a headline, 
Today,” under which there appeared 
the true and pungent comment, 


the war yesterday.” 
x * Ed 

T ABOUT two o'clock on one 

very black morning my com- 
munications officer awakened me 
while I was sleeping on a cot on 
the starboard wing of the bridge, 
and said, “Captain, here’s a dispatch 
which I think you should see.” 

I got up and followed him into 
the chart house where there was 
a meager light and read the dis- 
patch. It consisted of only a single 
sentence and yet, when I read it, 
I knew we were on the way to 
victory. All it said was, “Vice-Ad. 
William F. Halsey jr. has assumed 
command of the South Pacific 
Forces.” 


men, Adm. Halsey brought with} 
him not a drop or oil nor a loaf| 
of bread nor a single bullet, but far | 
more importantly he brought the| 


working under an inspired leader, 
a leader who, during a lifetime of 
service, had been a living symbol 
down begets loyalty up.” 

* * * 


Sees Need for Laws 
RECOGNIZE, Mr. Chairman, as 





do all of us, that such men as 
Sloan and Halsey are in short sup- 
ply. With a Sloan or a Halsey no 
one worries about the wording of a 
battle order or a sales agreement 
because they have complete faith 
in the quality of their leadership. 
I’m confident that the same will 
be true in the case of Mr. Romney. 
But, why shouldn’t it be a more 
universal quality in this vast indus- 
try? 
Is there any element of common 
sense or indeed of industrial 


decency in the oft-quoted remarks | 


from Detroit and Dearborn that 
would seem to indicate a convic- 





FENDIX® Division 
Room 605 


/DC\, Daubert Chemical Company 


formerly NOX-RUST CHEMICAL CORP. 
333 North Michigan Ave., Chicago 1, Ill. 


Dealers report _ 
greater profits using 





fendix 


UNDERCOATING 


ship’s paper published in the de-| 
stroyer which I commanded at that} 
“The War 


“From where we sit, the war today 
}isn’t a hell of a lot advanced over | 


Now, Mr. Chairman and gentle- | 


knowledge that now we would be | 


of the sailor’s axiom that, “Loyalty | 





Bell Backs Legislation | 
To Halt Dealer Woes 


rom Page 114) 


tion on the part of automobile 
manufacturers that the men who 
sell their products must be kept 
in a state of “vassalage” to use 
| Senator O’Mahoney’s definition? 

Is the continued clean and 
healthy growth of a form of eco- 
nomy which we are holding out as 

a model for the countries of our 
friends across the water, consistent 
with a ruthless despotism that has 
no place in a democracy? 
* * * 

H, I KNOW that statements 

such as this will shock many 

people who share the admiration 
that all of us have for the dramatic 
growth and progress of the Ameri- 
can automobile industry. Such a 
situation somehow does not seem 
at all consonant with the magnifi- 
cent products and the technological 
|aptitude of the men who make our 
automobiles and trucks. 

Yet, let’s have a look at the 
| record. 

Mr. Romney, in his statement 
before you, indicated repeatedly 
that he believes the present 
deterioration of ethics in the 
automobile industry can and will 
be cured by his fellow manufac- 
turers without the need of legisla- 
tive action. That is just about the 
only point of view he expressed 
with which I find myself in 
disagreement. 

I realize, certainly, that there are} 
definite limitations to the effective- | 
ness of any law. 

You cannot pass a law that will 
transform a dictator into an indus- 
trial statesman. 

You cannot pass a law that will 
confer the quality of leadership on 





| 
| 


by drivership. 


* 


FTC Study “Cited 


ve cannot pass a law which will, | 
of itself. restore sanity and 
decency and loyalty and honor to 
}an industry that has lost far too 
|many of these qualities. 

You cannot pass a law which 
will, of itself, create a healthy 
self-respect among thousands of 
small businessmen and their sons 
and coworkers who despise so 
many of the practices that they 
feel forced into using. 

Those are some of the things that 
|cannot be done by the mere enact- 
ment of a law. Yet we do not dare} 
|to take the calculated risk involved | 
|through hoping that voluntary 
|action is soon to come on the part} 
of the men in Detroit. 
| I would feel far more optimistic 
if four other men the chief} 
executives of Studebaker-Packard, 
Chrysler, Ford and General Motors 
| corporations—were to give voice in 
this room and under oath, to 
THEIR belief in a factory-dealer 
philosophy along the lines of that} 
to which Mr. Romney has com-} 
mitted American Motors Corp. 

But until all five of these men 
have announced, and _ imple- 





DISPENSING UNIT 


“Since the Fendix Undercoat- 
ing Dispensing unit wasinstalled, 
I am saving about 15% in labor 
costs of applying Fendix. This is 
because drum handling and 
pump shifting has been elimi- 
nated. What’s more, the unit 
helps me maintain a cleaner and 
safer shop.” 

— Baltimore Dealer 

“T average about 25 under- 
coating jobs per month and I 
find that this new dispensing sys- 
tem saves me up to 10% in 
material costs, by avoiding waste 
which occurs when dispensing 
from drums.” 

— Minneapolis Dealer 


FREE TO QUALIFIED DEALERS 


Attractive, gray-enameled 
steel unit holds 270 gallons of 
Fendix. No drum handling— 
Fendix is loaded directly into 
unit from delivery truck. 

Ask your distributor, or write 
for information and name of 
nearest distributor. 





mented, such a philosophy, I 
submit that the men whom I 
represent have no recourse other 
than to seek legislative action. 
You will recall the lengthy and 
exhaustive study made of this 
industry by the Federal Trade 
Commission which was the subject 
of an FTC report of more than 
1.000 printed pages. that was 
ordered to be printed June 5, 1939, 
(House Document 468). 
* ok * | 
yo will recall the findings of | 
the Federal Trade Commission. 
Let me repeat one of their recom-| 
mendations. | 
“It is recommended that present} 
unfair practices be abated to the| 
end that dealers have 
(a) less restriction upon the man- 
agement of their own enter- 
prises; 
quota requirements and ship- 
ments of cars based upon | 
mutual agreement; 
equitable liquidation in the | 
event of contract termination 
by the manufacturer; 
contracts definite as to the 
mutual rights and obligations 
of the manufacturers and the 
dealers, including specific 


(b) 


(ce) 


(d) 


a man who is determined to rule} 


will be continued for a definite 
term unless terminated by 
breach of reasonable condi- 
tions recited therein.” 

Has anything been done in the 

ast 16% years to abate the unfair 
| penatioes which the Federal Trade 
Commission condemned in 1939? 

If the FTC repeated its study 
today, it could restate the same 
recommendations, unchanged, as 
you will note from the results of 
your questionnaires. 

Does this mean, Mr. Chairman 
and gentlemen, that the manufac- 
turers of American automobiles 
regard themselves as being above 
the law? Does this mean that any 
action that might be forthcoming 
as a result of the lengthy and 
strenuous deliberations of your 
committee will be of no avail 
because a little group of men con- 
sider themselves so powerful as to 
be beyond the reach of the United 
States Senate? I wonder. 

& a 


Phantom Freight 


R. 528 WAS introduced by 

* Congressman Carl Hinshaw, of 

California, Jan. 5, 1955. This bill 

was designed to make the levying 

of transportation charges in excess 

of the actual cost to the manufac- 
turer unlawful. 

A similar bill was also introduced 
in the 83rd Congress. The Federal 
Trade Commission, when testifying 
on this bill, disclosed that the com- 
| mission was fully aware of the fact 
that some manufacturers had been 
charging “phantom freight” since 
| 1939, at which time the Federal 
| Trade Commission held extensive 
| hearings pertaining to the automo- 
bile industry. 

At the hearings held during the 

| 83rd Congress, Congressman Hin- 

shaw inquired of the Federal 
| Trade Commission why it did not 
proceed to put an end to this 
practice. There is no evidence 
that the commission or any other 
regulatory body of the Govern- 
ment has or intends, under the 
present law, to take any action in 
connection with this practice. 
| The charging of “phantom 
| freight” is of questionable legality 
and perpetrates a fraud upon the 
purchasers of automobiles. For that 
reason the National Automobile 
| Dealers Assn. is making this effort 
‘to bring an end to this practice. 

As used in connection with the 
automobile industry, “phantom 
freight” is understood to mean 
|those charges for freight made by 
|the manufacturer to the dealer 
| which in fact the manufacturer has 
|not been required to pay. These 
charges are passed on by the dealers 
to the purchasing consumer. 

ca x * 





| 


grees practice of charging “phan- 
tom freight” has its origin in 
the franchise agreement which the 
dealer must sign with the manu- 
facturer in order to have the 
privilege of selling his products. In 
this franchise agreement the man- 
ufacturer retains unto himself the 
right of determining the method 
by which automobiles will be 
shipped to the dealer’s place of 
business. 

The manufacturer further speci- 
fies in the franchise that he has 
the right to charge the dealer rail- 
road rates from Detroit, regardless 
of the actual place at which the 
vehicle is produced. 

Here is an example. A manu- 
facturer,. whose principal plant is 
in Detroit, has an assembly plant 
in Atlanta. The assembly plant 
receives in a knocked-down or 
unassembled condition the com- 
ponent parts of an automobile. 
The manufacturing process is 
completed at this plant. The auto- 
mobile is then delivered to the 
franchised dealer in Atlanta. 

In some instances the manufac- 
turer charges this dealer freight 
for a completely assembled automo- 
bile as if it had been shipped 
assembled from Detroit to Atlanta. 
The difference in freight cost to 
the manufacturer between shipping 
the knocked-down parts from De- 
troit to Atlanta and shipping the 
assembled automobile the same 
distance is substantial. It is this 
freight difference which is called 
“phantom freight.” 

The charge of “phantom freight” 
is extremely profitable and par- 
ticularly advantageous to those 
manufacturers which have estab- 
lished a far-flung system of 
| assembly plants. 


| Freight Profit” Charged 
‘How much the factory makes by 





provisions that the contract | 


charging “phantom freight” no 
(Continued on Page 127, Col. 1) 
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NADA Leader Backs Proposed Legislation eee 
Text of Bell’s Senate Statement 


(Continued from Page 126) 


automobile firm has ever publicly | 
disclosed. However, the Wall Street | 
Journal of Oct. 22, 1954, makes the | 
following statement: 

“One auto executive figures the 
cost of hauling a higher price 
ear, such as Lincoln, from Detroit 
to Los Angeles is roughly $350. 
The cost of shipping only the 
parts the same distance (to be 
assembled in Los Angeles) is | 
$150.” 
To measure the specific magni- 
tude and extent of “phantom 
freight” with absolute accuracy | 
requires certain items of informa- 
tion. These are: 

1. The amount of freight paid by 
the dealer to the manufacturer | 
upon delivery of each car; 

2. The legitimate rate per CWT 
per vehicle between actual point of | 
origin and the dealer’s place of| 
business; 
3. The shipping weight of every | 
vehicle; 

4. The amount paid by the man- 
ufacturer to the firm transporting: | 
a) the unassembled parts to the 

assembly plant; 

b) the assembled units to the 

dealer’s place of business. 

* * * 

O PROVE the existence of 

“phantom freight” we have col- 
lected manufacturers’ invoices, bills 
of lading and other data from 
dealers located at representative 
points throughout the country. Thus 
the amount of freight charges paid 
by the dealer to the manufacturer 
can be determined. In addition, we 
have obtained from freight experts 
freight rates on assembled and 
unassembled automobiles shipped by 
rail, truck and barge. 

However, information on the 
manufacturers’ actual cost of 
shipping assembled units to deal- | 
ers or unassembled units to his 
assembly plants is harder to 
acquire since only the manufac- | 
turer is in possession of com- 
pletely accurate data on such 
shipments. 

Despite this problem, we are 
prepared to present 26 representa- | 
tive shipments which were analyzed | 
for us by Mr. M. A. Greene, an 
independent freight expert retained | 
by NADA for this purpose, which | 
will permit making certain conclu-| 
sions regarding the existence and | 
magnitude of “phantom freight.” 

Based on ICC figures, it is esti-| 
mated that in 1955 alone the buying | 
public paid to automobile manufac- | 
turers in excess of $200 million 
in “phantom freight” charges. 
7 * * 


Bootlegging 
R. 2688 was introduced on | 
* Jan. 20, 1955, by Congressman | 
John Bell Williams, Mississippi, | 
and in the Senate June 11, 1954, by | 
Senator Charles E. Potter, Michi- | 
gan, and reintroduced by him on} 
Jan. 16, 1956. 

The purpose of these bills is to) 
permit the manufacturer to rein-| 
sert in the selling agreement with 
his dealers the so-called antiboot- 
legging clause which existed in the 
agreements for many years. 


The effect of the provision is 
to establish the franchised dealer 
as the authorized source of new 
automobiles and trucks; in other 
words, to define his position as a 
retail merchant whose function 
it is to sell at retail to the con- 
sumer and then, during the life 
of the product, be available, qual- 
ified, and able to render continu- 
ing service to car and truck 
owners. 

A question arose yesterday as to 
the difficulty of “policing” the in- 
dustry in order to find out which 
franchised dealers constitute the 
source of supply for automobiles 
that are sold to an intermediary 
rather than to a consumer. 

During the course of the past 
two years, NADA has collected lit- 
erally thousands of serial numbers 
and other information that serves 
to identify the source of new cars 
that have appeared on the premises 
of nonfranchised dealers. This in- 
formation has been made available 
to various manufacturers who indi- 
cated to NADA that they were 
quite competent and qualified to 
collect similar information them- 


1 








selves and they declined our offers 
of assistance in this regard. 
* * * 


REPEAT here that in my opin- 
ion the policing job is rela- 
tively simple and I, again, offer the 
full facilities of NADA to any 
manufacturer wishing to use them. 


Mr. Chairman, you used the ex- 
pression yesterday, “Let the buyer 
beware.” I think the expression is 
particularly apt with regard to 
alleged new automobiles that are 
bought from nonauthorized dealer 


| Sources. 


The modern automobile is a 
complicated mechanism. One of 
the most important functions 
rendered by franchised dealers is 
making safety checks of the car 
and carrying out a lengthy pro- 
cedure of preparing the car for 
sale to potential customers. 

Furthermore, the car that is 
shown by a franchised dealer has 
been neither driven nor towed with 
the speedometer disconnected over 
distances that may be great. This 


it 
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protection so afforded by the fran- 
chised dealer is part of the service 
that he alone is qualified to render 
because of the tools, equipment and 
personnel that go to make up any 
new-car dealer’s establishment. 


NADA, speaking for those same 
dealers who responded affirma- 
tively to your questionnaire, again 
urges the enactment of antiboot- 
legging legislation. 

* * * 


Territorial Security 


H R. 6544 was introduced May 
© 27, 1955, by Congressman 
Thomas Steed, Oklahoma. 

This bill is designed to make it 
lawful for a manufacturer to rein- 
state another provision in the sell- 
ing agreement which existed for 
many, Many years; a provision that 
sets up a prescribed geographical 
area of sales responsibility for the 
franchised dealer. 

In an address to the NADA Con- 
|vention in April, 1938, Mr. Alfred 
|P. Sloan said, “But no matter how 
|intelligently and scientifically we 








may determine the size and char- 
acteristics of this particular part 
of our model, manifestly it can be 
of little avail, so far as contribut- 
ing to our objective of a proper 
balance, if we do not maintain its 
integrity. 

“Therefore, any group of deal- 
ers within any area must oper- 
ate under a plan that, in a 
reasonable way and without prej- 
udicing the position of the cus- 
tomer as to where he should 
trade, or when, or how, serves 
to confine the trading within the 
area—protected territory, in other 
words. That becomes an essen- 
tial step. 

“It is to the interest of both the 
customer and the dealer. It enables 
the dealer ‘to serve the consumer 
better. It makes possible, the qual- 
ity dealer. It insures stability. Fur- 
ther, it is equitable from the stand- 
point of all dealers because the 
overhead within our large metro- 
politan areas is greater than that 
of the smaller communities.” 

NADA agrees with the statement 
made by Mr. Sloan and urges the 


}enactment of this legislation. 


Sales Agreement | 


O* FAR greater significance than 
most of the unhappy merchan- | 


SELL CARS! 


FOR MILO BROOKE, CHICAGO FORD DISTRIBUTOR 
Who Will Sell 4,000 New Fords in 1956 
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dising practices that have been dis- 
cussed for the past two days is the 
ethical business and _ philosophical 
relationship between the manufac- 
turer and his dealers. 

In an address which he made in 
the spring of 1940, Mr. Alfred P. 
Sloan is quoted as having said: 

“But entirely aside from its 
legal implications the contract is 
important in a psychological 
sense. If it contains unfair condi- 
tions or if it does not properly 
protect the equities of both par- 
ties, it is rightly subject to criti- 
cism. ... 

“The most important element in 
the relationship between the manu- 
facturer and the dealer is good 
faith on both sides. There must be 
confidence that no break in the 
relationship can occur so long as 
each is serving the requirements 
of the other constructively. No con- 
tract can subsist without this prime 
essential.” 

I will go a step further. If good 
faith does exist and if the equities 
of each party are protected, the 
additional wording of the contract 
or selling agreement is really not 


too important. 
* * * 


| ae example, I don’t believe that 


the General Motors sales agree- 
(Continued on Page 128, Col. 3) 


NEW BUMPA-TEL SIGNS 
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Here are a few of the Milo Brooke salesmen's cars, twenty-two salesmen have BUMPA-TEL Signs 
on their cars. 


MILO BROOKE says “Bumpa-tel signs are highly efficient. Salesmen like them, it is the only sign 
our salesmen will use on their cars, because they cause no damage, are easily installed and can be 
removed and put in trunk when desired. Bumpa-tel signs have greatly assisted in selling cars for 
us. 10%, of our sales were due to the use of these signs." And then he said, "! am buying more of 


them next week." 





“ANNOUNCING BUMPA-TEL 


“Mount or Dismount Your Sign in Seconds Without 
Tools, Absolutely no Damage to Car." 


PETITE" 
ia BES 


Ase. 





We are now offering a Bumpa-Tel sign with a panel 12x40 inches for those adver- 
tisers who do not need as much space as is provided on our regular Bumpa-Tel Signs. 


The new Bumpoa-Tel Petite is lower and 
producing a very neat appearance. It is 
sure and state Bumpa-Tel Petite. 


blends into the body lines of most cars 
offered at the same price. In ordering be 


Polished Aluminum Frames 


® Sheet Steel Face 


Sign Legs Telescope into 
Behind Bumper Guards 


Does Not Interfere with 


Non-Visible Brackets Mounted 


Operation of Trunk Lid 


Available for all 1956 GM Cars Except Cadillac 
Available for all 1956 Ford Cars Except Lincoln 
Available for all 1956 Chrysler Cars Except Imperial 


Also Available for Packard and Nash 
State Make and Model When Ordering 
Now Offered in Four (4) Options, Unlettered at $12.50, 


Lettered at $16.50, Lettered and Reflectorized at $21.50, 
Lettered on Full Scotchlite Background, the Top Sign for 


Night Use at $26.50. 


2% Discount For Check In Full With Order. 


We will accept telephone calls collect on orders 
for five or more signs. 


WARREN HASTINGS MOTOR COMPANY, INC. 


103 NORTH BLANCHE, DEPT. 101, MOUNDS, ILLINOIS PHONE 46! 
SEE US AT THE N.A.D.A. SHOW—BOOTHS—B5 AND B6 
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Absey Replaces Nomlan 
In North Dakota Offices 
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GRAND FORKS, N. D. — Bob 








d Automobile Dealers Assn. to replace 
the late Truman Nomland (Chrys- 
ler-Plymouth) who died Nov. 1. 

Absey also has been selected area 
Absey, Absey Motors (Lincoln-Mer-| chairman of the state association 
ecury) here has been elected presi-| and NADA, appointments also held 
dent of the Greater Grand Forks| by Mr. Nomland. 
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ment has received any radical 
changes in recent years. Yet you 
report, Mr. Chairman, that more 
than 6,000 General Motors dealers 
feel that legislative action is neces- 
sary, but at the same time I have 
yet to hear any major criticism of 
factory-dealer relations that existed 


tors Corp. under the leadership of 
Mr. Sloan. 

I will go even further and say 
that if we could be SURE that 
industrial statesmanship will re- 
turn to each of our manufactur- 








ers, and if they will exemplify in 
their persons the finest qualities 
of leadership, I think we would 
be content to walk from this 
room today and to say to our rep- 
resentatives in the Congress, 
“Let us work these problems out 
with our leaders in Detroit, Dear- 
born and South Bend, man to 
man, around the council table, 
| between factory management and 
that factory’ s own elected dealer 
groups.” 

However, let me read you one of 
the current provisions in the selling 
agreement between a major manu- 
facturer and his dealers. 

“Dealer shall properly develop to 
Seller’s satisfaction, the sale of mo- 
tor vehicles and chassis in the area 








you want them. . 
time-consuming details. 


Business Gusta. “With the Barry Business Cord 
Coupon Plan you can order Barro-graved, custom 
made business cards when you want them . . 
. without purchase orders or 


described in Paragraph First.” 
That, Mr. Chairman, is the blank 

check which must be signed before 

a man can become a dealer in that 


particular make of automobile. 
* * * 


Must Remove Inequities 


ELLER’S §satisfaction (which 

means the satisfaction of the 
manufacturer) has recently been 
attested to by dealers and former 
dealers as meaning, among other 
things, that the dealer must exceed 
what is known as the “national 





within and among the General Mo- | 





Your choice of type, color and latest car insignias. 
Lettering and insignia are raised giving the feel and 
appecrance of the most expensive engraved card 


average.” 
I ask any man in any business if 
he would like to operate under such 


+ + - Gt FLAT PRINTED PRICES ! 


Send for free illustrated brochure today! 


CLEVELAND CORPORATION 
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IN CARS PER CAPITA! 
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a “contract.” 

I ask any school teacher how 
he or she would feel about fac- 
ing dismissal if all of his or her 
pupils did not exceed the “na- 


CIEVELAND 2, OHO tional average” in attainment 
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Oklahoma City has more cars per 
capita than any other city in the nation 
in its size group—and more cars per capita 
than all but five of all the metropolitan 
communities of the nation, according to 
the report of a nationally known inde- 
pendent traffic engineering firm.* 

Automotive products move fast in this 
large and growing mobile market. They 
move fastest when advertised in the two 
tickets to Oklahoma—The Daily Okla- 
homan and Oklahoma City Times. 


* Associated Consultants, Evanston, IIlinois 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 











Text of Senate Statement... 


Bell Backs Legislation 
To Halt Dealer Woes 


(Continued from Page 127) 





during the course of a school 
year. 

And to a banker—if the deposits 
of your bank do not give you top 


| position in your community, should 


you and your depositors and stock- 


| holders be summarily terminated. 


Throughout this, as well as other 
sales agreements that are currently 
operating in the automobile indus- 
try, there are generalities, indefi- 
nite terms and inequities. 


We regard it as in the public in- 
terest, and important to the smooth 
flow of distribution, that the bills 
having to do with bootlegging, 
phantom freight and territory allo- 
cation be enacted. 

* * * 
E REGARD it as imperative 
that the inequitable relation- 
ship between manufacturer and 
dealer in this industry be removed 
forthwith. 

The present relationship is wholly 
unacceptable to the members of 
retail distribution. The continued 
absence of faith; the continued 
presence of fear; the continued 
disruption of our economic system 


will have long-lasting and un-| 


healthy effects on America’s future. 


As I said in recent hearings, 
the automobile dealer does not 
seek class legislation. He does not 
seek a protective wall nor a guar- 
anteed annual income. He seeks 
nothing that would prevent him 
from being in strong, healthy and 
vigorous competition as part of 
the small business group that is 
the nation’s backbone. 


Let’s call a halt to this downhill 
plunge of industrial ethics and 
morality. The brakes can be ap- 
plied by you and your fellow legis- 
lators, or they can be applied by 
five men in Detroit and Dearborn 
and South Bend. 


One of those five has spoken, and 
what he said makes a lot of sense 
to me. I hope that we may hear 
from the remaining four, with no 
delay, so that you and all America 
can know immediately and conclu- 
sively whether the job will be done 
in Detroit, where it should be done, 
or whether it will have to be done 
in Washington. 

Only one thing is certain, Mr. 
Chairman, the job MUST be done, 
and done soon. 





Boosted Benefits 
Asked in 5 States 


For Workmen 


Liberalization of the benefits of 
state workmen’s compensation laws 
has been proposed in Georgia, 
Massachusetts, Michigan, New Jer- 
sey, New York and Virginia. A 
summary of these actions follows: 

Georcia: A bill has been intro- 
duced to raise maximum compen- 
sation from $10,000 to $12,000. 

MassacHusetTts: One bill would 
increase dependency allowance 
from $2.50 to $5 per week. 

MicuicaAN: Gov. G. Mennen Wil- 
liams seeks a “rewritten and ade- 
quate industrial safety law” with 
manpower provided for enforce- 
ment. 

New York: Gov. Averell Harri- 
man asked the Legislature to “re- 
cognize adequately the increased 
cost of living and wage rates” in 
workmen’s compensation benefits. 

Vircinia: Gov. Thomas B. Stanley 
recommended that benefits under 
the workman compensation act be 
increased from $27 to $30 per week. 


Perkins Named Chief 


Of Ohio Dealer Group 


CHARDON, O. — Myron Perkins, 
Perkins Motor Sales (Studebaker), 
has been elected president of the 
Lake - Geagua County Automobile 
Dealers Assn. 

Other new officers are Ira Glass- 
cock, Glasscock Chevrolet Co., Wil- 
loughby, vice-president, and Ed 
Hach, Hach Auto Service Co. 
(Packard), Painesville, treasurer. 
J. A. Thomson, Painesville, was re- 
elected secretary. 











Dealer Benefits 
In Organization 
Told by Evans 


MIAMI—Benefits gained by 
used-car dealers through organiva- 
tion have been outlined here by L, 
P. Evans, one of the pioneers in 
the Miami Used Car Dealers Assn. 


Evans said that when he started 
business, a bond, costing $10, had 
to be posted for every car in stock, A 
it was illegal to sell a used car 
which had been brought into the 
state and the state imposed a tax 
of $5 on each car sold. 

Only through organization, said 
Evans, were the used-car dealers 
able to get this legislation repealed. 

Arch Livingston, executive sec- 
retary of the state organization, 











said that 476 bills have been in- | * IS 
troduced in the Florida Legislature mark 
which, if passed, would have had : 
an adverse effect on used-car | just 
dealers. “ AME) 
“We're not mad at anybody,” d 
Livingston said, in stressing that an 
he has worked harmoniously with | AMF]! 
new-car and truck dealers. “But 
we'll fight any legislation aimed It’s a 
against used-car dealers that might : 
be proposed by the new-car group. readi 
folder 
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«Is the title of a new 
market-media facts booklet 
just released by THE 
AMERICAN AUTOMOBILE 
and EL AUTOMOVIL 
AMERICANO. 


It’s a mighty complete, easy- 
reading, informative facts| 
folder that every automotive | 
export executive and his| 
advertising agency will want. | 
Your copy will be sent to you 


At the same time ask for 
copies of the following: 


1. New Global Automotive Market 
Survey and World Motor Census 
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Automotive Market and Research 
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New Automotive Export Confi- 
dential Bulletin 


New Automotive Export Sales 
Quota Chart 


Copy of the survey just made by 
the Export Department of Per- 
fect Circle Corporation—“What’s 
the Best Media for your Auto- 
motive Export Advertising.” 
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¢ 30 BOTTLES OR MORE. 
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Columbus and Denver Join In... 


NADA-BBB Program 
Battles Bogus Ads | 


(Continued from Page 3) 


ton. He said a meeting with the 
media men was scheduled immedi- 
ately after the NADA convention 
to go over the code and discuss it. 

Barton said the present trend of 
advertising was of great concern 
to reputable dealers. “Are we going 
to be forced to use circus tactics in 
selling a product that is second in 
value to a home?” he asked. 

The Columbus dealers’ 
pointed out that this trend was 
stirring considerable emotion 
among dealers with sons. “Do they 
want their boys to stay in a busi- 
ness that employs such tactics? It 
has got to stop,” he said. 


Dealers who stand for fair adver- | 


tising and sales practices, he said, 
are not out to stifle new ideas or 
to discourage young men to enter 
the business. 

“Unethical advertising isn’t a 
new idea and the ‘fast buck’ boys 
and ‘sharpies’ are not men who 
have the best interests of the 
industry at heart,” he said. 

He referred to a commercial he 
had heard over the radio. “First,” 
he said, “I heard the grunting of a 
pig. Then a voice said that so-and- 
so ‘has gone hog-wild.’ If we’ve got 


to sell cars with squealing pigs, | 


we've gone far enough.” 
Barton also told of a program 
that elicited “gripes” from the pub- 


lic. “One that I shall never forget | 
involved a man who said: ‘There’s| 
and | 


too much auto advertising, 
most of it is bunk.” 

Following are excerpts from the 
NADA code: 

1. Accuracy: Advertised state- 
ments and offers of cars shall be 
clearly set forth and based upon 
facts. 

2. Bait: Bait advertising and sell- 
ing practices shall not be used. 


official | 


“no carrying charge” shall not be 


used when there is a charge. 

11. Firm NAME: “Finance,” 
“loan,” “discount” shall not be used 
in the firm name unless such firm 


actually is engaged in the finance 


business. 

12. Repossessions: “Repossessed” 
shall be used only to describe sueh 
|cars as have been presently and 
directly taken back from a pur- 
chaser. 

13. CurrRENT Usep: When a “used” 
car of a current series is adver- 
tised, the first line of the ad must 
contain the word “used” 
text clearly must indicate that the 
car is used. 

14. DEMONSTRATORS: 
tor” 
to a car which never has been sold. 

15. Executives’ Cars: 
tives” and “officials” 


“Demonstra- 


cars, must 


have been used by personnel of a} 


manufacturer or dealer. 
16. TaxicaBs, Erc.: Cars formerly 


‘used for public or governmental | 


purposes and normally driven by 
multiple drivers shall be so iden- 
tified. The word “commercial” or 
similar ambiguous terms shall not 
be used to describe such cars. 

17. MireaGe StTaTeMeENTsS: Specific 


statements quoting the number of | 


miles a used car has been driven 
| shall not be used. 

18. UNDERSELLING CLaims: Unsup- 
ported underselling claims are 
| viewed as not in the public inter- 
| est and shall not be used. 
| 19. Wovtp You Take: Cards or 
other advertising containing such 
|offers as “would you take 6......... "ag 
|“if I could get you 6............ for your 
|car,” etc., shall not be used. 
| 20. Free: No equipment, acces- 
|sories or other merchandise shall 
|be described “free” if the adver- 


or the) 


shall be understood to refer} 


“Execu-| 


Your Own Monthly Payments,” 
“Appraise Your Own Car,” and 
phrases of similar import are ob- 
viously untrue and shall not be 
used. 

The 24th point is concerned 
with interpretations of fair prac- 
tice standards and definitions. 
The Code of Ethics of NADA and 
A Guide for Retail Advertising 
and Selling (fifth edition) were 
recommended as guides in this 
regard. 


| vertising containing derogatory or 
other statement which reflects upon 


not be used. 

Claims such as “world’s largest 
dealer,” “Columbus’ oldest dealer,” 
etc., shall not be used unless proof 
is readily available. » 

Claims about offers or methods, 
such as “world’s largest traders,” 


etc., shall not be used. 


25. LiquipaTion: “Liquidation” usu- 
ally conveys an impression that 
the advertiser is quitting business. 
Neither shall be used unless the 
|advertiser is going out of business. 





|not be used unless it is a bona fide 
|offer by a dealer actually arrang- 
|ing to discontinue business. After 
|the first month’s advertising of 
|such a sale, succeeding copy shall 


In Columbus, other points were 
inserted after the NADA 23rd point | 


and the paragraph on interpreta- | 
tions. These items were: 
24. Derocatory STATEMENTS: Ad- 


a competitor or his product shall 


“highest tradein prices in town,” | 
“the best deals available anywhere,” | 





“Going-out-of-business sale” shall | 


| state the date the business will be | 


| terminated. 
|; 26. OPEN ON 
|bus ordinance 
|engage in the 
|on Sunday. 


Sunpay: 
makes it illegal to 
automobile business 


* * * 


“Problem of the Year’ 


Laid Before Curtice 


LOS ANGELES—In an “open let- 
ter” to Harlow H. Curtice, congrat- 
|ulating him on being picked “Man 
|of the Year” by a news magazine, 
|Walt and Frank Muller (Oldsmo- 
| bile) reminded the General Motors 


3. Busine: Bushing is the prac- |tised cars can be purchased at a|president of a “problem of the 


of a car above that originally 
quoted. Such practice is deceptive 
and shall not be used. 

When the price of an automobile 
is quoted, it shall be clearly iden- 
tified. Any special equipment must 
be listed. 

(a) If the price or prices quoted 
are not the full price this must be 
clearly explained. 


| z 
| such articles. 


| 21. Drivinc TRIAL: 
| Trial” can only mean that the pur- 


tice of increasing the selling price | giscount or lesser price without | year.” 


The problem? “It’s about the av- 


|said the Muller brothers, “and the 


A Colum- | 


“Free Driving | erage methods of all car dealers,” | 


|chaser may drive and return it|low average of public respect they| 


| within the specified period. Exact 
terms and conditions of the “free 

| driving trial” shall be set forth in 

| writing. 

| “Driving Trial” means that the 

| purchaser may have the use of the 


a = se aor listing sev" |car with the understanding that if 
al automobiles, the space in the/it is not satisfactory, the amount | 
price column may -— left —— |paid will be applied on a car of | 
opposite any car. However, the/jike or greater advertised value. | 


words “cheap,” “bargain” or a ques-| Exact terms and conditions shall | 
tion mark, etc., may be used. | he set forthe. 


(c) When the price of a car is| 99 Guarantee: If reference is| 
advertised such price must include | made to a warranty or guarantee, 


jail cash charges which the cus-|the time limit shall be stated. If| 
| tomer must pay. 


the customer must pay 2 portion | 


5. As Low As: Such statements |o¢ cost of repair that fact shall be | 
as “as low as,” “from,” etc., shall} cot forth. 


enjoy, even while giving the public 
|finer cars and better buys than 
lever before in auto history.” 

The Mullers said they were wor- 
| ried, not just as car dealers, but as 
| citizens. 

“That’s why we're writing to you} 
today, Mr. Curtice, when you're at) 
the very pinnacle of public recogni- 
tion,” they said. “With all your) 
mighty accomplishments at Gen-| 
eral Motors, there would still seem | 
to be some ‘unfinished business’ | 
there. We hope you'll look into it} 
in 1956.” 


not be used unless cars are avail- 
able as named. 

6. Savincs Ciaims: Because the 
intrinsic value of a used car is dif- 


ficult to establish, specific claims | 


of savings shall not be used. 
7. Down PayMENTS: Down pay- 
ment shall not be stated so as to 


A new-car guarantee shall not 
|be offered in connection with the 
| sale of a used car, unless the seller 
| provides a written guarantee iden- 
tical with that offered by the man- 
| ufacturer. 


permit the impression that it is the 
selling price. 

(a) “No money down” shall mean 
that the advertiser will deliver the | 
car without payment or without 
trade-in. 

(b) When the purchaser is re- 
quired to obtain a loan for part or 
all of the purchase price, the ad- 
vertiser shall not use “no money 
down” unless he fully explains. 
When such a loan is necessary an 
acceptable explanation would be: 
“Necessary arrangements will be 
made for financing through an au- 
thorized loan company. 

(c) Unless the advertiser indi- 
cates that there is a down payment, 
the amount quoted as the weekly || 
or monthly payment shall be un- 
derstood as the down payment. 

8. ITEMIZATION oF Costs: In in- 
stallment sales, the dealer shall 
furnish the buyer with finance 
charge, insurance costs to be paid 
by the purchaser. 

9. TRaDEIN ALLOWANCE: No price 
shall be stated in an advertisement 
as an offer for a tradein, if it is 
contingent upon condition, model, 
or age without so stating. The use 
of phrases such as “up to,” “as 
much as,” etc., shall not be con- 
sidered as adequate explanation. 
10. Finance: “No finance charge,” 


i\“Name Your Own Price,” “Name 





national Automobile Salon in the Chrysler 
closed last Friday (Jan. 








Chrysler Corp. Shows Special Cars— 


Approximately 90,000 persons viewed Chrysler Corp.'s special cars at the Inter-| 


| Tax Assessment Upheld 


CHARLOTTE, N. C. — An appeal 
court here has affirmed an income 
| tax assessment of $143,705.01 against 
|the Auto Finance Co., Spartan- 
| burg, S. C., for the year ended Aug. 


| 23. Name Your Dear: Statements | 31, -.1948. The firm first appealed | 
|such as “Write Your Own Deal,”|the-~assessment to a tax court and| 
|then to the appeal court. 





Bidg., New York. The 10-day show, which 


27), featured the Plymouth Fury, the Chrysler 3008, the 
Dodge LaFemme, the DeSoto “500" pace car and the Chrysler Plainsman. 


tend to display the car... Set the top on the base... Slide the wheel 
pads in place ... Drive the car on. . . Plug into the nearest electrical 


anchorage of any kind required. Merely place the base where you in- 
outlet. 


@ Stop by Booth A-2 at the NADA show for a demonstration of the 
New Improved Macton Paravane Turntable! Only 4 parts. No tools or 


MACTON MACHINERY COMPANY, Inc. 


STAMFORD, CONN. 


§ 





DYKE LANE 
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NADA Presses F igh t at Convention... . 


Hopes Rise for Dealer Relief 


(Continued from Page 8) 


ing deal for dealers in the De- 
troit area.” 

For example, he said, a Cali- 
fornia dealer could send five youths 
to Detroit to buy 10 cars from a 
Detroit bootleggers and drive them 
back to the west coast on a “drive- 
tow-one” basis. 

Both, he said would make a 
profit of about $50 a car at the 
expense of the consumer. 

* + +. 


ERZOG, the NAD A research 


chief, included all five auto 
companies in his list of alleged 
overcharges. 


In one example, he said, the 
freight charge for shipping compo- 
nents of four Chevrolets by rail 
to the Kansas City assembly plant 
was $163.57 and the cost of shipping 
the assembled cars from there to 
Dallas was $239.91, a total of 
$403.48. 

The freight charges assessed 
the dealer, he said, were $544.50. 

In another example, Herzog esti- 
mated that the cost of shipping 
components for one Ford from De- 





troit to the Dallas assembly plant | 
was $66.84. On Dec. 30, 1955, he| 
continued, a Ford dealer in Dallas | 
was billed $134 for freight. 


* * * | 


a said that in each case | 
he assumed that all compo-| 
nents originated in Detroit. Actu- 
ally, he said, many components are | 
manufactured in the state in which | 
the assembly plant is located, | 
reducing freight charges. 

Backing up this point, he read 


its campaign against 
“phantom” freight, telegraphed 
each independent asking if the 
change would hurt them and was 
told: “Go ahead. We'll take our 
chances.” 

In his testimony, Romney de- 
fended the basic philosophy of 
“phantom” freight charges even 
though, he said, his company util- 
izes them only in a limited manner. 

* * od 
HE SAID AMC charges only the 
actual cost of the carrier, 
whether rail or haulaway truck, 
and permits the dealer to choose 
the mode of delivery. 

But, he said, any net gain to the 
company on short-haul deliveries 
is considered a credit balance and 
is considered in computing the fac- 
tory price of the car. 

“If you eliminate this system,” 
Romney said, “then the price will 
have to be recomputed and the re- 
sult will be the same to the ulti- 
mate purchaser.” 
= = 


Dealer Viewpoints 
Charted in Quiz 


Epitor’s Note: The tables pre- 
sented herewith are an official 
analysis of dealer replies to the 
Monroney subcommittee’s ques- 
tionnaire on automobile market- 
ing practices. 

. * + 

1. Do you feel that there is need 
for congressional study or Federal 
legislation with regard to automo- 


starting 


statements from Ford and GM of-|bile dealers’ problems in the field 


ficials in connection with National | 
Labor Relations Board cases in| 
California several years ago. 

He quoted Duane D. Freese, 
whom he identified as a Ford 
staff attorney, as saying that 45 
percent of the components of 
Fords assembled at the Richmond 
and Long Beach plants in Cali- 
fornia came from within the 
state. 

He then quoted Henry M. Hogan, 
GM general counsel, as saying that 
some 57 percent of the parts for 
Chevrolets assembled in Van Nuys, 
Calif., were purchased in that state. 

x * * 

DMITTING the statements were 

three years old, Herzog con- 
tended that the assembly plant sys- 
tem has expanded rapidly in that 
period. 

Monroney showed marked in- 
terest in the Freese and Hogan 
statements. “If the factories can 
come up with figures in an 
NLRB case in California,” he 
said, “they conceivably can give 
this subcommittee accurate fig- 
ures for other assembly plant 
areas.” 

Herzog asserted that “phantom” 
freight creates unfair competition 
among manufacturers. He said the 
auto makers with far flung as- 
sembly plants are able to charge 
excess freight and make a bigger 
profit than those without such a 
network of plants. 

* + Om 

ENATOR Charles E. Potter, 

Michigan Republican, asked 
Herzog: “Isn’t it true that if the 
Big Three were to reflect their 
cheaper manufacturing costs in 
prices charged in California and 
other distant states, they would 
create a price differential that 
would seriously handicap the in- 
dependents?” 

Herzog said that would be true 
only if the Big Three did away 
with “phantom” freight without 
adding to the suggested list price. 
Also, he said, NADA, before 








Divco Net Rises 


Nearly $50,000 


DETROIT. — Divco Corp. Thurs- 
day revealed a $434,463 net profit 
for the 1955 fiscal year, compared 
to $385,144 in 1954. 

Net sales increased from $9,121,- 
298 to $12,214,394 in the same com- 
parative period. G. E. Muma, 
president, said that sales of trucks 
during the year increased 32 per- 
cent over 1954 and sales of replace- 
ment parts were up 7 percent. He 
forecast a rise in 1956 sales of 
insulated trucks. 





of automobile marketing? 

State Yes No agin 
Alabama .............. 202 20 31 
TE Ssicniteccrsases 68 17 25 
Arkansas ............ 152 32 35 
California ........ . 740 118 170 
Colorado ............ 215 17 47 
Connecticut .... 161 32 25 
Delaware ............ 19 5 5 
District of 

Columbia ........ 27 8 2 
BI acepiccihasinscs 219 25 51 
en 233 32 67 
EE hss cicncsainasd 105 17 23 
| EE 644 90 6149 
Indiana .............. 464 45 105 
| Sa 44 99 
eee 412 40 74 
Kentucky ........... 221 24 50 
Louisiana .......... 174 16 21 
ee 109 21 26 
Maryland ......... 134 29 36 
Massachusetts . 352 42 69 
Michigan .......... 483 116 143 
Minnesota .......... 388 54 «101 
Mississippi ........ 185 26 51 
Misseuri ............ 302 36 65 
Montana ............ 105 21 36 
Nebraska ............ 233 41 59 
TID, acsicenvesscess 31 4 2 
N. Hampshire 62 8 11 
New Jersey ...... 434 45 60 
New Mexico ....... 88 7 14 
New York ........ 994 144 163 
North Carolina. 367 25 71 
North Dakota . 132 22 30 
EE Vitae siecccnees 646 135 168 
Oklahoma .......... 252 19 16 
Oregon ................ 159 31 42 
Pennsylvania .. 934 143 185 
Rhode Island .... 17 6 14 
South Carolina. 187 17 39 
South Dakota... 116 22 48 
Tennessee .......... 209 29 47 
ME cc csaaneccoukasaes 690 79 «6129 
NN ice sarees, scotesss 92 ll 22 
Vermont ............ 64 9 15 
Virginia .............. 253 59 65 
Washington ...... 246 52 15 
West Virginia.. 155 28 44 
Wisconsin .......... 444 69 124 
Wyoming. .......... 59 10 11 
Hawaii ................ 4 1 1 
III, Secsa-sonssnnesas Be he 1 
Canada ................ 2 - Tae 
No answer ........ 292 47 «151 

TE iiicicibisiens 13,749 1,991 3,181 


1. Do you feel that there is need 
for congressional study or Federal 
legislation with regard to automo- 
bile dealers’ problems in the field 
of automobile marketing? 








Totals 

Oe 13,749 
WE CoadeBenciccisenden 1,991 
No answer 3,181 
ne 192 
RN oe 19,113 


8. Is new-car bootlegging (dis- 
count selling to nonfranchised 
dealers for resale) in your area 








seriously detrimental to your busi- 





ness? 

State Yes 
Alabama. .............. 207 
Arizona ................ 76 
Arkansas .............. 143 
California ............ 700 
Colorado .............. 225 
Connecticut. ........ 161 
Delaware ............ 11 
Dist. of Columbia 13 
Florida 237 
Georgia .... 232 
ED y viziseonialediens 97 
ED: “sivercecteiwsys 546 
IIE” Bessie stidonsind 420 
ae: ee 234 
ING escciicicsioiuive 346 
Kentucky ............ 196 
Louisiana ............ 164 
BIE, caichiesicisisivennees 72 
Maryland ............ 116 
Massachusetts 290 
Michigan ............ 253 
Minnesota ............ 261 
Mississippi ......... 150 
Missouri ...”.......... 254 
Montana .............. 61 
Nebraska ............ 173 
er 21 
New Hampshire.. 48 
New Jersey ........ 413 

| New Mexico ........ 94 
New York ............ 770 
North Carolina . 333 
North Dakota .... 49 
Rs dita aiataanice 468 

| Oklahoma ............ 260 

eg. — eee 140 
Pennsylvania ... 805 
Rhode Island. .... 78 
South Carolina . 198 
South Dakota .... 83 
Tennessee ............ 200 
CIT cssisecienadacki bis 665 
ME, «sic tlatncuidndeenctoss 102 
VORRROME .....0::...::. 44 
ee 176 
Washington ........ 238 
West Virginia... 126 
Wisconsin ............ 241 
Wyoming 55 
IIE wnvencceavinssins 6 
PIE nissceavsietSnclis 2 
ae 1 
No answers ........ 297 








37 
27 
70 
273 
49 
50 
19 
20 
46 
85 
41 
307 
168 
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9. Compared with last year has 


bootlegging in your area (a) 
decreased? 


creased? (b) 


mained about the same? 




















zs 
$ 
¢ 
© 
State & 
Alabama 125 
Arizona 59 
Arkansas 67 
California ............ 329 
Colorado .............. 141 
Connecticut ........ 100 
Delaware .............. 1l 
11 
182 
138 
61 
IR Sk ccontccconace 355 
| Indiana ..... 336 
a 132 
I 5 socaacbesndstiien 203 
Kentucky 114 
Louisiana ............ 88 
5 69 
Maryland ............ 80 
Massachusetts 219 
Michigan .............. 188 
Minneosta 136 
Mississippi .......... 85 
Missouri 
Montana 
Nebraska 
BE, sscnsnseschincs 
New Hampshire. 38 
New Jersey ........ 310 
New Mexico ......... 62 
New York ............. 539 
North Carolina 178 
North Dakota 27 
I sce rcissicccscs 320 
Oklahoma ..... 147 
MN ni ccssssnccass 82 
Pennsylvania ...... 540 
Rhode Island ...... 61 
South Carolina . 116 
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115 


161 
112 





























| Nevada .............. Ss 1 
| New Hampshire 55° 16 5 
New Jersey 365 108 35 
New Mexico ...... 73 19 10 
New York .......... 796 «6338 )~— 108 
North Carolina. 320 80 40 
North Dakota. 112 41 25 
12. Are you in favor of legislation ouienae eee oa = = 
" allowing manufacturers to cancel <<... 145 53 18 
No Answer| franchises of dealers who sell cars| Pontaatvaaiin ae 802 306 88 
to unauthorized persons for resale? Rhode Island __ 73 ll 9 
f No | South Carolina. 164 44 16 
— Yes = Ne Answer! South Dakota... 101 56 19 
Alabama .............. 212 20 12 | Tennessee .......... 185 70 24 
SI svovtiisinseraes’ 82 22 Ak. es 504 256 64 
Arkansas .............. 146 A Se ee 84 19 q 
California ............ 839 130 28 | Vermont ............ 43 29 ll 
Colorado .............. 229 36 8 | Virginia .............. 237 95 28 
Connecticut. ........ 179 38 2 | Washington ...... 223 90 35 
Delaware .............. 21 7 1 | West Virginia... 153 40 17 
Dist. of Columbia 25 11 2 Wisconsin .......... 346 8=203 57 
IID tccsnscasntivwses 227 45 12 | Wyoming ......... 46 17 12 
ee 251 70 9 | Hawaii ............. 4 2 
I nceodecotncesetes 117 23 2) IE. dussettueicsduce 3 2 
MER idvctectisovteeese 673 155 37 Canada. ............... aes + eae 
EE iissbediavenacs 448 109 32 No answer ........ 294 96 34 
EE nich viniestapavdeeiviis 395 124 27 a 
Kansas .................. 393 8 36 MND sesssihbiies 11,453 4,727 1,680 
Kentucky ............ 214 67 «12 
Louisiana. ............ 157 37s «12 
ME oni casisiaebcices 115 32 «10 17. A in f gis 
Maryland ........... -. 2 Bt ool ae 
Massachusetts .. 3877 65 18 ion of “phantom freight’’? 
Michigan _............ 477 (188) = 49 . ‘ No 
Minnesota ............ 372 106 46 — a oe 
Mississippi .......... 174 64 13 | Alabama ............. 210 7 36 
WUD occ cesces cess 293 81 15 pe eren 92 6 15 
Montana .............. 120 30.=C oil Arkansas 189 9 24 
Nebraska. ............ 199 102 19 | California ............ 887 «41 92 
Cee 29 8 Colorado .............. 211 28 40 
New Hampshire.. 63 12 4 | Connecticut ........ 165 16 36 
New Jersey ........ 443 64 18 | Delaware ......... . 24 1 5 
New Mexico ........ 87 12 5 | Dist. of Columbia 28 2 7 
New York ........... 998 224 598 | Florida .................. 243 8 40 
North Carolina .. 362 ee ED: - VescecdvsJcovees 289 «611 35 
North Dakota ... 142 ee ES MI 050.) sncisinen ints 119 12 13 
__ .. aS 712 #169 48 | Iinois .................. 677 56 = =152 
Oklahoma ............ 275 53 17 MD ovis cise cee 457 25 133 
MIN, Scsstescencsscinee 183 40 OP MIE Sidecdcsusacosevdereie 457 23 76 
Pennsylvania .... 984 216 41 aes 417 23 sd 
Rhode Island ...... 86 8 2 | Kentucky ............ 230 12 57 
South Carolina . 196 34 10 | Louisiana ............ 190 6 17 
South Dakota ... 123 ee Me PIN decsecse Benld 115 13 30 
Tennessee ............ 206 54 19 | Maryland ............ 159 12 31 
NS Satichinsicegchcnacs 644 190 37 | Massachusetts... 364 18 86 
SI cs sic Ristasisabstecoce 109 11 2 | Michigan ............ . 883 6 148 
Vermont .............. 58 22 2 | Minnesota ............ 420 28 94 
re 267 83 21 | Mississippi .......... 215 «it 35 
Washington ........ 284 67 11 | Missouri ................ 317. :18 67 
West Virginia ... 183 29 10 | Montana .............. 115 19 26 
Wisconsin ............ 446 149 29 | Nebraska .............. 258 20 52 
Wyoming ............ 62 il 4 | Nevada ................ 30 5 1 
ae OE ptannts 1 | New Hampshire 59 6 18 
SII bncdasscicseneens 3 a New Jersey ........ 406 40 88 
I eer ae 1 | New Mexico ........ 90 5 14 
No answer .......... 343 73° G4 | New York ........... 1,008 54 245 
—— — | North Carolina... 335 Si 97 
MD Sctstincetan 14,185 3,411 896 | North Dakota... 141 9 35 
Sh aac ie Siig 723 « «55178 
Oklahoma ............ 296 6 37 
13. Do you feel that such legisla- Oregon seseeeseseseseees 187 15 27 
tion wouid effectively curtail boot-| Pennsylvania ...... 972 73-226 
legging? Rhode Island aakies 75 5 18 
No South Carolina... 194 11 39 
State Yes No Answer Paste Dakota .... jn ; a 
ennessee ............ s 
an... as She 786 2590 
Arkansas ............ ist ot) ig | Utah ................... ms 
California .......... 674 200 73 | Vermont .............. = ¢ & 
Colorado ........... 132 «53s 26 | Virginia ............. 2 61 CC® 
Connecticut. ...... 151 44 16 | Washington ........ se 2 © 
Delaware ............ 16 8610 3 | West Virginia... 172 11 43 
District of Wisconsin eset 503 34 102 
Columbia ........ 17 14 1 | Wyoming ........... _ oe a 
Florida ............. . 184 57 31 | Hawaii ................ 5 : 
Georgia .............. 201 39 «17 | Alaska ................. 4... ‘ 
Idaho ................. 88 36 12 | Canada ................. 2... 1 
Hlinois ............... 539 231 70 | No answer ...... - S18 27 146 
a ee) alt ......... 14,891 984 3,074 
NR cs odes 301 135 62 
Kentucky ........... 188 83 17 ; : 
Louisiana ......... 127 57 14 8. Is new-car bootlegging in your 
aia 81 46 16 | area seriously detrimental to your 
Maryland .......... 133 48 14 | business? 
Massachusetts .. 295 98 45 aa 
Michigan ............ 382 255 BF I oboe sca reag achat sesescagsvcaves 11,552 
Minnesota .......... 283 «158 Ph MII Sac Bice, casteatchsstasedseshadgctie teste 6,463 
Mississippi ........ 148 73 27 | No answer 542 
Missouri .............. 226 «117 SO TE Co goa con cascineoantinite 556 
Montana ............ 97 34 27 _ 
Nebraska .......... 152 125 33 MII Socacncsccdenkad olina oss acess 19,113 
6. Is the population of your community— 
Under 2.500 to 25,000 to 75,000 to 250,000 to Over No 
2,500 25,000 75,000 250,000 500,000 500,000 Answer 
NE or ss oe 1,057 4,080 1,841 908 274 513 20 
I oo icechetcticce les 1,955 4,172 777 301 143 390 28 
No answer ..... 474 1,037 275 133 57 21 56 
CUBR ciccceees.:::... 71 250 719 50 16 133 2 
Wetals: .....:..... 3,557 9,539 2,972 1,392 490 1,057 106 


110 
103 
135 
429 

41 


184 
114 


7. If the population of your com- 


19. Do you favor the return to,munity is under 25,000, are you lo- 
such a system (territorial security) ?| cated within 25 miles of a metro- 


Totals 





| politan area? 


| Yes No No Answer Other 

1,529 3,622 3,479 63 

| 2,371 3,573 1,758 64 

478 970 703 14 
128 197 155 9 

| 4,506 8,362 6,095 150 
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Offer Safety Proposals .. . 


Doctors Plead for End 
To Road Slaughter 


(Continued 


shot charge on each driver’s 
license to raise approximately $35 
million to finance accident re- 
search. 

Other suggestions included the 
creation of a new science—biotech- 
nology—so biological and engineer- 
ing sciences could join in the 
design of cars; consideration of “no 
driving” as a prescribed treatment 
for certain patients; a ban on night 
driving by teenagers; medical ex- 
amination of drivers, 
those over 50, and education of the 


Lima (O.) Plant 
To Build Engines 
For Ford Car ‘X’ 


LIMA, O. — R. H. Sullivan, vice- 
president and group director, Ford 
Motor Co., last week revealed here 





that the new Lima Ford plant will | 
produce the engines for a 1958 new | 


line of Ford cars. 
“The plant will be put to work 


producing some of the world’s most | 


modern and powerful engines for 
our 1958 automobiles,” Sullivan told 
the Lima Assn. of Commerce. 

He predicted that competitive 
pressures will force an even more 
rapid and drastic improvement in 
quality and performance of autos 
than has occurred in the past 10 
years. 


Speaking of last year’s produc- | 
tion and sales records, Sullivan re- | 


marked: “We at Ford are convinced 
that in 1955 we were not ‘borrowing 
from the future’ as some people 


have suggested. Rather, we believe | 


that we were at last beginning to 


get car ownership levels more con- | 
sistent with the size of our present | 


adult population and its buying 
power.” 

The plant will commence produc- 
tion, Sullivan said, in March or 
April, 1957, and will reach full pro- 


duction by September of that year. 


It will be, he said, “substantially | 


automated.” 


Corvette Tops 150 
In Speed Dash 


NEW YORK.—New speed rec- 
ords for production sport cars were 
set by a 1956 Chevrolet Corvette in 
a series of tests at Daytona Beach, 
Fla. 

The Chevrolet announcement fol- 
lowed certification of the records 
by the National Assn. of Stock Car 


Auto Racing, official timing agency. | 


The new marks were set by Miss 
Betty Skelton, driving in the 
women’s class; and Zora Arkus- 
Duntov, internationally known 
sport-car driver. 


In the flying-mile, Duntov piloted | 


his Corvette at an average speed 
of 150.533 m.p.h. and reached a 
maximum speed of 151.579 m.p.h. 
The previous record of 124.633 
m.p.h. average and 126.984 m.p.h. 
maximum, was set last year. 
From a standing start, Duntov’s 
Corvette was clocked at 90.932 
m.p.h. average and 91.696 m.p.h. 
maximum speed topping the mark 


set in 1955 of 84.666 m.ph. maximum. 


Help for Flood Victims 


DETROIT. — President Harlow 
H. Curtice of General Motors last 
week announced a $25,000 GM con- 
tribution to the American Red 
Cross for relief of flood victims in 
Oregon and California. 
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people to realize that driving is a 
“privilege, not an inherent right 
protected by the Constitution and 
the Bill of Rights.” 


McFarland attacked the problems 
| of design. “Machines,” he said, 
|“should be designed from the man 
|outward since there appears little 
possibility in the near future that 
drivers of automobiles will be elim- 
inated by automatic control.” 


Kulowski reminded his fellow 
physicians of their responsibilities 
before and after automobile acci- 
dents. His talk was illustrated by 
dramatic color slides depicting ac- 
cident victims. 

Hess called on manufacturers 
| to produce machines which won’t 
“permit men to make fools of 
| themselves.” He attacked adver- 
tisements which, he said, “en- 
courage nitwits.” He cited such 
ads as “pure dynamite.” “Who,” 





catapulted? Who needs sizzling 
| takeoffs? Who, indeed, 
perhaps, bank bandits?” 


lam incapable of living without it 


out how I can live safely with it.” 

He said his organization made 
itried to separate fact from fancy. 
Moore said if the items which 


then engineers could study how 
| they could be made safer. 

“However, an automobile must 
be sold competitively at a profit,” 
he said, adding that changes must 
not “price” the product out of the 
market. He acknowledged money 
grants from Chrysler Corp. and 
Ford Motor Co. to aid accident 
research. 

+ Blaisdell proposed the raising of 
funds for research by the one-time 
assessment on driver licenses. 

He said the fund should be ad- 
ministered by the American Assn. 
|of Motor Vehicle Administrators. 
This nonpartisan body, 


politics. 

Blaisdell accused the states of 
not keeping pace with auto tech- 
nology and said driver’s licenses 
were administered for revenue 
| purposes rather than control. 
Miller outlined steps being taken 
|by the United Nations to handle 
| the problem on a world-wide basis. 
Ford, at the dinner, said his com- 
|pany is interested in “all of the 


driving—better roads, better driver 
training, better traffic laws and 
enforcement and better and safer 
automobiles.” 

| He said further improvements in 
|safety are in the works and Ford 


special shock absorbers for instru- 
ment panels, windshields and front 
|ends capable of absorbing more 
j;energy, improved. seat belts, 
|stronger roofs and nonskid brakes. 





Bayne Is Elected 
DAC President 


DETROIT. — Joseph E. Bayne, 
| general sales manager of Mercury, 
last week was elected president of 
the Detroit Athle- 
tic Club. 

Other new offi- 
cers elected by 
the club’s direc- 
tors were Peter 
J. Monaghan, of 
the law firm of 
Monaghan, Hart 
& Crawmer, first 
vice - president, 
and Charles T. 
Fisher jr., presi- 
dent of the Na- 
tional Bank of Detroit, second 
vice-president. 

Reelected were Don E. Ahrens, 
general manager of Cadillac, secre- 
tary, and Lloyd H. Diehl, president 
of Detroit Gasket & Mfg. Co., 
treasurer. 

W. E. Boyse was reappointed 
comptroller and Clarice Canon, 
assistant secretary. 








J. E. Bayne 


he asked in scorn, “needs to be 
except, | 
Moore voiced his objective: “The | 


|ecommon denominator of American | 
life is the motor car. Personally, I| 





So, my problem is to try and find | 


laboratories out of highways and | 


caused injuries could be determined, | 


he said, | 
would remove it from the realm of | 


things that go to make for safer) 


engineers are experimenting with} 
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Chrysler Hopes to Build 


In South, Keller Says 


ATLANTA.—Chrysler Corp. 
hopes to establish a plant in the 
South within the next five years, 
according to K. T. Keller, Chrys- 
ler board chairman. Keller also 
said he believed the South ig one 
of the “best potential markets in 
the nation.” 


Keller visited here, with four 
Chrysler production engineering 
analysts, 
at the Atlanta General Depot. He 
predicted that Chrysler would 
sell more cars in 1956 than dur- 
ing last year. Keller has served 
as director of guided missiles for 
the U. S. government. 





Firestone Reports 
Largest Profit in 
‘History of Rubber 


AKRON.—A 1955 net of $55,378,- 
| 916—the largest profit ever enjoyed 
by any company in the history of 
aes the rubber indus- 
| , try—was disclosed 
last week by 
Harvey S. Fire- 





man of Firestone 
Tire & Rubber Co. 
Net sales, at 
$1,114,870,187, also 
“set a record for 
the company. 
For 1954, Fire- 
stone net earnings 
| H. S. Firestone jr. were $40,509,944 
jand net sales were $916,047,040. 
Firestone noted that never before 
| had the net profit of any company 
|in the industry exceeded $50 million. 
He reported that in fiscal 1955 his 
company carried out its biggest 
|program of modernization and 
| expansion by investing $55,723,138— 
|a figure virtually identical to the 





|and improvements in plants and 
| equipment. 


Military Poll 
Finds 79% Eye 
‘Purchase of °56 


CHICAGO.—A survey among 3.2 
percent of Army Times and Air 
Force Times mail subscribers in-| 
dicates that 79.6 percent of their| 
readers plan to buy new cars in| 
the coming months. | 


The survey showed that of those) 
planning to buy, 56 percent have 
not yet selected the make. 

Brand preferences among mili- 
tary men, the survey showed, are 
as follows: Buick, 21.3 percent; 
Ford, 13.5 percent; Oldsmobile, 13.5 
percent; Chevrolet, 12 percent; 
Cadillac, 6.5 percent; Chrysler, 6.1 


percent; Pontiac, 5.6 percent, and | 
Plymouth, 5.6 percent, followed in} 


|order by Mercury, DeSoto, Dodge, 
Packard, Studebaker, Lincoln, 
Nash and Hudson. Little prefer- 
ence was shown for foreign cars. 

Of those responding to the ques- 
|tionnaire, 98 percent are car 
| owners. 


‘Hudson Conducts 


rr 
Divisional Parleys 
| DETROIT. — Hudson Motors ex- 


}ecutives are conducting a series of 
| three two-day divisional meetings 
in Washington, Chicago and Los 
| Angeles for zone field personnel of 


| the eastern, 





Derzee, sales vice-president. 

The eastern division meeting was 
held at the Statler Hotel, Washing- 
ton, Jan. 26-27. The central division 
meeting will be held at Chicago's 


Conrad Hilton, Feb. 2-3, and the! 


western division will meet at the 
Ambassador Hotel, Los Angeles, 
Feb. 9-10. 


L-M Dealers Honored 


BEVERLY HILL® Calif.—Four 
silver platters were awarded to 
four former members of the board 
of directors of the Los Angeles 
Lincoln-Mercury Dealers Assn., in 
recognition of their service to the 
group. The recipients were: John 
Deaton, Art Hall, Russ Grether 
and Tom Lynch. The president of 


LMDA, at present, is James Van | 


Etta, Santa Barbara. 


to observe operations | 


stone jr. chair-| 


year’s earnings—for additions to| 


central and western | 
divisions, according to N. K. Van-|]} 







Comfort 
and Safety | 


No Obstruction When Entering or Leaving Car 


VIKING SPECIALTIES, INC. 


Phone: LO 3-0400 7575 S. Telegraph Road 
P.O. Box 6067 Dearborn 9, Mich. 
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Thousands 
Sold by Car 
Dealers 
& 
Write 
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_ 7 LONG JOHN 
for Station Wagons 
74” Long in UP Position—90” Down 


2. STANDARD 
for All Cars 
56” Long in UP Position—72” Down 


* Con be chonged from car to car without 
| buying expensive change-over parts for 
| different makes and models. 







FITS ALL CARS! 
CLAMPS SECURELY! 
ON or OFF in a Jiffy! 


NO HOLES TO DRILL! 
Miller Saddles Lock on 
Where Car Top is Strongest. 







fae 


MILLER MFG. CO. 


YOUR SERVICE 
ABSORPTION 


is 
VITAL TODAY! 


WE TRAIN SERVICE PERSONNEL 
A survey of your service department will be made . . . We will tell you what 
your problems are . . . Suggest the corrective measures that are to be taken 
. . « On a 60 day trial privilege we will install at our expense all equipment 
. .. Train your entire service personnel. 


SERVICE ENGINEERS 
Our field men are trained service engineers familiar with todays service 
problems. From information gathered serving the most outstanding dealers 
in the country we will cover customer relations, selling more service per car 
handled, one item repair orders, handling internal, lost motion at parts 
window, non-productive and mis-applied time. 


EQUIPMENT 
Inter-Communication equipment of our manufacture and made for this purpose 
only . . . Signal Light System . . . Car Location System . . . Dispatch desk . . . 
Necessary charts . . . Written resume of procedure. 


WRITTEN GUARANTEE 
Flash-A-Call is installed on a 60 day trial privilege . . . We guarantee to 
increase customer paid labor 25% .. . Raise service absorption figures . . . 
Improve customer relations or 
all equipment can be returned 
for full credit. 


a 
5919 Tireman, Detroit 4, Mich. 













New Lease Purchase Plan 
Saves working capital and 
could have a tax advantage 
. - « Complete program for as 
little as $70 per month up... 
No added help. 


100% ABSORPTION 


















Service control will put your 
service department on an 
efficient profitable basis with 
a workable goal of 100% 
absorption. 



















| 
























FLASH-A-CALL SERVICE CONTROL 
1112 S. Wabash, Dept. AN-115, Chicago 5, lll. 
Gentlemen: 

Without obligation kindly contact us for a 
convenient time to discuss your program. 


REPLACE OLD EQUIPMENT 


I 
| 
| 
I 
Use lease purchase plan to re- | 
place old and worn equipment | 
and add new mechanics to | 
ports department feature .. . | 
Saves $ in non-productive | 
time, and will pay for itself. | 
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Car Output Off Again 


(Continued from Page 1) 


of 391 cars was established Nov. 
30, 1948. 

GM’s drop from 78,464 cars the 
previous week to 69,239 units last 
week was led by Chevrolet, which 
sliced output 18.4 percent from the 
previous week. Chevrolet’s output 
last week totaled 31,800 cars, as 
compared with 37,658 the previous 
week, while Buick dropped from 
16,060 to 14,250; Oldsmobile from 
12,236 to 11,261; Pontiac from 9,132 
to 8,568, and Cadillac from 3,378 to 
3,360. 

ok * of 

ORD MOTOR CO.’S output 

jumped from 37,892 the previ- 
ous week to 38,835 cars last week 
mostly on the strength of Lincoln’s 
upsurge, but both Mercury and 
Ford divisions also showed 
increases. 

Ford division turned out 31,300 
cars last week, as compared with 
30,781 the previous week; Mer- 
cury was up from 5,581 the pre- 
vious week to 5,750 last week, and 
Lincoln jumped from 1,444 the 
previous week to 1,700 last week. 
Continental, despite a walkout at 
its Dearborn plant on Tuesday, 
Jan. 24, turned out 85 cars last 
week, compared with 86 during 
the week ended Jan. 21. 

Chrysler Corp., hampered by pro- 
duction problems which closed 
West Coast operations on Tuesday 
and Wednesday, turned out 21,266 
cars last week, as compared with 
20,175 the previous week, when all 
except Dodge lost production 
through parts shortages brought 
about by an Electric Auto-Lite 
strike. 








Transtar Power Plant— 


A stroke of four and three-quarters 
inches combined with a three and five- 
sixteenths bore, according to Studebaker, 
gives high power at low revolutions per 
minute in its 245-cubic inch, six cylinder 
engine being introduced in the Transtar 
truck line. It is equipped with forged 
steel rods of “I” beam _ construction. 
Compression ratio is seven to one on all 
grades of fuel. A seven and one-half 
to one compression head is optional at 
extra cost. 


Stadebaker Offers 
New Truck ‘6’ 


SOUTH BEND.—A high torque 
six-cylinder engine will be intro- 
duced in the Studebaker Transtar 
truck line in February, Harold E. 
Churchill, Studebaker general man- 
ager, has announced. 

The 245-cubic-inch engine has a 
torque of 205 foot pounds at 1,200 
revolutions per minute and will be 
available in the one-half-ton, three- 
quarter-ton and one-ton pickup 
models. 

With the addition of what it calls 
the “big six” engine, Studebaker 
will offer six engines in the truck- 
ing line. 





Canadian Dealers Survive Without Cars 


pongo had at least stopped being 
| day of the purchase and leave 


“choosy.” 
cd * 


Sie Slashed Hard 


4 MOST dealers have pared their 
*® expenses to the bone, frequent- 
ly reducing office staffs, make- 
ready departments and other non- 
essential services. New-car adver- 
tising has been eliminated, al- 
though often used-car and service 
advertising has been increased. 
Declared one dealer, “Some 
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Car, Truck Output Estimates Chrysler Rate Slowed . . . 
e 
By Automotive News 
PASSENGER CARS 
(U.S. PRODUCTION ONLY) A ( : M C t B k 
w Week Janu- Jan.1 Jan. 
need Same Ended an, ‘To ‘To s Uu Ss ac 
Jan, 28, Week, Jan. 21, 1956, Jan. 29, Jan? “28, 
1956 1955** 1956* ToDate 1955** 
AMERICAN MOTORS = 4,065 1,910 3,865 13,620 1,325 19000 
Hudson ess 1900 «4400 «2,004 = 4400) 100,827; Cheysles OmD. ee 
SE Ee 1247 2,565 9,160 4,341 9,160 a apeeiiaaiale , om ye 
CHRYSLER CORP. .... 21,266 30,553 20,175 92,193 121,689 -92,193| t,-nea out by the Little Two dur- 
RED © sadechoctinbescteciseste 3,400 4,207 2,059 12,085 16,558 12,085 | ing January will give them an esti- 
DeSoto ................. 1,716 3,270 2,821 9,914 12,866 9,914| mated 5.6 percent of total industry 
I i eetanslal 4,380 8,002 5,475 20,182 31,190 20,182 —-. — a 
Plymouth ..........c00.00« 11,770 15,074 9,820 50,012 61,075 50,012 52), more than 5 percent of total 
FORD MOTOR ............. 38,835 43,951 37,892 145,287 171,561 145,287 output was in March, 1955, when 
Continental .................. a —- ‘Nixects 86 ns aed $87| they produced 6.3 percent or 50,481 
EE 31,300 34,573 30,781 117,458 137,830 117,458| Of the 794,015 cars assembled during 
Einocin 1,700 7150 1,444 5.333 2.722 5,333 that month, when the industry hit 
ee pares conaraaee toners ’ ’ , “ a new high for total car production. 
OPCUPY —.n..cccecceseecsecseeees 5,750 8,628 5,581 22,159 31,009 22,159 Another highlight of the output 
GENERAL MOTORS .. 69,239 79,121 78,464 290,235 311,007 290,235 scene is the increased output by 
SRE ee 14,250 15,273 16,060 61,327 58,880 61,327) the truck manufacturers. 
Cadillac -.. 9,960 3,212 3,378 12,830 13,510 12,830 | Be ae . 
Chevrolet .................... 31,800 37,449 37,658 135,870 146421 135,870) Pao - fondo hegpap gece 
uce A , . 
Oldsmobile .................... 11,261 11,741 12,236 45,629 45,912 45,629 | improvement over the previous 
PE © Widesessescccsevisecneee 8,568 11,446 9,132 34,579 46,284 34,579 week’s 24,733 trucks and a 16.2 per- 
BE EEE: «o0ccsevccacnrecassayes 4,918 4,825 4,318 16,950 5,771 16,950 | cent increase over the 22,501 trucks 
Packard 0.00... 1,248 1,365 983 3,521 4,263 3,521 turned out during the same week 
a@ year ago. 
ee ee 3,670 3,460 3,335 13,429 11 13,429 
ane < — | Automotive News’ estimate of 
Total Cars, U. S.........138,323 160,664 144,714 558,285 628,388 558,285 96,061 trucks for January is a 4.5 
| percent improvement over the 
*Revised | 91,891 units turned out during 
**Totals for 1955 include Kaiser-Willys production. the same month a year ago. 
Despite cutbacks by most manu- 
COMMERCIAL CARS facturers, the record-breaking fever 
(U.S. PRODUCTION ONLY) that engulfed the industry in ’55 
Week Week eee ant ft | still is not out of sight. 
Ended Same Ended ary, To To Lincoln, which announced at the 
sages” Weer “Mel” al'Gtie “Wag “Myash | Deginning of the year that it in 
ended to establish a new mon 
9,200 6,804 8,829 32,691 = 24,764 += 32,691 car-output mark in January, hit a 
100 79 99 378 308 378| new postwar daily high for the 
100 60 100 379 240 379 | division last week with the produc- 
tion of 346 cars on Tuesday and a 
1,900 1,622 1,686 6,279 7,503 6,279 . y 
new weekly high of 1,700 units. Its 
7,100 7,696 6,959 26,570 ; 31,155 26,570 | former high of 1,643 cars was es- 
a caychbchiinss 2,200 1,512 2,208 7,368 5,310 7,368 | tablished during the week ended 
INTERNATIONAL 3,090 2,189 3,062 11,913 8,714 11,913) May 3, 1953. Its alltime daily high 
IEE Sidi diucsscintlecopevndnaasinse 410 229 412 1,522 812 1,522 | 
ee nse nbnsetnestngetveee 83 88 73 279 357 279 
STUDEBAKER .............. 350 468 324 1,279 1,615 1,279 
i ite caicsdecesssccchnded 410 249 410 1,557 999 1,557 
RII nostasinsobondonessesecteste 1,150 =: 1,435 516 «4,611 «= «6,384 4,611 (Continued from Page 4) 
MISCELLANEOUS *** 50 710 50 189 307 189| erine, Scarborough and London, 
iin whee tapi) siminnae qos ee San ee, 
Total Trucks, Wy Wien 26,143 22,501 24,733 95,015 88,468 95,015 Several dealers said that sales | 
Total Cars, Trucks, of the U.S.-Made units, which) 
ad ad 164,466 183,165 169,447 653,300 716,856 653,300| formerly amounted to only 5-10| 
percent of their total sales, have 
Total Cars, Trucks, increased, but. not phenomenally. 
ss sasadincsinn 7,265 7,201 7,199 26,535 27,323 26,535| The dealers interviewed said the 
sales of these models hadn’t even 
Grand Total, doubled. 
Cars and Trucks, a ae 
U. S. and Canada....171,731 190,366 176,646 679,835 744,179 679,835 


*Revised. Miscellaneous includes Corbitt, Marmon H., Brockway, Four-Wheel Drive, etc. | 
***Autocar and Sterling are included in White totals. 
N.B.: All U. 8S. totals include cars and trucks for military orders. 


Four Divisions for Sales 
Are Set Up by Nash | 


DETROIT.—John W. Raisbeck,|delphia, Washington and Buffalo 
Nash sales vice-president, an-|zones; central, including the De- 
nounced last week that Nash has /|troit, Cleveland, Pittsburg, Cincin- 

: wis nati and Atlanta zones; mid- 
western, including Chicago, Mil- 
waukee, Minneapolis, Kansas City, 
St. Louis and Memphis zones, and 
western, including the Los Angeles, 
San Francisco, Portland, Denver 
and Dallas zones. 

The new eastern division mana- 
ger is A. E. Tracy, former Boston 
zone manager. The central division 
manager is L. E. Stewart, former 
assistant to the sales vice- 
president. The midwestern divi- 
sion manager is J. B. Fountain, 
former central division manager. 
R. R. Compton continues as 
western division manager. 


Goodrich Begins 
Plant Expansion 


MIAMI, Okla.—Expansion of B. 
F. Goodrich Co.’s plant here to in- 
crease tire production will be 
started immediately, according to 
J. E. Gulick, manufacturing vice- 








A, E, Tracy 


divided the U. S. into four sales 
divisions and has appointed three 
new division managers. 

The divisions are eastern, includ- 
ing the New York, Boston, Phila- 


L, E. Stewart 





ment division, and Walter E. Head, 


J. B, Fountain plant manager. 


R. R. Compton 


NOTING that an almost-bare 98 | 
Oldsmobile would retail for! 


| $5,200, one dealer said that few | 
| Canadians were able to reach this} 


auto level who were not already in| 


it. 

However, several dealers re- 
ported that Cadillac was making 
exceptional sales gains in their 
areas, frequently doubling and 
tripling its sales penetrations in 
many areas. 

2. Many dealers have remained 
solvent or nearly solvent by con- 
centrating on the used-car business. 

Said a Toronto dealer, “Some 
dealers are upset. They think the 
factory should help them, or they 
feel that all they can do is sit 
back and wait until the strike is 
over. 

“But many more dealers are 
gritting their teeth and bearing 
down on used cars. We've learned 
a lot about buying and selling in 
the used-car market. It’s an ex- 
cellent business. For the first time 
in their lives, many dealers have 
stopped wholesaling and begun re- 
tailing used cars.” 

“Another thing, by concentrat- 
ing on used cars, a dealer can 
keep his hand in and he won’t 
have to waste time getting ‘back 
in the swing’ when the strike’s 
over. Also, a dealer is able to 
hang on to his help—good sales- 
men and good mechanics are al- 
ways hard to find. 

3. Many Canadian dealers have 
existed on the substantial new-car 
stocks they had when the strike 
began. One Chevrolet dealer said 





|that he didn’t sell the last of his 
president of the tire and equip-| new units until mid-December. He 


said that while the profits in the 


;}deals hadn’t increased, the cus- 


items that we’ve cut won’t have 
to be resumed. Everyone in the 
organization has learned how to 
save money. By working with 
our personnel, we made them all 
cost-conscious and the organiza- 
tion has been made more efficient 
throughout.” 


“This strike has been a blessing) 


in disguise to many of us. It has 
made us leaner, sharper and more 
efficient. We expect to operate 
much more profitably when this is 
over.” 

Another dealer expressed an at- 
titude that was found among many 
Canadian dealers: “We've tried to 
keep our help on the payroll just 
as long as possible. We’ve tried to 
be human. Most of them have fam- 
ilies, and good personnel are hard 
to get. Our people have been loyal 


ito us and now we have a chance 


to show our allegiance to them.” 

5. Service business among the 
GM dealers interviewed has been 
good until recently. In the past 
couple of weeks, the lack of new- 
car sales has made itself felt 
in the shops. The dealers said 
that there is always a fair 
volume of warranty and other 
work for a couple of months 
after a new car has been sold, 
but that this labor had died out. 

Service business also has been 
hurt by the gradual exhaustion of 
the dealers’ and the factory’s 
stocks of parts. Recently, there 
has been a lot of ‘banging out’ of 
body parts that formerly had been 
replaced. Example: Wrinkled 
fenders. 

* * * 

N THIS connection, some dealers 

are doing free repair work on 
the cars of new-car prospects who 
have placed firm orders for 1956 
cars. 

Explained one dealer, “We use 





the appraisal figure made on the 


the old car with the buyer until 
his new one comes through. Up 
to the present, this has worked 
out well. But if the strike lasts 
six months, we might be in the 
soup.” 

6. Dealers in Windsor and other 
Ontario towns near Detroit have 
been doing an increasing parts 
business. They’ve been importing 
parts from Detroit and _ selling 


|them to GM dealers as far away 
jas Ottawa and the western 


provinces. Import duties on these 
parts range from nothing to 25 
percent. 

At first, most dealers were able 
to exist on their own parts inven- 
tories. And they were able to get 
parts from the GM parts ware- 
house in Oshawa, since the ware- 
house employes are not on strike. 
But now, factory stock of parts 
is also nearing exhaustion, the 
dealers say. 


7. A few dealers are making 
a little money by importing cars 
—mostly Chevrolets—from the 
U.S. for sale. But this is a costly, 
troublesome practice. 

Duties and taxes on cars im- 
ported from the U. S. amount to 41 
percent of the dealer’s cost. They 
consist of a 17% percent duty, a 10 
percent sales tax and a 10 percent 
excise tax. And the two taxes are 
on the duty. 


Many dealers are also reluctant 
to import cars for fear of antag- 
onizing the unionists. A couple of 
dealers said they did import a few 
cars, but only for important cus- 
tomers who would take immediate 
possession. They said that GM of 
Canada officially frowned on the 
practice. 

Most of the dealers interviewed 
were optimistic about the strike, 
feeling that it would end soon. One 
dealer even expressed this cheerful 
note: 


“One favorable development 
since the first of the year is that 
I’ve lost one partner—the Cana- 
dian government. Now I don’t have 
to worry about taxes eating up the 
profits I’ve already made as I did 
last year.” 
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George W. Troost, 
Chrysler Official 


DETROIT. — George W. Troost, 
58, finance vice-president, Chrysler 
Corp., died here Jan. 24 after an 
operation for re- 
moval of a brain 
tumor. 

Mr. Troost 
joined Chrysler as 
assistant com p- 
troller in 1935 and 
in 1949 became a 
vice-president, re- 
placing B. E. 
Hutchinson. In 
1953 he was ap- 
pointed to the fi- 
nance committee. 
He had served as a member of the 
board of directors since Apr. 5, 1951. 

* * 


. 
William C. Packham 
CINCINNATI.—William C. Packham, 74, 
retired Chevrolet dealer and a past presi- 
= of the Cincinnati Automobile Dealers 





George W. Troost 


Trailer Builders 


Told to Expand 


Record Demand Seen 
In Next Decade 
EDGEWATER PARK, Miss. 


The trailer business is expanding | 


and industry members must revise 
their concepts accordingly, 
King, 
Mfrs. Assn., 
annual convention. 

“Between now and 1965,” he 
said, “today’s record production 
may even become inadequate to 
keep pace with demand.” 


King, who also is president of 


American Body & Trailer Co., Okla- | 


homa City, sketched the growth of 


the industry. He recalled that} 


trailer output 
about 11,000 units and that there} 
were only 75,000 units in use in 1929. 

Today, he said, there are almost | 
700,000 in use. 
trailers were produced last year, 


an alltime high and 42 percent) 
ahead of 1954. Shipment value in| 
1955 was about $366 million, also| 


an alltime high. 


The manufacturers also were 
warned not to consider as con- 
clusive the results of any one test 
in searching for the answers to 
problems of load distribution and 
frequency of axle-loud applica- 
tions. 

The warning came from William 
N. Carey jr., of the Highway Re- 
search Board, Washington. Carey 
was chief project engineer for a 


$900,000 test of asphaltic-type high- | 


way near Malad, Id., between No- 
vember, 1952 and May, 1954. 

He explained that in any test, | 
conclusions apply to conditions at 


the test site and findings should be | 


used only after due allowance for 
variables. 

Another speaker, John Springer, 
director of the Western Highway 
Institute, praised the highway de- 
partments and motor-carrier as- 
sociations of the western states 
who have cooperated in bringing 
about a high degree of uniformity 
on truck and trailer sizes and 
weights. 

Such laws, he said, give the 
equipment manufacturer a _ long- 
needed opportunity to standardize 
his products, “with ultimate sav- 
ings to all concerned.” 


Powers Retires 


From Goodrich 


AKRON. — Joseph E. Powers, 
sales manager of the truck and bus 
tire department, B. F. Goodrich Co. 
tire and equipment division, has 
retired after more than 45 years 
with the firm. 

Powers joined Goodrich in 1910 
as a stock clerk in Buffalo. He has 
served in his present position since 
1940. 

William H. Campbell, Pittsburgh 
district manager, replacement sales, 
has been named to succeed Powers, 
according to Goodrich. Campbell 
joined Goodrich in Philadelphia as 
a salesman in 1937. He has served 


in his present position since 1953. 





Obituaries 


me. Fe] 
president, Truck-Trailer 
told the group’s 15th | 


in 1923 was only| 


Nearly 78,500 truck- | 


Assn., died Jan. 23 in Christ Hospital. He 
had guffered a stroke the previous week | 
at his home in Kenwood. Mr. Packham, 
who founded Superior Chevrolet Sales Co. 
in 1924, retired from the auto business 
in 1953. 
* * * 
Elizabeth G. Hampton 

NEW YORK.—Once a familiar figure to 
oldtimers along Broadway's ‘‘auto row,’’ 
Elizabeth G. Hampton, 81, died Jan. 9. 
| Miss Hampton was a dealership executive 
from 1919 to 1935. Afterward, until her 


retirement in 1949, she was engaged in 
real-estate management. Miss Hampton 
began her business career as secretary to 
Theodore Luce, then a _ Detroit bond 
| dealer, shortly after the turn of the cen-/| 
} tury. In 1919 Luce moved to New York to} 
operate a Lincoln dealership, and Miss 
Hampton became the firm's vice-president 
|}and treasurer. She served in a _ similar} 


capacity with a Ford dealership also oper- | 
ated by Luce. The dealerships were closed | 





in 1935, and Miss Hampton then became 
vice-president and treasurer of Theodore 
Luce, Inc., a real-estate renting and hold- | 
ing company. Luce died in 1949. | 

* * * | 


Henry M. Crane 


NEW YORK.—Henry M. Crane, 81, 
pioneer in the auto industry, died here | 
Jan. 21. At the time of his death, Mr. 


Crane was a special consultant on engineer- 
ing matters for General Motors. Mr. Crane 
joined GM in 1922 as an engineering con- 
sultant to Alfred P. Sloan jr., GM chair- 
man, who was then a GM vice-president. 
| Shortly thereafter, Mr. Crane designed a 
| six-cylinder engine described as the first 
|such powerplant with a low-pressure flood 
| oiling system and a small bore. Mr. Crane} 
|}was a past-president of the Society of 
Automotive Engineers. 
* * * 
Artie L. Ashmore sr. 

KANSAS CITY, Kans.—Artie L. Ash- 
more sr., 67, general manager of Ashmore 
Pontiac, Inc., here, is dead. Before joining 
|a son in the business a year ago, Mr. | 
|} Ashmore had been with Public Service Co. 
| for 38 years. 





* * * 


Norman B. Hill 


ROSEBORO, N. C.—Norman B. Hill, 67, | 
president, Hill Motor Co., died Jan. 22. | 
He had served as mayor of Roseboro. | 

* 
Jack Baldwin 

DAYTON, Wash. — Jack Baldwin, 60, 
|former owner of Baldwin Chevrolet Co. 
; here, died at St. Petersburg, Fla., Jan. 10. ! 
| * * * 

August Johnson 
FARGO, N. D.—August Johnson, vice- | 


| president and coowner of Jiffy Mfg. Co., 
|died Jan. 11. Mr. Johnson invented a 
| high- pressure —- gun in 1921. 
* * 
A. J. Fleetwood 
KANSAS CITY.—A. J. Fleetwood, 71, 
an auto dealer and salesman for 31 years, 
died here after a heart attack. He had been 
employed as a Buick salesman by Con 
| Frazier Buick Co. Prior to 1925, he oper- 
| ated a Buick dealership in Richmond, Mo. 
* * * 
Louis G. Krailer 
| CHICAGO.—Louis G. Krailer, part owner 
of Krailer-Youngquist, Inc. (Oldsmobile), 
died Jan. 10 on a train near Jacksonville, 
Fla., on his way to the family vacation 
spot in Florida. 


* 


* 
James F. Stack 
| PITTSBURGH.—James F. Stack, secre- 
tary-treasurer, Pankopf Ford Sales, Inc., 
died Jan. 12. He had been in the auto re- 
tailing business more than 36 years. 

* * * 


Thomas P. Lewis 
BAXTER SPRINGS, Kans.—Thomas P. 
Lewis, 79, a retired automobile dealer, died 
Jan, 6 in Sao er 
* 


| Fred E. aaeeds 
HEMINGWAY, 8S. C.—Fred E. Edwards, 
52, who was associated with Hyman Motor 
Co. (Chevrolet), died Jan. 5. | 
* * * 
Archie L. Holloway sr. 
BUCYRUS, O.—Archie L. Holloway sr., 
| who has operated an auto dealership here | 
| for 47 years, died Jan. 4 in Columbus. He 








| 


|was 71. Opening a Reo-Brush outlet in 
1909, Mr. Holloway sold Fords from 1911 
to 1931. He took over a Studebaker dealer- 


|} ship at that time and has operated Stude- 
baker - Packard - Hudson dealership since 
1940. 


* * * 


Paul H. Kurz | 
NEW YORK.—Paul H. Kurz, president 
of Robert Bosch Corp., died Jan. 2. | 

* * * 

Harold W. Sechler 
PHILADELPHIA.—Harold W. Sechler, 49 
| Chevrolet zone truck manager, died in his 
office here Jan. 3, Mr. Sechler had been 
with Chevrolet since 1943, serving as area 
supervisor, district manager and zone truck 
* 


manager. 
Roy Sienens 
THOMASTON, Ga.—Roy Stephens, 66, 
coowner, with his twin brother, Rob, of 
Stephens Automobile Co. (Ford), here, 
died Jan. 5. Mr. Stephens first entered the 
| Ford dealership in 1915 when it was lo- 
cated in The Rock, near here, It was 
moved to Thomasville later. The Stephens 
brothers had interests in other businesses 
here. 
+ * * 
Frederick V. Bott 
DETROIT.—Frederick V. Bott, 60, as- 
sistant director of General Motors Corp. 
fleet section, died in New York Jan. 19 
after suffering a heart attack in his hotel 
room. Mr. Bott was in New York attend- 
ing the opening of Motorama. He joined 
Chevrolet in 1928. 
. * 
Paul A. Kayser 
MADISON, Wis.—Paul A. Kayser, 56, 
founder and president of Kayser Motors, 


Inc. (Ford), Madison, died Jan. 18 in 
Rochester, Minn. 
* * * 
Carey Gainey 








HARTSVILLE, 8. C.—Carey Gainey, 65, 
retired automobile dealer, died Jan. 7. 
* * * 


Eugene Thompson 
QUINCY, Fla.—Eugene Thompson, 57, 
a Quincy automobile dealer, died Jan. 11 
in New Orleans. 


U. S. Highway 41 South 








LEADING USED-CAR AUCTIONS 


IN THE NATION 


Frequency Rates: Minimum space, 1 inch on 1 column—Maximum: 5 inches on 2 columns— 
Contact WANT AD DEPT., Automotive News, Detroit 26, Mich. 





MIDDLE ATLANTIC 


NEW YORK CITY'S 
SKYLINE 
AUTO AUCTION 


EXCLUSIVELY FOR AUTO DEALERS 


You are 100% safe because all titles 


and checks are insured 


EVERY TUESDAY 12:30 P.M. 


GREENPOINT AVE. & PROVOST ST. 
BROOKLYN 22, N. Y. 


Tel. EVergreen 3-4800 
Auctioneers—David B. Spielman 
John W. Becker 





AUTO AUCTION 


TIM ANSPACH 


"Midway,"’ Stop 20 
Albany-Schenectady Road 


ALBANY, N. Y. 
(For Dealers Only) 


EVERY MONDAY ... 12 NOON 
Member of N.U.C.D.A. and N.A.A.A., Inc. 








New Jersey's 
Only Original Auction 
LEBANON AUTO AUCTION, INC. 


|On Route 22—3 miles west of N. Plainfield 


Sale Every Wednesday at 12 Noon 
Dunellen 2-0915 and Dunellen 2-9849 








$1,000 PRIZES 


U. S. GOVERNMENT BONDS 
SECOND ANNIVERSARY SALE 


Wednesday, February 29th 


SYRACUSE AUTO AUCTION 
Cortland, N. Y. 
Irv Mondore says 
“EVERYBODY COME” 





SOUTH ATLANTIC STATES 








“A Satisfied Customer is Our Rule” 


TOM HEWITT 
AUTO AUCTION 
COMPANY 


Valdosta, Georgia 
Wholesale 


THE SOUTH'S LEADING 
AUTO AUCTION 


—DEALERS ONLY 
EVERY FRIDAY 


VALDOSTA, GEORGIA 





EAST NORTH CENTRAL 





GRAND RAPIDS AUCTIONS, INC. 
On M2i—One Half == west of Grandville, 
ich, 


EVERY TUESDAY—CHECKS INSURED 
At 1:00 P.M, Sharp—Dealers Only 
Auctioneer: Col. W. E. "Bill" Nagy 
“Michigan's Best" 

Phone: ARdmore 6-4720 


EAST - WEST 
BORDER SALE 


Here in the "Fertile Mississippi Valley" 
where the East ends and the West begins, 
Eastern sellers meet Western a 
EVERY FRIDAY, beginning 12:30 p 

Here on the ‘East-West Border’ i Clean 
Eastern Cars are bringing Western Mar- 
ket Prices! 


Charlie Thale's 
QUINCY AUTO AUCTION 


3202-3220 Broadway Quincy, Iilinois 
“All Checks are Insured" 
Phone Baldwin 2-3200 


P. O. Box 742) 





EAST NORTH CENTRAL 


EAST SOUTH CENTRAL 








MONTPELIER AUTO AUCTION CO. 
MONTPELIER, OHIO 


Sale Every Monday, 12:30 P.M. 
“WE NEVER MISS" 


All Checks Insured by Fidelity Ins. Co. of Tenn. | 
Your Good Will—Our Most Valuable Asset | 


Phone 5-9535 


On U. S. Route 20A 








Flint Auto Auction, Inc. 
3711 Western Rd. 


Exclusively for Dealers 


Here in the shadow of General Motors, you 
get the best buys. 


NEW CAR DEALERS balance their stock here 
—Why not visit us real soon? 


Michigan's Finest Sale 
Titles and Checks Guaranteed 


12:30 — SALE EVERY WEDNESDAY — 12:30 
Phone Cedar 9-4492 | 


M, D. McCollum, Mgr. 


By All Means Attend the 


“TOLEDO AUTO 
AUCTION, INC.” 


Northwestern Ohio's Finest 
at 
5902 Telegraph Road - U. S. 24 


“EVERY THURSDAY" 
12:30 P.M. 
For Dealers Only 
Toledo, Ohio 
On The Road to Detroit 
All checks insured by Fidelity 


We are at your service whether buying or 
selling and offer all modern conveniences. 


Flint, Michigan | 








JOHNSON AUTO AUCTIONS 
LAWRENCEBURG, TENN. 
Every Tuesday 


HUNTSVILLE, ALA, 
Every Friday 
Insured Checks and Titles 





WEST NORTH CENTRAL 





MASON CITY, IOWA 
Home of 


CENTRAL STATES 
AUTO AUCTION 
Sale Every Wednesday 

At Noon 


| Phone 1182 or 96 211 S. Delaware 








Harry Gelt - Owner 


“Gateway To The Western Market” 





MOUNTAIN STATES 


COLORADO 
AUTO AUCTION 


LITTLETON, COLORADO 
SOUTH DENVER 


DEALERS ONLY 





Owners: 
Francis R. Cassell 
Carroll Kopfer 


Phone Denver, SUnset 1-7821 
Wire Colorado Auto Auction FAX 


| Sale Every Monday—11:00 a.m. 
| 


wer, Colo. 
| Auctioneers: 

Colonels Johnny Wood and Dean Davis 
|All cars paid for by our own check through 
the First National Bank of Englewood. 





EAST NORTH CENTRAL 





Detroit's Barometer 
APTCO AUTO AUCTION 


7 Years Old 


Conveniently located % mile from Detroit City Limits 


TWO BIG AUCTIONS EACH WEEK - - - 
WEDNESDAY AND FRIDAY AT 12 NOON 


19241 DIX-TOLEDO HIGHWAY (U. S. ROUTE 25) 
MELVINDALE, MICHIGAN 


Fidelity Insured Checks 





Phone Dunkirk 3-0150 


- MOUNTAIN STATES 


SPECIAL 
JACK LAYTON’S 


AUTO AUCTION, 


1155 S. Flat River Drive 


INC, 


Denver, Colo. 


Shermon 4-3263 


WILL BE OPENING SOON 
® New building and grounds 


® Ladies’ Lounge 


® Downtown Location 


© Experienced 


Personnel__ 


THE ONE AUCTION THAT DOES 
NOT BUY FOR RESALE PURPOSES 
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‘Model’ Franchise Pact 


Wisconsin Assn. Hails Signed Agreement Yielding 
Powers to State Licensing Law 


(Continued from Page 4) 


of this Agreement shall remain 
in force and effect until so can- 
celled. 

3. Territory. The Dealer shall| 
have the exclusive right to sell and 
distribute motor vehicles 
and other products 
within the State of Wisconsin, to 
the extent that the Seller has such 
right. The Dealer assumes the 
obligation of selling and promoting 
the sale of such products through- 
out such territory and pledges his 
best efforts to do so. 





4. Wisconsin Certificate. The 
Seller will procure from _ the 
ica Jetesshaskcsstepsveteeyseveetas motor 
ak on ial eichbabveboseactiio sssssceesten 
such certificates of appointment 


for the Dealer and for the sub- 
dealers as are required by the laws 
of the State of Wisconsin for the 
designation of new car dealers. 
Such certificates shall be procured 
promptly upon application by the 
Dealer to the Seller in order to 
effectuate this Agreement. 

5. Independent Contractor. The 
Dealer is an independent con- 
tractor and is not the agent of 
the Seller or of the factory and 
cannot bind either of them in any 
manner whatsoever. 

6. Purchase and Sale. The Dealer 
periodically shall place orders with 
the Seller for all of the products 
herein referred to necessary to 
meet its requirements in the area 
described, with a minimum of fifty 
(50) cars per year, measured from 
the date hereof, subject to condi- 

tions beyond the Dealer's control. 
Such orders will be in writing and 
will specify the items purchased 
and the delivery date. The Seller 
will deliver the items purchased 
within a reasonable time of the 
specified delivery date and shall not 
be liable for failure to meet such 
dates resulting from causes beyond 
its control, which causes _ shall 
include, but are not limited to, labor 
conditions, fire, government restric- 
tions, failure of transportation and} 
product shortages. The products of 
the factory shall be shipped by such 
carrier or mode of transportation | 
as may be decided upon between 
the parties. 

7. Price and Payment. The Seller) 
shall furnish to the Dealer a price 
list including freight charges, show- 
ing the cost of all of the factory 
products to the Dealer and will 
from time to time furnish addi- 
tional price lists if changes are 
made in the prices, including 
freight rates, specified in the 
original list. The prices named are 
the prices to the Dealer as a whole-| 
saler only and shall not determine | 
the price charged by the wholesaler | 
to sub-dealers. Sales made by the| 
Seller to the Dealer shall be} 
deemed to have been made in the 
State of Michigan. Payment for the) 
factory products shall be made to 
the Seller upon delivery to the) 
Dealer. In case of special orders, 
including but not limited to trim, 
paint, equipment, et cetera, the| 
Seller may require a ten percent 
(10%) deposit at the time of the 
order, the balance to be paid upon 
delivery. 

The Dealer agrees to buy and 
the Seller to sell an initial pur- 
chase of twenty-five (25) new 
Desesidtatiascbend of the current model as 
specified upon an order to be 
placed by the Dealer and an in- 
ventory of parts and accessories 
pursuant to order to be given 
within thirty (30) days of this 
Agreement. There shall be no dis- 
crimination in price between the 
Dealer herein and other whole- 
sale dealers. In the event that 











Pushbuttons Popular, 
Packard Reports 


DETROIT. — Packard has 
reported difficulty in meeting de- 
mand for its pushbutton trans- 
mission control. 


Packard said the controls can 
be installed on only about 86 per- 
cent of its cars and that the 
shortage is expected to continue 
for at least another 30 days as 
production moves to catch up 
with demand. 





prices are reduced while the 
Dealer has current models of 
automobiles in stock, the Seller 
will refund to the Dealer or credit 
to his account a sum equal to the 
difference between the dealer 
price for such model in effect at 
the time of purchase and the 
reduced dealer price of such 
model, provided a corresponding 
reduction has been made by the 
Sole Supplier to the Seller. No 
refund or credit will, however, be 
allowed on vehicles which have 
been delivered to the Dealer more 
than ninety (90) days prior to the 
date of such reduction in price. 


8. Warranty. The Sole Supplier 
will furnish a factory warranty 
against defects. The Seller agrees 
to make effective such factory 
warranty without cost to the Dealer 
and will pay to the Dealer or credit | 
to its account charges at cost for| 
services, parts and materials re- 
quired from the Dealer in order to 
effectuate the factory warranty to 
the customer. In this connection, 
however, the Dealer shall not per- 
form any work or incur any| 
expense until it has given prior 
notice thereof in writing to the 
Seller. No major repairs will be 
performed under the warranty until 
written notice is given the Seller. 


9. Facilities. The Dealer will pro- 
vide and maintain building and 
land facilities as may be necessary 
to sell and service the factory prod-| 
uct, and such buildings and land| 
shall not be less than demanded | 
by the State of Wisconsin as a| 
license requirement. The present 
address of the Dealer’s place of| 
eee | ee edasetaliek | 





Wisconsin. 


10. Termination. Due cause for 


termination shall be any of the! __ 


following: (a) insolvency or bank- 
ruptcy of the Dealer, (b) proceed- 
ings for dissolution by the Dealer, 
(ec) conviction of the principal 
officer of the Dealer for felony, 
(d) failure of the Dealer to pay 
for motor vehicles, parts, acces- 
sories or tools in accordance with 
the terms of his order, (e) refusal 
of the State of Wisconsin to license 
the Dealer for the sale of motor! 
vehicles, and (f) failure of either 
party to perform hereunder. 


11. Termination: Seller’s Duty. | 
Upon termination of this Agree- 
ment, the Seller will buy from 
the Dealer and the Dealer will 
sell to the Seller, within thirty 
(30) days after termination, all 
new, unused and undamaged | 
sesssssusssveesese.fttomobiles of the cur- | 
rent model. The price for such | 
vehicles will be the price to the 
Dealer plus transportation 
charges paid by it and less any 
refunds or allowances previously 
given it upon such vehicles. The 
Seller will buy and the Dealer 
will sell to the Seller, all new, 
unused and undamaged parts and 
accessories at cost to the Dealer 
plus transportation. The Seller 
will also purchase from the Dealer 
any and all special tools at the 
cost to the Dealer less deprecia- 
tion as allowed or taken for tax 
purposes. Payment for such pur- 
chases shall be due upon delivery. 


12. Sub-Dealer. It is the object 
of this Agreement to permit the 
Dealer to appoint sub-dealers 
within its discretion. The Seller 
may refer and recommend outlets. 
The Dealer shall have the right to 
determine the price to be paid by 
the sub-dealer for all of the prod- 
ucts handled under this Agreement. 
The Seller will procure the statu- 
tory certificate of the Sole Supplier 
appointing such sub-dealers, as 
hereinabove provided. In the event 
that the Seller’s or the Sole Sup- 
plier’s field men visit sub-dealers 
for promotional purposes, no orders 
shall be taken and any inquiries as 
to orders shall be referred to the 
Dealer. 

13. Wisconsin Qualification. Th e 
Seller agrees that it will obtain a 
license as a distributor under the 
laws of the State of Wisconsin and 
that the Sole Supplier will obtain 
a license for the sale of its product 
as required by the laws of the State 
of Wisconsin. Such applications for 
license shall be made promptly to 
the Motor Vehicle Department so 
as to effectuate this Agreement. 








CLASSIFIED WANT ADS 


Reaching an estimated 
RATES: TWENTY-TWO CENTS 


150,000 readers engaged 
(22¢) 


TL 
PER WORD FOR EACH 


branches of the nation’s automotive industry. 
INSERTION. 


POSITION WANTED ADS, 


lle PER WORD. PAYMENT IN ADVANCE OF INSERTION REQUIRED. Ads may be signed with full name 
and address at regular rates. Add One Dollar ($1) per insertion for use of a box number. Replies to 
Box Numbe- ads are forwarded to advertiser, unopened. Display ads: $12.30 per column inch. CLOSING: 
TEN DAYS IN ADVANCE OF PUBLICATION DATE. Contract rates supplied upon request. 


WANT AD DEPT., AUTOMOTIVE NEWS, 2666 PENOBSCOT BUILDING, DETROIT 26, MICH. 


HELP WANTED 
WANTED ACTIVE PARTNER Estab- 
lished dual _ dealership, Studebaker- 
Packard. Northern Ohio Lake area. Good 
potential, Opportunity for aggressive 
automobile man with some capital. Box 
5728 c/o Automotive News, Detroit 26. 





EXPERIENCED BOOKKEEPER — Office 
manager. Take immediate full charge 
office and books. 400 car Lincoln-Mercury 
dealership, 30 miles from N. Y. Top 
permanent position for right person. $100 
weekly plus profit sharing bonus. Write 
Box 5743, c/o Automotive News, Detroit 
26 giving your full background. 








WANTED SALES REPRESENTATIVE 

In Dynamic Automobile 

Finance Insurance Field ; 
Our company is growing. We need experi- 
enced auto finance insurance sales representa- 
tives, men with knowledge and experience 
gained with motor car manufacturers as 
regional managers, sales representatives or 
men who have been affiliated in automobile 
dealership or insurance business. The men we 
want in top level positions are offered a 
challenge to their abilities and an oppor- 
tunity for increased income, Applicants must 
possess sales ability and a desire to carve 
for themselves a top position in the company. 
Detailed replies must contain enough infor- 
mation for us to determine whether an inter- 
view would be mutually advantageous. Need- 
less to say, all information furnished will be 
held in strictest confidence. Our men earn 
from $10,000 to $50,000 annually. Write Box 
5746, c/o Automotive News, Detroit 26. 





EXECUTIVE MANAGER—Automobile sales 
finance company to take full charge of 
operations. Man with successful experi- 
ence in handling $15,000,000 volume. 
Would receive liberal salary and attrac- 
tive incentive plan. Replies will be held 
in strict confidence. Box 5742, c/o Auto- 

motive News, Detroit 26. 

HYDRA-MATIC MECHANIC — Exceptional 

opportunity for experienced Hydra-Matic 

mechanic. 
tion and other fringe benefits. 


Top flat rate pay, paid vaca-| 
No bench | 


setting, always back log of work waiting. | 


Cool, well lighted, completely equipped 
shop in colorful, captivating Corpus 
Christi, Texas. Where the wind blows, 
the oil flows, the cotton grows and it 
never snows. Write Charles Galland, 
owner Public Motors, Inc., P. O. Box 
1198. 





SALES MANAGER — An excellent oppor- 
tunity for capable man who can build 


and direct new car sales organization. | 
600 car General Motors deal in Lansing, | 


Michigan. New facilities. 
past experience, age, education, 
status and expected earnings 
application. Box 5745, 
News, Detroit 26. 





Write giving | 
marital | 
in your) 
c/o Automotive | 


SALES MANAGER for only Chrysler- | 


Plymouth dealer in one of Texas’ largest 
cities. Must have proven experience as 
an aggressive manager who can hire, 
train, and supervise a sales organization. 
Give full information. Box 5708, c/o Au- 
tomotive News, Detroit 26. 








SALES TRAINING DIRECTOR—Experi- 
enced in developing and conducting stim- 
ulating and inspiring sales, sales 
management training programs. Have 


traveled entire United States for General} HUNDRED CAR AGENCY handling Buick 


Motors Institute conducting sales man- 
agement training programs. Retail expe- 
rience as salesman, sales manager and 
dealer. Complete resume and references 
on request. Age 32, married. William H. 
Hadley, 2721 Chicago Bivd., Flint 3, Mich. 


GENTLEMAN, 38 YEARS old, desires 
position as sales or general manager 
with automobile agency. Have sixteen 
years experience. Will locate anywhere 
in U. 8S. References gladly furnished. For 
further information write Dennis Hogan, 
Kenwood Rd., Charlottesville, Va. 


USED CAR MANAGER. Can appraise, buy 
and handle complete operation. Interested 
in 100 mile radius of Detroit only. Will 
work straight percentage if potential is 
great enough. Box 5729, c/o Automotive 
News, Detroit 26. 





COMPLETE PROTECTION GIVEN 
AUTOMOTIVE NEWS’ READERS 
Automotive News will not divulge the 
name of any classified advertiser using 
a box number. For our readers who 


wish to protect their identity when an- 
swering box number ads, 


we suggest 
you send your replies direct to Classified 
Manager, Automotive News. Enclose a 
note listing the concerns which you 
would not want your letter to reach. 
Your reply will be destroyed if the ad- 
vertiser is one you have mentioned; 
otherwise it will be forwarded im- 
mediately to the advertiser. 





| 


BUSINESS MANAGER—Ford and Lincoin- 





POSITION WANTED 
SALES MANAGER OR general manager. 
300-350 car deal—-preferably GM. Expe- 
rience as retail salesman, sales manager 
and general manager. Married, age 40. I 
am looking for permanence and oppor- 
tunity to buy into a deal. Dependable 
and personable. Available March 1. Box 
5730, c/o Automotive News, Detroit 26. 


CAR LEASING MANAGER — Large car 





leasing firm, moving elsewhere wants to 
place its manager unable to move. Out- 
standing ability, integrity, loyalty. Full 
charge nation-wide long-term leasing 
business. Present salary $10,000. Phila- 
delphia vicinity only. Box 5731, c/o 
Automotive News, Detroit 26. 


GENERAL MANAGER Sales manager 
Aggressive, ambitious executive with 16 
years’ experience in all phases of deal- 
ership management. Can take complete 
charge and assume. full responsibility of 


operation. Ford, Lincoln and Mercury 
experience. Will furnish A-1 reference. 
Desire to locate in Florida. Box 5744, 


c/o Automotive News, Detroit 26. 





GENERAL OR SALES MANAGER 


Now employed by one of the "Big 2" in 
1,000 car a year, medium price range, De- 
troit dealership. Have been with same| 
dealer ten years. Dealership being sold and 
new owner wishes to run it himself. Present 
employer will give excellent references. 
District manager at factory will recommend 
me highly. Have reputation of being able 
to cut expenses and make money. Will start 
at $12,000 for first year but would expect a 
little higher pay and percent of profits after 
one year trial period and ability is proven. 
Can make move immediately. 


Box 5749, c/o Automotive News, 


Detroit 26. 





ACCOUNTANT-BUSINESS manager avail- 
able immediately. Thoroughly experienced 
in all phases of a volume cperation, daily 
operating control, Federal taxes. Sales 
minded. Age 38. Write Mr. Allen at 3897 
Hunt Road, Lapeer, Mich., or call Mo- 
hawk 4-8688. 








SALES MANAGER — HEAVY duty motor 
truck. Factory territory, branch, large 
dealership or retail national users. Twenty 
years’ experience in all phases—parts, 
service, sales and finance. Managerial 
ability—wholesale or retail. Am forty-six 
and will locate anywhere. Box 5751, c/o 
Automotive News, Detroit 26. 





SERVICE MANAGER OR assistant or 
bump shop manager available with 19 
years’ experience in bumping and servic- 
ing (7 years own business). Desire posi- 
tion in south or Texas area. Box 5752, 
c/o Automotive News, Detroit 26. 


AUTO SALES MANAGER—19 years’ ex- 
perience in closing and appraisals, expert 
pencil man. Capable manager on volume, 
spot delivery operation. Reliable, mature 
judgment. Married, 40 years old, Chicago 
area only. Armitage 6-9605 after 6 p.m., 
Chicago, Ill. 


Mercury experience, age 32, family man, 
desires responsible position with progres- | 
sive volume dealer. Excellent references, | 
available immediately. Robert E. Peffer- | 
man, 138 Carey Pl., Lakeland, Fila. | 
Phone Mutual 7-8782. | 





DEALERSHIPS AVAILABLE 


FLORIDA DEALERSHIP handling Pon- | 
tiac—Excellent east coast territory. 150 
car potential. Attractive lease on modern 
building and lot, ideally located. Profit- 
able operation but have larger deal. Write 
to Box 5739, c/o Automotive News, 
Detroit 26. 








eighty miles southeast of Buffalo. Thriv- | 
ing ten thousand population town, forty | 
thousand area. Modern building with! 
showroom and garage. Attractive lease | 
and terms. Box 5740, c/o Automotive 
News, Detroit 26. 





DEALERSHIPS AVAILABLE _ 





HOUSTON, TEXAS 


Dodge deal includes Dodge passenger cars 
and trucks. Approximately 1300 unit deal in 
this rapidly expanding market. Population 
well over 1,000,000. Profit potential excellent 


. Dealership may be established with or 


without Dealer Enterprise Participation de- 
pending on your qualifications. Write, wire 
or call: 


DODGE BROTHERS CORPORATION 
3403 Main Houston, Texas 
Phone JAckson 9-8215 





DEALERSHIP HANDLING Chrysler- 
Plymouth in Bridgeton, New Jersey. 
Minimum potential new—200 units. Grow- 
ing industrial, poultry, farming territory. 
New building 60x130 with large adjoining 


used car lot. Best location, corner 
property Sale or lease. Show room 
40x60. Factory approval. Shop fully 
equipped with 4 twin post Weaver lifts. 
$30,000 cash for possession. I am 61 and 
want to retire. Appointment or phone 
10 am - 3 pm. Phone Bridgeton 9-2932. 


Louis Platania, Sr. 


DEALERSHIP FOR SALE~— Centra! Massa- 
chusetts. 180 car franchise handling Ford. 
No blue sky. Purchase only assets. Buyer 
must be able to qualify with factory. 
Write to Box 5675. c/o Automotive News, 
Detroit 26. 


DEALERSHIP AVAILABLE handling one 
of ‘‘Big Three.'' Long established busi- 
ness in excellent location. No tools, shop 
or office equipment, no new or used cars 
unless wanted and no accounts receivable 
to buy. Good lease. Excellent schools and 
churches in town. Only reason for selling, 
dealer's health. Box 5733, c/o Automotive 
News, Detroit 26. 





DEALERSHIP HANDLING FORD in 
north central Texas town. Hundred fifty 


car potential. Attractive building, low 
rent. Sell at parts inventory and equip- 
ment at depreciated value. Box 5734, 


c/o Automotive News, Detroit 26. 





NORTHEASTERN OHIO dealership, han- 
dling Studebaker-Packard, in exception- 


ally fast growing market. Will sell 
complete (parts, tools, equipment) or 
retain part interest to help right man 


get started. Reason for selling, buying 
larger dealership. Box 5735, c/o Auto- 
motive News, Detroit 26. 





FOR SALE OLD ESTABLISHED dealer- 
ship, handling Ford, radius 100 miles 
Albany, N. Y. Very profitable operation. 
Owners wish to retire. 100-150 car 
potential. Reasonable amount of capital 
and factory approval necessary — for 
more detailed information write owner. 
No brokers. Box 5736, c/o Automotive 
News, Detroit 26. 





DEALERSHIP IN SUNNY Florida han- 
dling Lincoln-Mercury. 200 car potential. 
Best location in Florida’s best city. Apply 
Box 5737, c/o Automotive News, De- 
troit 26. 





FOR SALE—WELL organized dealership 
handling Packard and Studebaker account 
in thriving west coast Florida. Should 
absorb 150 cars a year. Shop business 
excellent. $22,000 worth of equipment for 
$12,000 and ability to finance reasonable 
stock of cars. Box 5732, c/o Automotive 
News, Detroit 26. 


Big 3 Dealership Available 


long established big volume dealer- 
ship in prime location in metropolitan 
New York being offered for sale by 
owners due to personal reasons. Your 
opportunity to step into a dealership 
that has always been profitable, at an 
unusually low price. Box 5750, c/o 
Automotive News, Detroit 26. 





HELP WANTED 


Accountants - Business Managers 
Office managers, accountants and auditors with 


automotive 


experience 


Auto manufacturer, one of ‘Big 3,"" has immediate openings for 


qualified men to headquarter in 


Los Angeles, Chicago, Atlanta, 


Detroit and other points. To qualify, candidates should be thor- 


oughly familiar with all phases 


of retail dealership office pro- 


cedure; capable of installing the accounting system; daily oper- 
ating control records and qualified to instruct office personnel in 
methods and routine. Company car and travel expenses provided. 


Opportunity for advancement is unlimited. Compensation plans 


are highly satisfactory. 


Replies, which will be held in strict confidence, should include 
experience, age, education, salary expected and a recent snap- 
shot. Write Box 5727, c/o Automotive News, Detroit 26. 
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DEALERSHIPS AVAILA BLE eis 


ERSHIP HANDLING Chevrolet. 
"Wruly a once-in-a-lifetime opportunity in 
| prosperous midwestern manufacturing and 
. cultural community. The only Chev- 
rolet dealership in town—county seat. 
1955 sales over $1,000,000. Will sell size- 
able, modern building, large adjoining 
paved used car lot, machinery, tools and 
furnishings all at write-down figure. No 
used cars or accounts unless desired. 
Parts at cost. Requires factory approval. 
Owner retiring. Box 5689, c/o Automotive 
News, Detroit 26. 


ESTABLISHED AUTO DEALERSHIP (one 
















of the ‘‘Big Three’’) in large midwestern | 


showing substantial profit for 24 
years. Owner wishes to retire. This busi- 
ness will show a 10% return on capital 
investment in addition to a five figure 
salary for owner. $325,000 cash required. 
Factory approval necessary. Box 5753, 
c/o Automotive News, Detroit 26. 


FOR SALE LONG established dealership, 
handling Dodge-Plymouth, in southwest. 


city, 


300 car contract. Profitable operation. | 
Sell parts and equipment—lease facilities. | 
Factory approval necessary. Box 5754, 
c/o Automotive News, Detroit 26. 

DEALERSHIP HANDLING Ford — Net 
profit $16,000 for 1955. Will sell for 


$20,000. No used cars or accounts receiv- 
) able. No real estate. Terms for qualified 
i person, short of cash, on buy-out plan. 
} Good lease in NE Iowa town. Reason for 
| selling, obtaining larger dealership. Box 
| 5687 c/o Automotive News, Detroit 26. 


\DEALERSHIP HANDLING Dodge-Plym- | 


outh and Dodge trucks, along Ohio river 

| in large industrial expanding area. Will 
sell complete establishment or will sell 
stock and equipment and give reasonable 
lease. Reason for selling, dealers health. 
Dealership established in 1933. Box 5688, 
c/o Automotive News, Detroit 26. 


DEALERSHIP IN CENTRAL Illinois han- 

| dling Lincoln-Mercury. $15,000 buys parts, 

+ equipment, etc. Wonderful potential, ex- 
cellent facilities, large brick building, 
good lease, 
meet factory approval. Box 5718, 
Automotive News, Detroit 26. 


c/o 


3.°' Located wealthy suburb of Chicago. 

Modern building and used car lot. Sales 

one million annually—makes good profit 

every month, Extremely low overhead. 

No used cars or accounts receivable to 

} buy. Sell at inventory including very at- 
tractive lease—S64,000 cash. Box 5725, 
c/o Automotive News, Detroit 26. 





DEALERSHIP WANTED 





WANTED—DEALERSHIP on east coast 
of Florida. Prefer ‘‘Big Three.’’ Must be 
above New Smyrna. Information confi- 





dential—realize must have factory ap-| 


proval. Box 5700, c/o Automotive News, 
Detroit 26. 

ANTED — BUICK, Chevrolet or Ford 
dealership, 200-500 units, west coast. 


Factory approval assured, cash available. 
Box 5719, c/o Automotive News, Detroit 
26. 


ATTENTION DEALERS 
Is Your Franchise Profitable? 
If Not 
LET US GET YOU OFF THE HOOK 


With overhead and capital investment 


both extremely high today, you must have 
@ good franchise to make satisfactory 
profit. If your profit is not satisfactory, 
we can get you off the hook. There are 
many good opportunities for the desirable 
loubt some right in your 


franchise. No d 
Present area. 


Write for complete information at no cost 
or obligation to you. We are not brokers. 


All communications strictly confidential, 
you will be just a number in our office. 
— personal attention of R. J. Young 
only. 


NATIONAL AUTO DEALER 


SERVICE 


Security Bidg., 3049 E. Grand Bivd. 
Detroit 2, Mich. 





BUSINESS OPPORTUNITIES 





Ss SS 


PARTICIPATION OPPORTUNITY 
IN LONG TERM LEASING COMPANY 


erator of extremely successful national 


‘long term leasing company, located in east, 


forming own organization. Have potential 
clients, experienced key personnel and com- 
plete proven operational, merchandising and 
financing program. Principal only invited to 


nn write, 
B 


ox 5748, c/o Automotive News, Detroit 26. 





BUSINESS 





present clients. 


years of experience in industry 


more, including “what clients 


troit 26. 


low overhead. Buyer must | 


AUTO DEALERSHIP—One of the “Big 


OPPORTUNITIES 


Washington Problems Bother You?. 


Result-Producing Specialist 
Will Represent New Clients 


_ if your problem is one of getting action without time-consum- 
ing government consultations and communications, | can help 
you. You will benefit by fast, effective action that has long pro- 
duced profitable results, including cost savings up to 26% for 


You have the added advantage of an established, informed 
representative, constantly on the alert. My qualifications for 
performing these functions have been developed over many 


New clients are offered assistance in solving problems, big or 
small, and at a cost that is painless. If you would like to know 


problems in confidence to Box 5706, c/o Automotive News, De- 





| BUSINESS OPPORTUNITIES 





| CAR AUCTIONEERS! 


| Excellent Connecticut Location 


1400’ frontage on Route U. S. 5-Conn. 15, 
| the State's Major Artery. 


4 miles south of Hartford. 


| 30,000 Sq. Ft. Building under construction, 
will complete to suit. 


Up to 90 Acres of Land. 

|“Iin the Heart of Prosperous Connecticut” 
Write, Wire, or Phone 
Anthony J. Pascone 


| and William M. Pascone 
|P. ©. Box 2055 
Telephone EDison 4-4115 








| FOR SALE—USED car lot and car rental 
business in Fort Lauderdale, Florida. 
| New modern building and lot, wonderful 
| location, reasonable. Box 5738, c/o Auto- 
| motive News, Detroit 26. 


DEALER SERVICES 


Catchy Jingles Add 
"Oomph" to Your 
Radio Ads 


CUSTOM-MADE AT A FRACTION 
OF THE USUAL COST 


You'll have the whole town humming 
your singing commercials written 
especially for you and transcribed 
by professional radio singer. Adds 
impact to your radio or television 
Easily a $100 value. 





advertising. 
| Volume operation enables us to pro- 


duce this for $28. Specify what you 
want featured (used cars, new cars, 
service or whole operation). Explain 
pronunciation of name if unusual. 
Send no money. We bill you after 
you receive transcription. Shipped 
within a few days. Write A. Lovell 
Elliott Advertising—Automobile Dealer 
Promotion—Dept. AN-I, 310 E. Hud- 
son St., Columbus 2, Ohio. 


| 
| 
| 
| 
| 


Inventory Service 
Buying or Selling a Dealership? 
® Buy Right ® Sell Right 
| Parts—Accessories—Equipment 
e e A disinterested certified physical 


DON’T GUESS—BE SURE 
Call or write for service details. 
Automotive Inventory Service Co. 
10040 Freeland, Detroit 27, Mich., WE 3-6445 
Western Dealers Attention 
429 S. Western _ Los Angeles 5, Calif. 
| u 





| 
| 





3RD PARTY TESTIMONY 


| Of your competence, competitiveness and 
integrity by award to you of Seal of Integ- 
rity is proven substantial sales stimulant. 
Forcefully sells your ¢ rether than 





MERITSEAL, INC. 
|2 Depot Plaza 








| MANUFACTURERS’ REPRESENTATIVES 








SALES REPRESENTATIVES 


mats, etc. 
SARAN PROTECTIVE COATINGS COMPANY 
2415 Burdette Ave. Ferndale 








CARS FOR SALE 

| ‘“*V-16’" CADILLAC—1938 formal town car 
convertible. Engine completely rebuilt, 
low mileage, practically new tires and 
battery. Beautiful original condition. 
Exterior and interior spotless. One of a 
kind. 16 cylinder. Price $1,350. Jack Tall- 
man, 540 N. Franklin, Decatur, III. 








body styles. Chrysler, DeSoto eight pas- 
senger seclans only. Prices gladly quoted. 
McClintock-Cadillac. Ivanhoe 7-5046, Lan- 
sing, Mich. 





AUTOMOTIVE NEWS 
WANT ADS 
BRING RESULTS 

















and the government. 







say," send an outline of your 








CARS FOR SALE 


ROBINSON AUTO RENTAL 


FLEET LEASED CARS 
1954 - 1955 
CHEVROLETS, FORDS, PLYMOUTHS 
Deluxe and Standard— 

Many two-tones 


Now available at Hertz Stations in the fol- 
lowing cities: Philadelphia, Baltimore, Wash- 





| las, New Orleans, Atlanta. | 





Bridgeport, Conn. | 





Inventory will save you money © © 


ompany 
‘oduct. Details without obliga- | 


White Plains, N. Y. | 


20, Mich. | 


| 241 





ROBINSON AUTO RENTAL 
DIVISION 


| 229 S. Hanson St. 
1. E. Spatig, Used Car Mgr. 


Philadelphia, Pa. 
Sherwood 8-1500 








ATTENTION DEALERS !! 


SPECIALIZING IN THE SALE OF 
EX-TAXIS 


- | Excellent Bodies - Good Motors - Heaters 


Upholstery New 
BUY NOW — LOWEST PRICES EVER 


1951-1952 


Plymouths — Fords — Chevrolets 
1 to 500 


MORRIS FREEDMAN 

| ‘Sth & LINDBERGH BOULEVARD 

| PHILADELPHIA 43, PA. 
SARATOGA 7-2300 








CARS WANTED 





Cadillac Dealers 
Cadillac Dealers 


Nationally known firm needs new limou- 
sines and other models for use by top 
executives, no trade-ins involved. Also 
interested in purchasing other GM cars 
and trucks from combination dealers. If 
you are in a position to handle volume 
orders now, write, 


Box 5747, c/o Automotive News, Detroit 26. 








| Attention All Fleet Automobile and 


Truck Onwers 

| We need and will buy | or 5 hundred used 
| cars and trucks. All makes, models and 
sizes. Anywhere in U. S. A. 

BISHOP BROTHERS 

“Atlanta's Largest Used Car Dealer” 

| 489 Spring Street, NW Atlanta, Georgia 
| Phone - LAmar 3456 








WANTED—CLEAN 1928 Ford Model ‘‘A’’ 


North Alamo, San Antonio, Texas. 
PARTS FOR SALE 


BUICK PARTS 


All Other GM Parts Also 
UP TO 50% DISCOUNT 











Extra Discount on 
Special Phone Orders 


Fast—Direct—C.0.D. Service 


Art Hansen Buick, 
Inc. 


(formerly Gordon Buick) 
Largest Buick Parts Dealer in U. S. 


.1000 S. Wabash Ave., Chicago, Ill. 
Phone WAbash 2-1030 


TRUCKS WANTED 


WANTED 





ington, D. C., Pittsburgh, Akron, Cleveland, 
Detroit, Flint, Chicago, Milwaukee, Cincin-| 
nati, Louisville, St. Louis, Kansas City, Lin- | 


| coln, Neb., Oklahoma City, Fort Worth, Dal- | 


Touring. Give price. Liston Zander, 625) 
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| WALKER 4 POST lift and undercoating | 


1000 BUSINESS CARDS, 











SHOP EQUIPMENT FOR SALE MISCELLANEOUS 








* Good Motors 
* Upholstery New 


912 Spring St. 


equipment in perfect condition. Gorman | 
Miller Motor Corp., 205 West 101st St., 
New York 25, N. Y. 


Ask the Man Who 
Tows—He Knows 


Automatic BrakKinG 


Is the Cheapest 
- INSURANCE - 
You Can Buy: 


COMPLETE with 
Guide Cables and 
BRAKE HOOK-UP. 
Meets ALL 1.C.C. Requirements 





MISCELLANEOUS 


raised printing | 
(1 color) $3.50; (2 color) $4.50. Cut in- 
sertion—50c extra per 1000. Samples 
free. Dealer name plates. Labels of all | 
kinds. Send requirements. Business Spe- | 
cialties, 1422-A Rosemont, Chicago, II. | 


The NEW | 
BLUE @ CHIP 


TOW-PILOT 


WITH LUBRICATED 
AUTOMATIC BRAKE 
Meets I.C.C. Requirements 


ONLY ONE CHAIN LOCK BOLT 
ATTACHES COUPLING HEAD 


e 
FOUR CLAMPS TO FIT 
98% OF ALL CARS, PLUS 
2 Large adaptor clamps 
included with each unit. 


SPECIAL 


WITH BRAKE HOOK-UP 


ONLY ..°5I™ 


LESS 
GUIDE 
CABLES 


Meets 1.C.C. Strength Requirements 


—SPECIAL— 
Protecte Covers (Tallor Made) 
Carrying Bags $2.00 & $3.50 
SAFETY CHAINS, set of 2, only $2.50 
STEEL (Tow Bar) CARRYING $1 3.95 


CASE with Wheels & Handles 


(F.0.8. Factory Net) (Add 55c for Padiock with 2 Keys) 


FED. TAX 


QUICK-TOW Bumper- 
INCLUDED poe aoe te 
TRI-KING 3-Point Hook- 


Up Intra-State Tow Bar 


$5235 


WITH AUTOMATIC BRAKE 
AND BRAKE CABLE 


A Worthy Companion to Our 
Famous Moto-Matic 
TOW @ GUIDE 


“Leaders Since 1939" 
Write for Illustrated Catalog 


Factory Sales Division 


PILOT DISTRIBUTING 
COMPANY 
BATTLE CREEK 9, MICH. 


WE STOCK ALL MAKES 
TOWING EQUIPMENT and PARTS 
FOR AUTOMOBILES and TRUCKS 


TOW BAR SALES CO. 


Exclusive Factory Distributors 
| AS NEAR AS YOUR PHONE 
DE 2-0700 AN 3-8888 DO 3-8373 BU 8-7466 


1 40 So. Clinton St., Chicago 6, Ill. 








ANTIQUE CARS FOR SALE 





7 . STANLEY STEAMER, 1911, famous 
Phone WO. 2-5257 All Dept S ‘‘coffin-nose’’ non-condenser gentlemen's 
speedy roadster. Absolutely like new. 


Canadian Factory Distributors §| 
FIVE WHEELS LIMITED 
1467 Bathurst St. 
TORONTO 10, ONTARIO 


$5,000 value, $3,750. Alton Walker, Box 
65, Pebble Beach, Calif. 





motor and interior 
owner. Fred 
Berkley, 


| 1929 DURANT—Body, 
in excellent condition. One 
Shorey, 1870 Beverly Bivd., 
Mich. Lincoln 2-1029. 








CARS FOR SALE 


1953 PLYMOUTH 


Ex-Taxis 


$1 5Q cach 


* Good Bodies 
* Heaters 
* All Running Cars 


SID LAVENE 


Philadelphia, Pa. 
Phone Kingsley 6-1100 or Market 7-4465 














FORD TRUCKS, TRACTORS AND DUMPS | ——————————— — — — 


F800 and F900 1953 or later 
Buy one or fifty. 


W. E. McCARTHY 


Mystic Ave. Medford, Mass. 
Mystic 6-3500 





NEW LINES WANTED 

TRUCK AND AUTOMOTIVE products dis- 
tribution firm, well financed and 
postion to serve, in particular, truck 
fleet operators in Pacific Northwest, de- 
sires additional lines of truck and 
automotive products. Please write ‘‘Presi- 
dent,’’ P.O. Box 9524, Portland 10, 
Oregon. 


WANTED FROM 
MANUFACTURERS 


Repeat Order Products That 
Will Sell by Direct Mail 
We are equipped to mail into 52,000 


new car dealerships in the U.S.A., Can- 
ada, Alaska and Hawaii. 


We also have direct sales representa- 
tion in the states and Canada to fol- 
low mail orders if profit warrants. 


Box 5741, c/o Automotive News, 
Detroit 26. 


in | 


‘New Subscription Order 


SS ee | 


Send Automotive News to Address Below 
U. S., Canada and U. S. Possessions 
One Year $8 [] or Two Years $14 [] 


All Other Countries — One Year $12 [] or Two Years $20 [] 
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ST CNB kh Gb ee PER neo 4d kk 64 bd ke eken> Zone No......... 
Crd and ndcreetabecnal dae ssloakaparthcsensniwcw Tc aeernis coscbers 
TRADE CONNECTION: 

Car Dealer [] Truck Dealer [] Manufacturer [1] 
Jobber (] Insurance [1] Financial [] Supplier 
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eee eecrccceccccs es Becccccccccccsesesecs 
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A lot more than *64, 000 can depend on the question: 


WHAT SEALING RINGS SHALL WE USE? 


Automatic transmissions require them. Power 
steering requires them. One engineering mistake 
could run into big money fast. 

Experience helps avoid mistakes. Sealed Power 
has had more experience with sealing rings than 
all other ring manufacturers put together. 

Eighteen years ago Sealed Power made the first 
sealing rings, for use in tanks. Now Sealed Power 
makes them for cars, trucks, and buses. Sealed 
Power has made considerably more than half of all 
the sealing rings that have ever been manufactured. 
The total is close to a hundred million rings! 

You are invited to use this experience whenever 
you face any sealing ring problem. 


SEALED POWER CORPORATION * MUSKEGON, MICHIGAN ¢ ST. JOHNS, MICHIGAN * ROCHESTER, INDIANA 
DETROIT OFFICE © 5-164 GENERAL MOTORS BUILDING © PHONE: TRINITY 1-3440 


Scaled Power Piston Rings 


PISTONS ¢ CYLINDER SLEEVES 


Leading Manufacturer of Automotive and Industrial Piston Rings since 1911 
Largest Producer of-Sealing Rings for Automatic Transmissions * Power Steering Units 





